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Profitable names that ring the bell. 


It is no accident that the Webster line is such 
a profitable one to carry. For 48 years the 
names of our carbon papers and typewriter rib- 
bons have stood highest in the quality field. 


We have created acceptance for these names 


through national advertising. We have jealously 


guarded this acceptance and brought satisfied 


customers back for more by maintaining the 
quality of our products through good times 
and bad. These policies have created names 
To Webster dealers these 


which sell goods. 


names are a valuable asset. They spell profits. 


F. S. WEBSTER COMPANY 
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"OFFICE APPLIANCES is 
a news and technical trade 
journal, serving the entire in- 
dustry of office equipment. 
It covers the manufacture 
and distribution of office 
machinery, office devices, 
office furniture, office supplies 
and the entire range of com- 
mercial stationery. Its com- 
prehensive news reports of 
the industry and its valuable 
special articles upon subjects 
germane to its field have 
given it unusual prestige. It 
serves a clientele composed 
of managers and agents for 
the various office machines, 
devices and supplies, com- 
mercial furniture, commercial 
stationery dealers and many 
of the largest corporations in 
the United States. It also 
reaches some dealers in fifty- 
four other countries who deal 
in American office equip- 
ment. 


“No person, firm or corpora- 
tion, either directly or in- 
directly connected with the 
industry the journal repre 

sents, has any share in its 
ownership or voice in shaping 
its policy, which has in view 
at all times the best interests 
of the field it serves. It aims 
to discuss all subjects fairly 

and to furnish its readers re- 
liable information concerning 
the progress and develop- 
ment of the office appliance 
industry. It will answer any 
questions germane to its field 
to the best of its ability, and 
it asks its readers in all parts 
of the world to aid it with in- 
quiries and suggestions, to 
which it will give prompt and 
earnest consideration 
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| SUBSCRIPTION RATES 

ayable in advance, in the 
Inited States and its pos- 
sessions and Mexico — one 
year, $2.00; two years, $3.00. 
Canada — one year, $2.50; 
two years, $4.00. Foreign, 
all countries in the Postal 
Union, the equivalent of $3.00 
American gold for one year 
and $5.00 for two years. Re- 
mittances may be made by 
personal checks, drafts on 
New York or Chicago, Post- 
office or Express Money 
Orders, or in American Post- 
age Stamps or currency, if 
sent by registered mail. 
Single copies, twenty-five 
cents. 


{CHANGE OF ADDRESS. 
Subscribers may have their 
mailing addresses changed as 
often as desired. In ordering 
such changes it is necessary 
that both old and new ad- 
dresses be given. 


§ CONTRIBUTIONS are 
invited upon any topic of in- 
terest to this trade. All 
accepted manuscripts will be 
paid for at space rates. Un- 
accepted manuscripts will not 
be returned unless postage is 
enclosed by the sender. Cor- 
respondents should give their 
names and addresses, which 
will be withheld from pub- 
lication if requested. 


§ ADVERTISING RATES 
upon application — only ar- 
ticles of office equipment or 
directly related products 
eligible. 


{ Entered as Second-Clases 
Matter, July 8, 1905, at the 
Postoffice at Chicago, IIL, 
under Act of March 3, 1879. 


7 ‘‘Office Appliances" is 
registered in the United 
States Patent Office, Wash- 
ington, D. C. 


§ COPYRIGHT. Contents 
covered by Copyright, 1936, 
by the Office Appliance 
Company. 
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Nat'l Business Show (x 220 Victor Safe & Equip. Co...210, 12, 14 

“—. Pabliching ng Co 269 Index Tabs 

. n Barkley, C. L., & Co 257 

Eyelets & Eyelet Fastening Machines Cel-U-Dex Corp. . 266 
Markwell Mfg. Co...... 215 Globe-Wernicke Co. ............4. 171 
Rivet-O Mfg. Co........... 264 Guide System & Supply Co 160 

Fans, Electric Pn Uh. eeeséens . 268 
General Electric Co... . .227 = wee Co., The 151 
. eit Co., The...... oseckee 

Fie Benes, Cettageibte Corrug. on Victor Safe & Equip. Co...210, 12, 14 
Barkley, C. L.. & Cx O57 Inks, Adhesives. Etc. 

Globe-Wernicke Co 171 Gaster’s Bat Os., The... ..0ccccce. 183 

Guide System & Supply Co 160 Harriman-Welts Prod 266 

Oxford Filing Supply Co 156 Higgins, Chas. M., & Co.. 

Pronto File Cor; 216 Ink Specialties Co.... : 

Weis Mfg. Co 141, 2, 3, 4 tw Pen Co...... ; 
. Rivet-O Mfg. Co... 264 

vi ert Hotel Contract on Co 134, 5 Benford Mis. Co ++0 0201 
Art Steel Co 366 Sheaffer, W. A.. Pen Mfg. Co.....159 
Corry-Jamestown Mfg. Corp 153 Superior Type Co... ++ « «268 
Reskwell-aracs Co 18 Union Rubber & Asbestos Co -264 
Victor Safe & Equip. Co...210, 12, 14 bapatense 

Filing Cab. Ball and Roller Bearin s eflance Sales Corp............... 265 
Kilian Mfg. Cort — Weeks, Frank A., Mfg. Co.. 269 

Filing Cabinets, Metal Leads for Mechanical Pencils 
All-Steel-Equip. Co. .. 254 Autopoint Company ..........++. 169 
Art Metal Construction Co 134, 5 Faber, A. W., IMme.........-+++0. 147 
Art Steel Co . 150000 Sheaffer, W. A., Pen Co.......+. 159 
Autmtc. File & Index Co - + 245 Leather Goods 
Bentson Mfg. Co : ‘ 243 Doppelt, Charles, & Co oseccncmen 
Browne-Morse Co 188 Mashek, Frank, & Co............ 249 
Cameron, Cal 256 National Brief Case Mfg. Co...... 241 












|THE SERVICE BUREAU 


of Office Appliances is maintained for the exclusive 
use of subscribers and advertisers. In the execution 
of its various commissions this bureau calls upon prac- 
tically every member of the staff. It answers by per- 
sonal letters all inquiries upon matters germane to 
the field, it furnishes special reports upon articles of 
office equipment, supplies names of manufacturers of 
any article wanted, puts man and job together, prepares 
advertising copy, furnishes list of desirable agents and 
dealers in nearly every country, aids foreign dealers in 
securing U. S. A. lines, and in many other ways per- 
forms useful service, all without charge. Subscribers 
in every land have made, and are making, good use 
of this bureau; manufacturers in every section of the 
field have evidence of its proved value. Subscribers’ 
requests for catalogues to bring their files up to date, 
or to replace the file in case of fire or other form of 
destruction, are broadcasted in a bulletin which is 
mailed frequently to leading manufacturers. 








Stein Bros. Mfg. Co....... ‘ .162 
Leather eines Furniture 

Bright Chair Co. ee 248 

Jasper Chair Co .148 

Majestic Lounge Co. ..........«5. 244 
Leathers, Uphotstering 

Eagle Ottawa Leather Oo 168 

Lackawanna Leather (vo .240 
Letter Trays (See Desk Trays) 
Letterheads 

National Engraving (o.... -+ 271 

Wiggins, The John B., Co........ 267 
Livery Equipment 

All-Steel-Equip, Co. .........«s4: 254 

Art Metal ¢ ‘onstruction Co 134, 5 

ASE Bead CO..ccenescvcccoseccess 26 

Corry -Jamestown — Corp. ocvees 15 

General Fireproofing ( 

Globe-Wernicke Co... ......6ss005 


Security Steel Equip. 
Shaw-Walker Co., 
Lockers and Storage Ca 








All-Steel-Equip, Co. 2: 

Art Metal Construction Co......134, 5 
Art Steel Co......... se0enet 266 
Browne-Morse C0, ......6-sse0e. 188 
Corry-Jamestown Mie. "Corp é 153 
General Fireproofing Co........ 128, 9 
Globe-Wernicke Co i71 
Invincible Metal Furn 2: 
Lyon Metal Products, Ine ..259 
Metal Office Furniture (o.. 204 


Security Steel Equip. Cp.... eee 


Shaw-Walker Co., The.. 151 
Yawman and Erbe Mfg. Co.. -207 
Locks, Desk, Showease, Etc. 
Wonder-Lock . . 264 
Loose Leaf Books and Systems 
Adams, Henry T., Mfg, Co........ 267 
Boorum & Pease Co...... -155 
i. ih Me Gi abetesvocec coende 269 
BAGeNNTO GOEB. 2c ccccccsccccccs --255 
Master-Craft Corp. ...........s0. 199 
Nat'l Blank Book Co owes .163 
Sheppard, The C. E., Co.........189 
Trussell Mfg. Co. - +136 
Loose Leaf Envelopes, Celluloid 
Markilo Co. ......s000eues .++-268 
Loose Leaf Metals 
Adams, Henry T., Mfg. Co.. .. 267 
Loose Leaf Metals Co... . 256 
Mail Distributors 
Bristow, Stanley R . . 269 


Globe-Wernicke Co. 
Victor Safe & Equip. Co... 


Maps 

Hand, McNally & Co........ .213 

Replogle Globes, Inc...... 22 

Weber Costello Co....... = ..250 
Map Tacks 

Graff, George B., Co... ..¢.. 6.465 .176 

Moore Push-Pin Co...........«++ 235 
Matched Office Suites 

Art Metal Construction Co 134, 5 

General Fireproofing Co........128, 9 

Globe-Wernicke Co. ........+«+..1Tl 
Memorandum Books 

Boorum & Pease Co.... - 155 

Nat’l Blank Book Co............ .163 

Rockwell-Barnes Co, ........ --181 

Trussell Mfg. Co.........+.ss0++ 136 
Memorandum Devices 

Bristow, Stanley R............++ .269 

Colytt Laboratories ..........ce0. 267 

Finch & McCullouch..... occome 
Mending Tape 

WG TE QA vvcceccconccdes 260 
Moisteners 

Colytt Laboratories .........+++5. 267 

Metal Specialties Mfg. Co........218 

Rivet-O Mfg. Co....... eee 

Scram Co., The.......... . - 269 


Motors, Electric 
General Electric Co....... ooseseue 
Numbering Machines 
American Numbering Mach. Co... 
Office Partitions and Railings 





Globe-Wernicke Co. ....6.6.cee0s 171 
Pads, Figuring 
Boorum & Pease Co... ........6«. 155 
Rockwell-Barnes C0. ......+.+05. 181 
Paper 
Brown, L. L., Paper Co...facing 176 
Eaton Paper Corporation......... 200 
Rockwell-Barnes Co. .........+. --181 
Smith, Bradner, & Co.........++ 267 
Paper Clips 
Acco Products, Inc............«+. 138 
Clip-Om CORP. ...-ssccccsccccces 255 
Defiance Sales Corp............+ -265 
Fulton Specialty Co..........+++ - 262 
Graff, George B., Co.........«.- ~176 
Josephson Mfg. Corp..........++«+ 248 
Cakyilhe Co. .ccccsccesccsccccece 211 
Parrot Speed Fastener OOM «cesses 140 
Vail Manufacturing Co.........+. 243 
Paper Fastening Machines 
Ace Fastener Corp........++++- --182 
Acme Staple Co0........-.+0eseeee 268 
Amer, Autmt. Electr. Sales Co...248 
Autmt. Pencil Sharpener Co.... 
Cameron, Cal, ....0-seseeeeee 
Hotchkiss Sales Co.........60s008 
Markwell Mfg. C0.......-..-ss06 
Neva-Clog Products, Inc......... 
Parrot Speed Fastener Corp......14 
Victor Safe & Equip. Co...210, 12, 14 


Paste (See Inks, Adhesives, Etc.) 


Pen & Pencil Clips 


Oakville CO. 2. .ccccceeceweeeneee 211 
Pencil Sharpeners 

Autmt, Pencil Sharpener Co...... 186 

jraff, George B., C0.....-..-006. 176 

Koh-I-Noor Pencil Co........«+++- 170 

Marber C0, sccccccesccssccsscece 264 
Pencils, Paper Wound 

Blaisdell Pencil Co........... «+180 
Pencils, Wood Cased Lead 

Faber, A. W., Inc...... evs on 

Koh-I-Noor Pencil Co............ 170 

Mohican Pencil Co.........++++6. 193 
Yencils, Mechanical 

Autopoint Company ........«+. ..169 

Carter’s Ink Co., The. .....66++6. 183 

Esterbrook Steel Pen Co.........+- 238 

Kahn, David, Imc...........-s06+ Hy 

Parker Pam OR cccccccccecsscsecse 

Sheaffer, W. A., Pen Mfg. Co.. “159 
Pens 

Esterbrook Steel Pen Co........-+ 238 

Spencerian Pen Co.........+++5«. 221 


THE CLASSIFICATIONS, 
continued on page 6. 





Schwab Safe ¢ The 








CLASSI FICATIONS—<cont'd from 2 
page 5 Security Steel Equ ‘ i3y 
Picture Hooks Shaw-Walker (¢ The 151 
Moore Push-Pin ‘ Victor Safe & Equip. ( 21 12, 14 
Pins and Pin Containers Yawman and Erbe Mfg. ( 207 
Oakville Co 211 Scrapbooks 
Vall Manufacturing ‘ 4 Globe-Wernicke ¢ 171 
Platens, Typewriter = ul +} ¢ Z ‘ aoe 
American Writing Ma ‘ 137 — bs — . 
Ames Supply ¢ 219 Secretary Desks , 
Shipman-Ward Mfg. ‘ 17 Art Metal ¢ truction ¢ 134, 5 
jenera eproofing 128, 9 
Postal Scales ee Snes ‘ ' 
Borg. George, Cor — Wabash Cabinet ¢ 224 
Hanson Scale ‘ F 
Pelouze Mfe. ( 259 Shelving a 
Triner Scale & Mfg. ‘ i All-Steel- Equ , “0% 
Art Metal Construction ¢ ] ) 
Price & Sign Markers Art Steel ( "266 
Superior Type 268 Browne-Morse Co 188 
Publications ( Jamestown Mfg. ¢ 15 
Almana f or Equ ane General Fireproofing 128, 29 
tridgea, } WwW Lid ‘ t Ww ! ke ¢ ‘ 
Methode Invineil Metal Fur ‘ 
Punches Lyon Metal Products, In 
r P , rr g Security Steel Equip. ¢ 139 
joorum & Pease ( Shows, Trade 
Globe-Wernicke ( Nat’l Busine Show ¢ 22 
» 4 — ii Bind . Sleeve Protectors 
ush Pins Sameco ( In 150 
Moore Pu P ‘ . 
. Smoking Stands, Office 
Ribbon Spools He | ‘ 9 
ete on Jose . 25 Nagel-Chase Mfg. ¢ 25¢ 
ibbons and Carbons _ 
Allien & ¢ 265 stame Pads ‘ 1 18 
Amer. Manif FP ‘ ray , 7 - Stine \ > 
Ames Su y 219 ’ O71 
" ° M & Wentl 271 
Buckeye KR & ‘ ‘ 99 Rt Oo Mts ¢ 264 
Carter ink ¢ ! 2 . > .@? 
Gedo Mis Ces a8 Rockw Barnes ¢ 181 
Columbia BR. & C. Mfy. « 179 Superior Type “a4 
Crown Ribbon & ¢ > ? Vic Sa & Equip. ¢ 21 2 ‘ 
Imperial Mfg < 198 Stands for Office Machines 
Manifold Supplies ¢ 132 All-Steel-Equip. ¢ 254 
Mittag & Voiger, I Art Steel ¢ Dest 
Pacific Cart & Rk ‘ ( y-Ja wn Mfg. ¢ 15. 
Phi s | ( ti ral Fire fing ‘ i238, 9 
Rem ingt Rar I 131 a e-Wernicke ¢ 171 
Royal Typew ( t y Harter Cory rhe 224, 5 
Smith, L. ¢ & « . Tw 12 Ka Mfg. ¢ 26 
Stor iM ‘ Sher in-Manson Mi ‘ 178 
Underwood. E. 1 , RB Cover Sturgis Posture Chair ¢ 162 
I s. T ‘ rh Mire ¢« DR Toledo Metal Furniture ¢ 24 
R Webster, } s ‘ Staple Extractors 
ubber Bands Ace Fastener Cor 12 
Faber, A. W Ir j Markwell Mfg. Ce 215 
ane Stamos Staples and Stapling Mechines 
ever & Wi Tl Ace Fastener Cor 182 
Rubber Type Outfits Acme Staple ¢ 268 
Fulton Spe ‘ Cameror ( oF 
Safes i tc? es Sales ¢ 145 
art Metal ¢ , , Markwell Mfg. ( 
General f ‘ e 9 Neva-Clog Products, It +4 
tilobe-W } i 7) Oaky e ¢ 211 
Herring-Hall-M s é Parrot Speed Fastener ( 140 
Hillsberg ¢ oe Vail Manufacturing ¢ 243 
Meilink 8 s ( 8 Stationery, Engraved, Lithocraphed 
Remingt I 131 Wiggins, The John B., ¢ 267 








OFFICE APPLIANCES 


Trimming Boards 


Ideal Sel i Supply ¢ 261 


Stationery, Wholesale 
Weeks, Frank A Mig. ¢ at 


Storage and Transfer Cases Type, Typewriter 
Ameri 
























All-Steel-Equip. C 254 un Writing Machine « 
Art Metal Construction ¢ i134, 5 Ames Supply ¢ 
Art Steel ¢ 266 Shipman-Ward Mfg. ¢ 
Autmt I & Index ¢ 245 r 
;. _ - ypewriter Carriage Return 
. ‘ 57 Tykar Cory 187 
24 Typewriter Cleaning Material 
LSS Amer anif "roduc 
july i l Writing Machir ( 7 
Mire ¢ l Co 
fing ( 128 J \ ger I 2 
171 Speed Fa ner ( 14 
Sup ‘ tit et-O Mfg. ¢ 264 
is ( 104 rd Mfg. « 201 
Furn. ( 22 Scram Co., The 2¢ 
ture ¢ 204 Webster, F. 8S ‘ ? 
ay S L : Typewriter Cushion Keys 
. = ae Munson Supply ¢ 2 
_ Parrot Speed Fastener ( if 
, ~ Peerless Key Co... 
The. 51 Speed Key Mfg. Ci 269 
] 
a. 3 4 Typewriter Cushion Knobs and Bases 
Mig. 207 American Writing Machine ¢ l 
Strong Boxes, Fire Protected ames Supt ly Co ty 
Herrinc-Ha Marvin Safe ¢ 146. 161 Bicke t, I. M., ¢ 
Meilink Steel Safe ¢ 158. 263 Peerless Key Co 149 
Swinging Typewriter Stands Typewriter Parts and Tools : 
Globe-Wernicke ( 17] American Writing Machine ¢ 137 
Weis Mfg. ¢ 141, 2 i Ames Supply Co 219 
Tables Shipman-Ward Mfg. ¢ 175 
able 
Art Metal Construction ¢ 134. 5 Typewriters, Mfrs. of 
Art Steel ¢ 26t Corona Typewriter 125 
Browne-Morse ¢ ISS Remington Rand In 131 
Corry-Jamestown Mfg. ¢ 15 Royal Typewriter ¢ 7 
General Fireproofing ¢ 128 Smit! a A & Corona Tw ) 
Globe-Wernicke (C« : 7 Underwood, E. F 127, Back Cover 
Lyon Metal Products, In 259 Typewriters, Rehwilt and Used 
Shaw-Walker Co., The 151 Amer Writing Machine 
St. Johns Table ( 237 *ruitt. Ime 958 
Tabulating & Statistic Machines fypewriter ¢ 228 
Remington Rand In 1 te le Tw. & k. M. 27 
ole > » Shipman-Ward Mfg. ¢ l 
ay ay gg ‘“ P - United Typewr. & A. M. ¢ 97 
€ 4 et 1ies - 
( tt Laboratories 267 Visible Systems Equipment 
Me ke Syste Ir d Art Metal Construc n ¢ 134, 5 
Speedex (« The 27 Boorum & Pease ¢ 155 
Victor Safe & Equ ( 21 12, 14 Globe-Wernicke ¢ 171 
Telephone Stands Master Cr aft Cor 199 
ane Wintel Chmetemetion ¢ 134. ¢ Nat'l Blank Book ¢ Lf 
Art Steel ¢ ”" R ngton Rand In 131 
General Fireproofing ¢ 128 Shaw-Walker Cc 151 
pred ° . =, 3 Sher ac f ( 18 
Globe er € 1 para 
Shaw we oe 4 15] Victor Safe & I up. § 14 
Yawman and Erbe Mf ‘ aT Yawman and Erbe Mfg. ¢ f 
Thumb Tacks Waste Baskets 
Graff. George RB ( 7 Americ an Can ¢ 2 
Moore Push-Pin Co 5 Art Steel ¢ 266 
Oak: ( ‘ 911 Cameron, Cal one 
. 1 ra ~ ‘orr nestor f 5 
Vail Manufacturing (¢ 24 Ory Jame vn M 7 - J , 
General Fireproofing ( 128, 9 


Time Clocks and Recorders Globe- Wernicke (C« 171 
Dorson-Time Instruments ( 197 Metal Office Furniture ( on4 
Joslin, A. D., Mfg. ¢ 234 Shaw-Walker Co., The 1 








WANTS AND tOR SAL 


The rate for classified advertisements is eight cents a word, minimum charge, $1.60 


SITUATIONS WANTED 


STATIONERY SALESMAN w ar xperier s nage ationer 1 
art nt for n ng ' } S bh i “ r 
wit? anufact r las & but pr s or wit? 
we : sinted wit! her aler nd their t s thr 
Ful ed in r f ercial stationery, loose lea 
ture. First ss referer Address K-12¢ sre Office Apy 
SALESMAN WITH ENGINEERING training and a fine 
ritory ' ner ‘ : r nager and ‘ a 
Well grour n off ‘ elling and in training at 
ion It ! t ‘ ng s brancl ! 
nanufa f : t mn in ex itiv fic ( 

wt } ~ , Mies ‘4 exper 
neluded a ' WwW w 

rtur \ iN (ft Appliar ( 
SALESMAN—REPRESENTATIVI Sixteer rs . 





York I fer 
tior Exce t credentia \ Box K-1 Office Appliances, 100 East 
42nd Street. New \¥ 


COMBINATION TYPEWRITER SERVICH AND SALESMAN en f nner I 
xperiet al ewrit adding achir D ctaphor h re er 
i Now ated middle w i r Ad 

lrees K ort ‘ t i iZ 

MARRIED MAN t n vears’ exp ! erviceman w t 
t ' ' f f typewr ' hir 7 Dict 
‘ w“ t Ne ref 4 h om 

Appliance tT 

POSITION WANTED AS COMBINATION MAN 1 Ont 

hhine : s forer ! Addr h om 4 
ance o 

EXPERIENCED ’ I with 

reliable nee n Cer Sta t nable ar \ res K 7 on 


SALESMEN WANTED 


WANTED 


AGENCY SUP! VISORS AGENCY SALESMEN-—-DIRECT SALESMEN 

i . i and 

abi 4 
The Postis c D \ \ al « i j wn, New Y 
has sever ‘ ‘ ndence » 
en with ¥ ! ng x se wi nk the 
ight qual 
We pay salar ] X per ray rs and alary is " sior brancl 
salesmen > : : I mn whor we w train a 
ur expense AI t ¥ r letter te ) mplete s f your 
experience wit? Addr THE POSTINDEX COMPANY 


Jamestow? N. ¥ 


YEAR'S INCOMI 

















New Federal and State Tax Laws now t Tax Record 
Non ! s \ } vy fines and penal f 7 Ma 
r’s income next mont} selling Liberty i or approved 
Sa legal r r Endorsed 1 rs New al intles 
housands establist | ger 1 ‘ A aw t $4.1 
prof sale Repea sions with } Ss < I nir mone 
n leads f 1 Or i rst 2 da Al Ned 50 ler 
in 2 ntl Wr ( onw I ( 508 S Dear i 
cag 
MANUFACTURER f li f S r d bbhor bow aper 
fr] I etent es who ? } } le snager 
Business orivinally established as local but expanding stead A unt must be 
a) ne t | ! ! prel ary f t sellir t 1 ‘ and 
wi ale tr An opportunity for me one of sal emer al wl 
necessar training Address Y-2 e Off 4 } 
WANTED—Salesman of high-grade bound and loose-leaf record bo Must have 
good w ing nowledge of record apers nd worthwhile followir in souther 
und « tern Texas, ‘ irl " ng s t county and n ‘ ff : 
Give full deta nd include hote Address Y-225 are Office Appliances, Chicag 
OFFICE FURNITURE SALESMAN WANTED tft over Metr New York 
wit? i hig j i med r priced lime f fice chairs ipholstere and i 
wood atterns Line established—reasonal mmirsion arrangement and close 
point Box Y-224 ire Office Ay ances, Chi 
EXPERIENCED Office Furniture Salesman wanted by a ionally known ar i 
stablished manufacturer of office desks for the States of Wisconsir Minnesota 
Nebraska, Kansas, } Pennsylvania, New Jersey, Delaware Virginia, West 
Virginia, North and South Carolina and Georgia Address Y-2 are Office Appli 
nee Chicag 
SPLENDID OPPORTUNITY for offic " sale en with following in Milwaukee 
Big mm Replies will be held nfidential Addres Y-22 re Office 
A inces, C1} go 
SALESMAN | rry line of desk lamps Commission basis Territory open: St 
west, excluding the Coast Give details Address Y-222 are Office Appli 
CT ig 
Quintex 5 r alendar and i ‘ 8 


WANTED SALESMEN: T sel 
‘ New Weinman Bros., Mdse Mart. Ct? ago 


REPRESENTATIVES AVAILABLE 





SALESMAN WHO SELLS cash register rolls to large users in Cl! 
‘ rt ape roducts to offices Interested in roll papers for a 
lines mad f paper Formerly sold adding and calcul 
d wit possibilities offered by paper goods Offers first 
interested man: facturer Address K-131, care OM 
‘ 
SALESMAN wit! went years” experience selling ffice specialties ich a o 
‘ viding machin and other equipment als ffice supplies lesire agency 
rt ja Intere 1 parti i e live specialt Can furnist 
fe nd Address K-128 are Office Appliance Chicag 


WANTS AND FOR SALE—Continued on page 7 





OCTOBER, 1936 


WANTS AND FOR SALE—Continued from page 6. 

AMPLY FINANCED sales organization and expert mechanical force Selling two 
high grade office appliance specialties direct to users in New York area and t 
dealers throughout the world Seek additional item for sale or service Address 
K-130, care Office Appliances, Chicago 


ON ACCOUNT OF ADDITION AL floor space and ‘salesme nm we are open for one or 
two additional lines of office equipment or appliances Alex Patterson Company 
Chamber of Commerce Bldg., Birmingham, Ala 














1831 S Oxford A Ave 





SPEC IALTY L LINE WANTED by Manufacturers’ Sales Agent 
Los Angeles 


~~ REPRESENTATIVES WANTED 


you can sell our high grade Typewriter Specialty 


IF F YOU 7 SELL DIRECT to offices 
profitably Liberal profit on each sal Protection given Quickly becomes a major 


line. Write for details giving territory you cover Address Y-227, care Office Ap 
pliances, Chicago 

SALESMAN ACQUAINTED with or calling on Stationery Trade 
zipper cases. Territory now open, Wisconsin, Iowa, Minnesota, 
Dakota, Texas, New England and Southeastern States Address Y-221, 
Appliances, Chicago 





to carry a line of 
North and South 
care Office 


A SALES ORG: ANIZ ATION for one or more 





REPRESENTATIVE OR 


FACTORY 
territories or states. Our line is all steel chairs and metal lamps. These products 
are new. They are unique, beautiful, and durable. This is a rare opportunity for a 


We are not 


sales organization to secure a valuable and exclusive sales franchise 
Write 


selling territory. What we want is to connect with a live sales organization 
or wire—Correct Manufacturi ng Company, Rochester, Pa 


~ BUSINESS “OPPORTUNITIES ‘ 


LOOSE LEAF SPECIALTY 
Chicago, is for sale Eleven 
manufacturers Low overhead and good prefit 

Address ¥- 226 are Office Appliances, 








manufacturing business, selling through the trade, in 
years’ high grade reputation among stationers and 
Owner wishes to enter a different 


business Chicago 





efficient and in 




















FOR SALE: - MANI F: ACTURING and sales rights on an attractive 

expensive duplicator designed originally as a menu card printer Useful also for 
printing price lists, laundry lists, retail store advertising, et« Excellent sales possi 
bilities Compact Simple in operation Address Y-231, care Office Appliances, 
Chicago 

GOOD TYPEWRITER AND ADDING MAC HINE. BUSINESS in one of Califor 


inest store in the city Best location Has Agency 
Takes $5,000 to handle. Just the location for 
Address Y-228, care Office Appliances, 


growing cities 
leading typewriters 
and office equipment man 


nia’s fastest 
for one of the 
a live typewriter 
Chicago 


aes MECHANICS | WANTED 
Ty) pewrite and Adding Machine mechanic, 
of other office machines Sales experience desirable 
Office Appliances, Chicago 


FOUNTAIN PEN REPAIRING 
ALL MAKES FOUNTAIN PENS REPAIRED for the trade since 1904 


experienced, with general 
Location Midwest 


WANTED 
know ledge 
Address Y-229, care 











Standard 
Send all 


SALES LETTERS 
LETTERS WILL BUILD SALES: For years I have built letters that pull sales 
You need them more than ever now. Send me your data for new letters, or unsuc- 
cessful letters for reshaping. Particulars on request. Address H. M. Goldthwait, 
123 Washington Ave., Santa Fe, N. Mex. ern 


ADDING | MACHINE PARTS, TYPE. , 











‘SPECIAL CHARACTER TYPE made to order—Orders filled 
Adding Machine Parts— Keytops—Adding 
. Oakland, Calif 





‘37-38 YEAR TYPE 
promptly—Send your old type with order 
Machine_ Ribbons. I. A. Dehn, Jr., 1450 102nd Ave., 


a FOR SALE “AND \ ‘WANTED 1 To “BUY 


ELLIOTT FISHER MACHINES—Buri foon 


Burroughs—Moon Hopkins 
Addressographs—bought and sold. Chicago Office Appliance Co., 
Chicago 


ELLIOTT-FISHER Machines, 
Monroe Calculators, Typewriters, Checkwriters, and all office machines bought and 
Milwaukee, Wis. 


sold Tester: eee. C2, 309 W. Kilbourn Ave., Milw: 
typewriters, adding machines—all office equipment. 
Crowley Company, 434 Caswell Bidg., Milwaukee, Wis 











Adding Machines 
533 8S. Dearborn, 


Adding | Machines, Comptometers, Burroughs | ‘and 


oe and sold w F 
consin pal, sek 
DALTON ADDING 
overhauled, rebuilt. 
serial numbers, models. 
cago. 

‘BURROUGHS MOTORS” Complete with transmission, Universal and AC 
te | machines. Adding Machine Sales & Service Co., 1004 Superior Ave., 
and, O 
ADDRESSOGRAPHS, | 
Typewriters, Adding Machines. 
527 Pruitt Bldg., Chicago e Sa a aah. A? Se 
DICTAPHONES, EDIPHONES—We are largest dealers rebuilt dictating machines 
in world—-Specialists for twelve years—Rock Bottom Prices—Tremendous stock al! 
models! Also manufacturers’ ‘‘Stentor’’ processed record. Agents’ territories open 
Write us for available protected territories. Dictating Machine & Record Corp., 156 
East 42nd Street, New York City. 


DICTAPHONES, EDIPHONES—rouz) or rebuilt— 


AND BOOKKEEPING Machines sold, exchanged, repaired, 
Will buy Underwood Fanfolds, Comptometers, quote prices, 
Peter Paul Mechanical Service, 430 South Dearborn, Chi 





for all 
Cleve 


Duplicators, _ Dictaphones, Multigraphs, ‘Sealers, Folders, 
Write for FREE Money Making Circular. Pruitt, 





special prices to dealers. In- 


crease your sales and profits—write us. American Dictating Machine Co., 1141 
Broadway, New York City. BA Lon s 3h aa Sanaa) 
DICTAPHONES, EDIPHONES, SUPPLIES—headquarters—machines bought, « sold 


Wholesale, Wells 8t., 

Chicago 

FOR SALE—100 McMillan Automatic Shift Visible Binders No. 2150A—$7.50 each, 
1000 Duplex IVI panels for 4%” and 5” card, 500—8” panels, $1.00 each in lots 

of 25 Visible equipment, all makes, dictating, addressing and duplicating ma 

Cine bought and sold. Hanover Office Equipment Co., 80 Greenwich St., New 
ork City 

VISIBLE EQUIPMENT bought and sold—Kardex, Acme, , Postindex, etc.— 1000 
*“6x20"" Acme panels for flexoline or tubes, 1000 “5x20°' Kardex duplex panels, 1000 

all at $1.00 each. Special attention to dealers 
Commercial Card System Co., 401 Broadway. 


Retail—Write us. Chicago Dictating Machine Co., 19 8. 








““8x24"’ IVI panels with channels, 
and detailed information furnished. 
New York 

MULTIGRAPH RIBBONS re-manufactured. 
bons. Established over ten years. Write us, save money. 
St.. Milwaukee, Wis. 

CASH for New or Used Office Equipment and Furniture—such as ; Kardex, Acme, 
Visible Cabinets and Equipment. Portable Typewriters, Adding Sechinen. Calcula- 
tors, Comptometers. Send particulars. Elman’s, 308-OA West Madison, Chicago. 





Duplicator inks and typewriter rib 
Lewis Co., 953 N. 4th 





Export Statistics by United States Department of Commerce 





prices—regular trade discount All work guaranteed Prompt service 
makes to one place—saves postage and time. Send a trial package today Welty 
Pen & Repair Co., 38 S. State St., Chicago 
United States Exports of Typewriters—July, 1936 met 
7775 
7770 7772 7774 Type- 
Standard Portable Used & rebuilt writer 
typewriters, new typewriters, new typewriters parts 
Countries No Value No Value No Value Value 
Austria 53 $3,018 76 $2,152 76 $1,483 $97 
Azores and "Madeir: t 
DD acseee's I R4 3  - he Tr 
Belgium 152 8,636 70 2,127 127 4,405 1,238 
Czechoslovakia 379 19,269 254 7,574 132 3,789 433 
Denmark apis. or 262 
Estonia . . 16 420 aad eye coon 
Finland , 14 938 11 305 21 719 237 
France . : 771 50,581 160 11,923 739 28,456 3,134 
Germany . 11 999 (tw , ° ees 
Greece peute 18 1,222 17 510 — 69 
Iceland ... et } Cll , . es 
Irish Free State... 28 1,72 15 4105 2 72 “aon 
See eee : 59 1,641 .. inet 1,214 
Lithuania ....... 23 1,665 39 1,154 ee 18 
Malta, Gozo and 
Cyprus seen l 62 1,339 . cess 
Netherlands .. ; 238 385 7,647 248 8,894 738 
Norway 73 172 4,381 14 557 141 
Poland and Danzig. 18 20 a. estes seas 61 
 - weeusae st 110 10 392 135 4,761 
Wh Lene 106 1 33 78 
S.R. (Russia). 11 74 2,426 1 25 
Spain ; ; : 123 sede ca 76 2,340 27 
Sweden : .. 548 33,490 237 6,432 81 2,748 1,281 
Switzerland és 82 5,674 133 3,684 2 81 1,280 
United Kingdom. 2.565 157,273 488 14,06 173 4,27 12,822 
Yugoslavia 72 4,225. : 11 447 ban 
Canada 12 1,294 2 125 312 8,077 49,885 
Costa Rica 2 150 11 345. 18 
Guatemala 24 1,533 13 451 281 
Honduras 21 2,093 , 41 
Nicaragua 8 378 2 95 1 13 
Panama 54 3,781 18 627 6 184 196 
Salvador 24 1,475 10 331 - 
Mexico ; 518 31,202 94 3.090 119 1,005 581 
Newfound: and and 
Labrador 10 785 2 72 ‘ , 
Bermuda wTTTiTT 2 179 3 134 ! 8&3 4 
Jamaica , nisin i) 324 l 40 ies 
Trin. and Tobago 12 891 5 150 l 25 134 
Other British West 
a _— rae 3 183 1 50 
Cuba ... , 157 12,116 1 26 108 3,278 "909 
Dominic an Republic 3 247 : jase « ‘ 71 
Netherland West 
PRP 6 428 1 160 l 17 44 
French West Indies 6 471 13 387 2 122 
Haiti, Republic of 1 oP esac none , a : 
Argentina : 920 78,262 204 5,304 164 5,436 903 
Bolivia ... 41 3,203 7 880 


7775 
7770 7772 7774 Type- 
Standard Portable Used & rebuilt writer 
typewriters, new typewriters, new typewriters arts 
Countries No. Value No. Value No Value alue 
OED sidvnccde oie 528 35,671 82 2,634 146 5,852 1,916 
SE ack awees hase 111 8,344 71 2,185 6 247 1,087 
Cotembla .....cccee 113 7,844 89 2,809 13 501 89 
EE o.06.00 66ers 19 1,878 8 222 16 775 24 
DOMED scccceces 1 . ae Seee coe cose eeee 
Sarre 63 4,481 75 2,064 34 1,106 141 
een 101 6,305 25 . pres 946 
Venezuela ...... RF 89 7,076 57 2,072 18 761 14 
Saudi Arabia...... 1 i. wens cadena re hea 
British India...... 49 3,302 124 3,331 65 2,561 4,332 
British Malaya.... 100 6,966 54 1,775 33 1,401 12 
Ce acededevncte 5  __ sae bes bene 51 
CE stavesseewes 71 5,018 38 1,188 3 204 113 
Netherland India .. 138 7,853 10 361 3 141 
French Indo-China. 118 7,911 39 1,104 2 91 
Hong Kong ....... 2 150 12 432 1 10 
PE SV ctasecveteens 38 J. PRS eee @ bass 
GE: cnkskeees 33 2,251 55 1,599 263 8,917 90 
Kwantung ........ 4 260 s 300 nse apes 
Philippine Islands. 17: 12,434 157 5,268 60 1,669 315 
SN ese eet we ; 12 904 10 312 1 54 33 
Pt sdeowesteunes 4 299 6 —T———e gene es 
WEE: Sac debe cuns 29 2,038 70 1,679 13 453 126 
Other Asia ....... 5 490 .... isos s0ee aati ibaa 
Ametralia ......... 9 15,789 10 240 18 589 2,459 
British Oceania.... .... chee 1 62 Tee Pr 
New Zealand...... 94 6,163 44 1,163 37 1,068 166 
Belgian Congo..... 2 150 3 Dt Seite ey ut a 
British East Africa 30 2,437 27 See “<ces cage 29 
Union of South 
eee 278 18,554 84 2,436 247 10,063 341 
Other British South 
QED we sveedci 1 81 
Gold Coast ....... 4 356 4 168 
ITD “sennctn.os cucu alia 2 196 
Other British West 
Ee 1 eee dhhw ted éaube oleae 
Siok baa ob bows 17 - ces wee ae: 30 
Fe 28 Ft er TTS 214 
Other French Africa 27 1,800 20 662 
BOGOUED:. va es 0004de 45 2,467 32 807 
Mozambique ...... 2 166. 
Other Portuguese 
, Re re sa0n 7 204 5 218 59 
Canary eee: 3... a a 12 444 
Other Spanish 
ME Geccccive 3 225 16 528 1 47 wae 
WD whbseescacd 9,783 $646,337 4,271 $119,700 3,542 $121,093 $88,224 
Shipments to: 
aaa 352 $22,876 25 $824 94 $3,425 $606 
Puerto Rico..... 187 8,043 3 108 47 1,420 44 
Virgin Islands... 1 70 1 a «een eoee 
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Cateculating. Billing Machines 


July, 1936 


United States Exports of Adding 


Listing Typewriter f 

adding ookkeeping Listing 
bookkeeping billing adding 
machines nachines machine 


Countries No Value No. Val N Valu 
Austria 1 $ R61 1 $ 5,044 
Belgiun ; 601 
Bulgaria I 
Czechoslovakia 
Denmark 
Estonia 
Finland 
France ; l ) . ° 
(reece 
Hlungary 
Irish Free Sta i4 2 
Italy 
Netherland 1.4 i ‘ 


Danzig l 1 i 
Portugal 574 
I s&h 

(Russia 
Spain 
Sweden ‘ i 
Switzerland ‘ l 
United Kingd ! ] 84 48 4 
Yugoslavia 
Canada 





Labrador 
Jamaica 
Trinidad and 

Tobago . 
Cuba ] j 
Dominican 

Republic 
Netherland W 





Indies 1.056 
Haiti tepul : 
Argentina 5.4 
tolivia 
Brazil I 15.847 71 
Chile j 
Colombia 
Ecuad 
ir. ¢ ana l 
Varagua ) 
Per j 
Urugua 
Ven 4 { ‘ 
British India 1 1 4] 
British Ma 
Ceylon 1 18 
China , 
Netherland | f l 
Itong Kor 
Japan 
Philippi: I j 1.8 j 
Slam 
Syria ; 
Turks ‘ 
Aus 1 7.4408 
FY ? Ocea " 17° 
New Ze inal 
Belgian Cong ‘ ‘ 
Un 
1 ( . 
om 
’ 2 189 
I 
cner 
M i 24 
inher I 














Total 8 84 $164,239 1,420 $167.81 
Shipments t 
Hawall $ 7 19 $ 1,14 
Puerto R l 
Vircin Island 
P 
— ‘ . 
7 ] tir nt 
Card tiat if and 
neh I s aleu 
r and 4 lating 
‘ ating " ma 
Q } es re 
( n N \ N y \ N 
Bulgaria $ 
Austria » $ 87 1 $s 
Belgiur 5 7 43 78 
Crechoslova : 4 Tas ) 
Denmark =e 
Finland 23 1,109 ‘ 4 
France j rt) 20.64 4 
Germany ’ 
Ilunga l 1 
Irish Free Sta 1 ) . 
Italy . I 22 1,92 8 
Netherland 12 ,4 
Norway 5 2.8 ‘ ] 
Polaad and D eee 2 
Portugal . l ij 6 95 
vr. §. & R 
(Russia 1 ° } 
Spain ‘ ‘ 22 
Sweden y ‘76 °4 
Switzerland 1011 at) : 
United Kingd 7 ‘ 1 2 912 48.870 69 
Yugoslavia 5 
Canada I 4 7 8 
Guatemala 9 
Honduras ? 
Panama 413 2 
Mexico f : 649 12 
Bermuda : 
1 1 
Cuba : 144 Li 
Dominican Re 1 5 : 
Netherland W 
Indies . 1 2 J 
Argentina 1,503 36 








and Cash Registers 


7757 
Calculating 
machines. 
No Value 
-< air 
15 2,017 


53 


f 4,582 

8 ‘ 

l 488 
14 } 


1 ; 
g f 
‘ 64 
- ‘7 
1 0 
j 600 
1 1.445 
t 1,224 


1 > 
S 1, 20 
} 
16 70 
1 1 
40 10 
; 
14 2,944 
} "B07 
1 87 








m4 F 42 
7°o% > 
R29 

6.559 4 


60 
1 7 RR 
1,178 30 
767 232 


















OFFICE APPLIANCES 




















77 Other adding 76° 
Card nd calcul Parts 
nching, ng machines ealcu for 
rting, and including lating 7764 cash 
tabulating used and ma- Cash regis- 
rebuilt. hines. registers ters. 
Countries N Value No V f Value No Val Value. 
Brazil s 1982 1 1,1 4,060 1 493 109 
Ohi ‘ 2 60 
( b 219 20 12 259 
I ior 8 58 210 19 664 . 
r 10502 762 115 
t a 8 ° 
\ wela 415 191 1 408 151 
B } Ir ! 645 154 
B M i oy 
‘ 
China H 875 ° 4 829 ° 
Ne nd It - ‘ 
Iraq 1 4,114 
P ne I g 14 7 7 
0 Asia { 
\ str : | “ ® 2 
Rrit Ocea 
New Zealand j 2 
ur r rs 
Af : 94 ] ] { 
I 4 1,002 ° 
Canary Islar 77 ened 
Total r $67.171 $30.7 $1 S84 88 $181,281 $107,885 
S! ments 
Hawail : > $1,188 i $ s £ 70 10 $ 2,560 $ 1 
Puerto Ri 1 125 14 4,585 104 
Virgin Islar 27 
United States Exports of Metal Office Furniture—July, 1936 
( t 6132 
S eta ng 6121 Sheet - 
and nd Ss t etal metal 
rage filir - cabinets 
net r ted insulated 
Countries N \ \ N Va N Value 
telgium . $ $ ) 9 $ 4 
Czechoslovakia I ‘ . 
Denmark ot 
Finland 1 “4 hi 498 
France . 1 
Germany 1 928 24 8.553 
Greece .. 2 I 8 
Ir sh Free Sta : 
Italy “ } 
Netherland 54 $ & 1 i 14 
Norway l 25 I 
Portugal ° 117 7 
Sweden 7 165 { 118 8 
Switzerlend l t l 
United Kingd 2.035 ) 1 6 0 
Canada os 17 2,738 ) ae 8 658 
Costa tica ‘ 9 gg 
Gu mala g 8 RT 
Hondura l l 
Nicaragua 1! 
Pana B « 7 401 30 64 oe 
Mexico 28 67 7 1,412 he 4,651 
Newfoundland and 
Labrador es 1 14 12 171 
Rermuda f g 14 
Jamaica 1 
Trinidad nd 7 5 2 
Other British W 
Indies ..... 7 i 1 14 
Cuba ‘ 4 1 8 $,702 
Dominican | 8 2 6¢ 
Netherland W 
Ind.es 44 1 104 
Arger 1a 7 7 1,3 
B : 788 
Rr 7 4,032 
cl ) i 
{ r } a 1 i74 Tf 71 1,: 4 
I ador I f 8 259 28 
| ie I ) 1° 2 7 7 4 R49 
Urugua 4 1 . 7 746 
Venezuela 60 1,75 0 27 1 ~ 
British India i ‘ 
Rr h Ma . ‘ 
China ‘ 1 7 
Netherland I S 8 
Hong Kong 77 2 9 
Japan 7 660 
Pt ne Isla 8 6 67 293 6,067 
Sia 14 
T 51 gs ' 
(Mher Asia 14 684 76 . 
4 r : 24 $ 
New Z and 1! . 
Br h Ea Af i 15 15 
1 f South Africa 1 231 131 3 2 1,934 
Other B » S 
Af a 12 
Eg ) 990 15 an 9 349 
M 7 101 
M 24 864 
C 6 72 2 97 
Total r 9 $2.157 2,045 $46,131 606 $37,130 
= ments 
Hawall fe $ 341 48 $ 3,1 5 $ 256 
Puert ? 
Virgin I 1 > 
61 ® 
Other 
office 6139 
furni- Other 
vault re 6136 metal 
6133 equip- and Metal beds and furni- 
Safes. ment. fixtures. bed springs. ture. 
Cc : No. Value. Value Valu No. Value Value. 
Belgium $ 326 sese coon GF @ 
( sloval 13 ; ees 
De rk 694 218 
k 12 13 
Franc 12 14 
Greece 214 18 





OCTOBER 


Countries 
Irish 
Nethe rlar is 
Norway 
Poland and 
Portugal 
Spain 
Sweden 
Switzerland 
United King 
Canada 
British Hor 
Costa Rica 
(Gjuatemala 
Honduras 
Nicaragua 
Panama 
Salvador 
Mexico 
Newfoundlan 

Labrador 
Bermuda 
Rarbados 
Jamaica 
Trin 


Indies 
Cuba 
Dominican 


tritish Gu 
Peru 


TU ruguay 
Venezuela 
Saud ral 
British Ind 
British Ma 
tev n 
China 

Net} and 
Hor Kong 
Japan 
Kwantung 
*alestine 


Liberia 
Cana I 
Total 
Shipments t 
Hawall 
Puerto Ri 
Virgin Isl 
‘ intr 
Austria 
Belgium 
Czechosloval 
Denmark 
Finland . 
France 
Lithuania 
Netherlan 
Norway 
Por : 
spain 
Sweden 
sw I 
United Kir 
Canada 
Britist He 
Costa Rica 
Guatemala 
Honduras 
Nicaragua 
Panama 
Salvador 
Mexico 
Newfoundlar 
Labrad 
Rermuda 
Rarbados 


Jamaica 
Trinidad ar 
Other Rrit 
Indies 





Free St 


lad and 
Other British 





, 1936 


Dan 


Republ 


1 West 


United States 

















6134 
Bank 
and 
afety 6135 
leposit Other nual 
vaults office 6139 
and furt Other 
vault ture 6136 metal 
6133 quip- snd Metal beds and furni- 
Safe ment fixture bed springs ture. 
N Va Val Valu N Value Value. 
¢ 1 ani 1 risip 132 
' ) gs §$ 58 162 
“aT 8 
ae 7 354 221 
35 
1 21 
j 10,62 » wT 2,088 
£ 17 7 1,057 17,911 
iw 103 84 
§ Ss “** 
g 168 - 
204 1,717 185 
if 1,222 «97,109 ~=—«1,639 
165 ! 2 
j 1,107 RS 790 2,439 
192 20 Ré qT) 726 
aa 19 15 124 1,145 
128 21 105 . 
4 l j 2,402 127 
42 8 122 406 
72 1 9 1,459 2,778 
; 2 41 148 41 
11 1 $0 ® 60T 807 
; 219 
12 201 10 
02 917 978 688 
490 18 i] 1,029 65 
169 7 149 
14 29 at 875 1,184 
768 2) 1 ' 108 
” 116 
$55 lf 202 1,188 
1 877 8 
15 1,551 
ne 8,499 
) r, w 
Fi 49 481 
{ a (7 i 7 i4é 
: 60 
9 040 87 ‘ 772 918 
; 156 
"4 200 
5 4 516 
. 12 
7 8 1,829 
107 ( 297 ( 
e 1! 
155 39 
211 
I 831 119 
4 <4 7 74 gs S38. 677 $45.14 
: j ¢ THR q ( $11,205 16.019 
2 IRS l F 12.629 4.881 
4 28 121 
Exports of Writing Instruments—July, 1936 
Pencil 
leads 
93nd an 9313 
Me ! 1 Other pencil Fountain 
I pencils par pens 
\ ‘ ss Value Va Number. Value 
2 mo 6$ 242 
¢ 22 g9 158 
l 917 1,155 
8 Rn4 is4 $ 1 8 644 555 
8 } 
8 15 { 42 1,299 2,051 
11 v0 190 g1 
23 10 
1 7 269 502 
4 20 116 1,347 948 1.855 
S OT 997 
‘ ( £14 11 
g 6R9 904 27 6.40 756 
{ 44 
f or 4 2RR 
70 12 47 
} 18 3 37 101 
138 | . 
7 204 4 2,550 481 
‘ 5 3 504 231 
85 $ 2, 56 2,747 7 4,146 6 
x x 1&7 1¢ 7 94 
dq 13¢ f f 156 114 
24 288 85 
8 7 17 36 
84 24 251 297 84 38 
12 6 , 
‘ 419 9 239 5.194 1° 88 1,048 
2 49 191 392 18 61 125 
8 99° 17¢ 63 79 
| . TO 
7 4 102 2 4 
r 7 59 1,788 64 1,236 
1 4 14 
64 f 4! 1f 434 4,703 
Ae #50) » O88 1,825 
l 1,292 2, ee 1% 241 1,917 
t 12 47 
To 245 
. 15 29 
66 154 ? 100 229 
44 646 775 8 360 158 





9305 
Pencil 
leads 
9303 9304 and 9313 
Mechanical Other pencil Fountain 
pencils. pencils. parts, pens 
Countries Number. Value Gross Value Value. Number. Value 
Veneznela ...... 593 203 356 750 41 357 701 
Saudi Arabia ee eee0 1 6 ses oses 2 
British India 1,341 1,077 700 316 90 12,224 19,083 
tritish Malaya . -s oes 226 425 10 372 1,261 
Ceylon on 13 26 - eee - 278 668 
China ‘ 683 748 1,154 2,294 9 5,082 11,625 
Netherland India 894 515 este . 77 1,553 
French Indo-China.... os . 100 160 - on 
Hong Kong 28 18 43 255 55 418 
Japan 12 12 424 1,762 19 71 
Palestine ae oe : , oar - 18 4% 
Philippine Islands.... 110 137 1,676 3,173 3,482 2,670 
Siam — stove 115 319 
RGD. scsasecabas ° 220 ee . es R98 ano 
Australia 1, 796 544 798 219 3,102 1,461 
French Oceania ‘ : 4 ° 12 62 
New Zealand 1,348 192 379 262 171 eve 
Ethiopia .. eee 6 3 eee oe 22 64 
British East Africa 200 40 oon esas " *. . 
Union of South Africa 3,27 617 884 1,630 107 1,245 2,797 
Other British South 
Africa 176 103 22 264 904 
Other British West 
Africa ov ste ee os 36 36 
Egypt reunebs i 6 8 618 1,081 
Other French Africa.. 73 58 
Other Portuguese 
Africa 5 8 30 69 
Total 113,602 $19,072 19,693 $31,691 $7,690 66,313 $78,818 
Shipments to: 
Hawaii een 2.1383 $ 428 2.531 $5,344 $ 64 9,679 6,286 
Puerto Rico 1,042 378 4,731 5,030 114 5,021 1,699 
Virgin Islands oss ecee eevee 30 


United States Exports of Typewriter Ribbons, Carbon Paper, Duplicating 
Machines and Parts, Filing Folders and Index Cards—July, 1936 


750 


Filing folders, 
index cards, 
and other 
office forms 





Countries Lb 
Austria 25 
Belgium . 
Bulgaria 642 
Czechoslovakia 45 
Denmark 
Finland 
France 667 
Germany 5 
Iceland 
Netherlands 1,551 
Norway 71 
Poland and Danzig 
Portugal 4 
Rumaaia 103 
U.S.S.R (Russia) 

Spain 

Sweden 47 
Switzerland 8,246 
United Kingdom 503 
Yugoslavia 

Canada BR 
British Honduras 69 
Costa Rica 377 
Guatemala R74 
Honduras 2,810 
Nicaragua 14 
Panama 9,190 
Salvador 118 
Mexico 1,299 
Newfoundland and 

Labrador ne 
termuda 1,019 
Barbados 
Jamaica ... 951 
Trinidad and Tobago 941 
Other British West 

Indies auee 52 
Cuba ... ' 1,753 
Dominican Revublic 539 
Netherland West Indies 2,532 
Haiti, Republic of 464 
Argentina 142 
tolivia 
trazil 
Chile 


Colombia 
Ecuador 


British Guiana 
Surinam 

Paraguay 

Peru 

Truguay 

Venezuela 

Saudi Arabia 
British India 
British Malaya 
Cevilon a ¥ 
China . : —_ 
Netherland India... 
Hong Kong : 
Japan as 
Kwantung : 
Philippine Islands 
BEOMR socccecsss 
Turkey - 

Other Asia 
Australia . 

British Oceania 


French Oceania 
New Zealand. 


British East Africa 


Tniton of South Africa 
Othet British South 
Africa . . 


Egypt . ‘ 
Other French Africa 
Liberta ‘ 


Mozambique 
Other Portuguese Africa 
Canary Islands 
Total 
Shipments to: 
Hawaii eee 
Puerto Rico ..... 
Virgin Islands ...... 


11,946 
2°056 
23 


ono 


371 


990 


90,969 








Value 


$20 








198 


561 


$57,449 


$12,104 
5,545 
65 








9392 
Carbon paper 
Lb. Value 

89 $44 
206 121 
"132 “135 
218 108 

24 12 
509 210 
683 698 

on | 
446 a 
R25 
6,695 5,518 
1,846 1,107 
6 
861 
241 

91 
110 
260 
754 "822 
237 164 

22 11 
173 123 
800 2.5 7 

69 108 
403 454 

12 128 
685 617 
130 124 
566 705 
797 53 

1.087 887 
130 105 
39 25 
369 

450 

607 

5,551 3,858 

27 26 

283 107 
1,155 494 
453 265 
438 §! 
10,464 6,386 
3,408 1,827 
301 10 
3.111 1,498 

33 27 
164 78 

72 691 
190 172 

1,276 1,019 
442 “487 
52,572 $37,247 
830 $1,968 
4,878 1,827 





938 


ih) 


Typewriter 
ribbons 


OZ 


= msg: 
1232S. 


te 
2 


an 


11,521 


174 
210 


Value 
$29 
4s4 


RA 
bt) 
260 
6938 


30R 
618 
38 


a) 





25,060 


$615 
489 








7763 
Dupli- 
cating 
ma- 
chines, 
parts, 
and 
supplies 
or 
Value 
$1,029 
"189 
“4 


1,153 
1,479 


te 50 


“949 
248 
14,372 
9,103 
-) 


MH 
on 


a8 


171 
"$20 


*"90 


$40,914 
$813 
272 
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The Uniform Check Law 


Commerce Reports} Although the volume of transactions by check is 
probably larger in the United States than in any other country of the 
world, it is not likely that the United States will adhere to the interna 
tional Uniform Check Law convention because of the difficulty of over 
coming the many well settled American practices which are at a variance 
with the legalized customs of foreign bankers Of the twenty-six sig 
natories of the Convention of Geneva, France is the latest to ratify it, 
having adopted, as required by the convention, a domestic law incorporat 
ing its terms. The new French decree of October 31, 1935, revokes the 
pre-existing law of checks dating from 1865. Other countries which have 
modified their domestic legislation to conform to the convention include 
Germany, Austria, Belgium, Denmark, Finland, Greece, Italy, Japan, Nor 
way, Portugal and Sweden A transiation of the new French decree 
has been issued by the Division of Commercial laws of the United States 
Department of Commerce for the use of traders having business with any 
of the above-named countries, and may be secured from the Bureau—or 
any of its district and codéperative offices for five cents 

In the United States a bank, upon receiving notice of the decease of a 
depositor, will stop payment on all outstanding checks. The new French 
law, however provides in Art. 33 that neither the deceased or the drawer 
nor his sudden and unexpected incapacity after the issue of the check 
will have any effect whatever thereon This illustrates one of the many 
diametrically differing ru'es of the two systems Such differences are 
not usually matters of basic principle, but merely of regulation and 
practice World-wide uniformity would therefore seem no very difficult 
goal. Nevertheless, in recent decades these small variants have become 
so deeply rooted in our banking and business practice that it would be 
little short of heroic to attempt to extirpate them The many severe 
battles over small issues in the course of the long campaign to secure an 
American negotiable instruments law, illustrate some of the obstacles 
which would be encountered; morever; that great effort came to a more 
or less successful conclusion long before the commencement of the enor 
mous business expansion of the present day So that the problem is, in 
detail if not in main principle, far more complex That complexity is 
bound to increase at an accelerated pace; it should, however, not deter 
the quest for uniformity in matters of commercial law, but on the con 
trary, should serve to stimulate it 

Take for example, the matter of part payment of a check Under the 
Geneva convention the bearer may not refuse a partial payment, and if 
the provision of funds is less than the amount of the check the bearer 
has the right to demand payment to the extent of the amount on deposit 
To the extent of such partial payments, endorsers and drawer are dis- 
charged Such a practice is as alien to American business methods as 
s the ‘“‘crossed check’’ employed on Threadneedle street (London) But 
neither the crossed check nor the elastic partly payable French check nor 
the American garden variety differ fundamentally from the others, and 
were it not for the force of custom, perpetuating individual practices, 
the check laws of all countries might be brought into harmony and cor- 
respondences, against the day when the convenient check may become a 
more frequent'y employed instrument of international trade 


i 


Chile Postpones Social Security Plan 

Assistant Commercial Attache A. Cyril Crilley, Lima, has reported that 
Chile has postponed the effective date of social insurance legislation, pro- 
mulgated August 12, 1936, in Law No. 8433, until November, 1936. This 
postponement was authorized by Supreme decree dated September 2, 1936, 
which states that more time is needed to organize the necessary collection 
agencies in the departments and provinces. The Caja de Depésitos y Con- 
signnaciones will continue in charge of tax collections established by the 
law 


i 
Radio Telephone Service with China 


The Chinese ministry of communications has announced semi-officially 
that radio telephone service between China and the United States and 
Great Britain will be inaugurated in November. Commerce Reports indi- 
cates that in addition the China national aviation corporations have begun 
voluntary air passenger insurance in conjunction with German and British 
insurance companies for air travel in China 


—_-_—_<g>—_—_—. 
Directory of British Paper Mills 


Papier Zeitung (Berlin) reports that a new issue of the Directory of 
Paper Makers of Great Britain and Ireland for 1936 has been published by 
Marchant, Singer & Company, London, E. C. 4, 15 Nicholas lane. The 
price is 5 shilling 8 pence, postage free. The book includes lists of paper 
mills, and other detailed information, including water-marks and trade 
marks 


- —=—__—_ 
United States Paper Exports at High Level 


Exports of paper and paper products from the United States in July 
were valued at $2,009,039, an increase of eleven per cent over July, 1935 
Commerce Reports states that the increases are in paper stocks of the 
better classes 

—_<— _— 


Duty Changes—Italy and Switzerland 
A supplemental agreement to the commercial treaty of January 27, 1923 
between Italy and Switzerland, according to Commerce Reports, involves 
shipments of typewriter ribbons, which have become dutiable at the 
broadly higher general rates 


> 
Danish Firm Makes Address Plates 


Papier-Zeitung (Berlin) reports that Fabriken Rollax, 0. Smith Knudsen 
in Struer, Denmark, has organized a plant for the manufacture of metal 
address plates. The original lines were stencil duplicators and typewriter 
ribbons 
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Promotional Voyage from Finland 
The “Swan of Finland,’’ a vessel carrying trade exhibits from Helsing 
fors, which sailed in October, 1935, on a voyage from Finland to the 
principal South American ports, has returned to her home moorings. The 
trip was said to have been very successful Commerce Reports states 


that a future voyage of this traveling trade museum will take the vessel 
to Central America and the East coast of the United States. The vessel 
is operated under the auspices of the Finnish Export Association 
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United Kingdom Typewriter Duties 

An item in Commerce Reports states that a United Kingdom treasury 
order, dated September 4, changed the specified duties on certain type 
writers, canceled alternative ad valorem duties on all typewriters, and 
inereased the alternative duties, and increased the duty on cases and other 
parts for typewriters and office machines. This information comes from a 
report dated September 4 from Assistant Commercial Attaché Homer S 
Fox, London. The new duties are as follows—-the former specific rates in 
parentheses: Typewriters of a weight up to and including twenty-two 
pounds, when three bank machines, remain dutiable at £1 5s each, and 
four bank machines remain dutiable at £2 each. Typewriters of a weight 
exceeding twenty-two pounds, when the value does not exceed £6 per ma- 
chine, are made dutiable at £2 10s each (£3 10s each). Cases and parts 
of typewriters and of other office machines, such as accounting, adding 
and listing machines and similar machines, are dutiable at 3s 6d per 
pound (3s per pound). Electric motors are to be dutiable not as parts of 
office machines, but as electric machinery at twenty per cent ad valorem 


—__<g——___—_ 
Revised Edition of Canadian Customs 


An official revised office Tariff consolidation edition of the Canadian cus 
toms tariff is now available, says Commerce Reports. Copies may’ be pur 
chased for $1.00 each, direct from the Government Printing Bureau, De 
partment of Public Printing and Stationery, Ottawa, Canada. Copies of 
the new edition are to be available shortly for reference purposes in most 
of the district offices of the United States Bureau of Foreign and Domestic 
Commerce. Supplements issued from time to time, keeping the tariff up to 
date, may be obtained from the official Canadian printer upon payment of 
an additional fifty cents annually 

—_—<@—_ 
French Cyclopedia of Sales 

An exhaustive work covering the general psychology has been published 
at Paris. This volume can be ordered from L’Efficence, 11, Rue de la 
Loie, Brussels, Belgium. The price is French francs 175, 600 pages. This 
book is by Philippe Girardet The author terms this an original work 
of French thought, encompassed in a single volume. There are 600 pages 
including—complete abstract of general psychology, a trait of psychology 
applied to selling, the salesman—enthusiasm—selection—formation, a 
course in general prospects, clients—their psychology—their conquest 
the study of marketing and selling machines—organization of sales direc 
tion—all that one should know about all publicity-——the merchant before 
the law—code of laws, and before the public treasury documentation 
models of contracts, etc 
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U. S. Typewriters to Britain 
A tabulation in Commerce Reports shows the shipments of typewriters to 
the United Kingdom for the six months January-June, 1935. and for com 
parable months in 1936. In the first six months of 1935 483 typewriters 
were shipped from the United States, valued at $328,458. In the first six 
months of 1936 we shipped 561 typewriters valued at $404,256. Then came 
the new import tax of the United Kingdom! 


a 
The Legalistic Mind 


A travesty on the tendency of lawyers to complicate their word struc 
ture appeared in the South African Printer and Stationer. It was written 
by N. J. Werner, a veteran St. Louis printer, who showed a sentence of 
472 words to describe the operation of setting a line of type by hand 
Any swift compositor could set quicker by hand the verbiage the lawyer 
used in half the time it took to write the description 

a 
Haiti Requires Origin Mark 

American exporters are warned in Commerce Reports that shipments 
to Haiti must be marked ‘‘Made in the U. S. A.”’ ‘Product of U. S ag 
or “‘Manufactured in U. 8S. A.’’ Considerable quantities of American 
merchandise are being subjected to double duty payments because this 
requirement has been overlooked 

—_—_< 


Metal Furniture Active in England 
Commerce Reports states that the English steel industry is very active 
Manufacturers of metal office furniture and air conditioning plants are 
important factors in this pickup of the steel industry 


———<—__—_—— 
Imported Laugh 


From Tenger Schreibmaschinen-und Biirobedarf Zeitung 
Dictator ‘The bell on your typewriter, Miss Bertram ?’’- Yes, yes 
Mr. Director—it signals that the line is at an end.’’ ‘‘Also, Good—I 
thought that you took the signal to indicate that you should powder your 
nose 


SS 


Commerce Department Trade Opportunity 
Adding and calculating machines are called for from Bahia, Brazil 
hoth hand and electric. Manufacturers on the lists of the United States 
Department of Commerce can secure the name and address on requesting 
Opportunity 1552 
——— 


Commerce Department Trade Opportunity 
Office equipment is called for by a business house of Cardiff, Wales 
Manufacturers on the lists of the United States Department of Commerce 
can secure information regarding this opportunity by asking for Oppor 
tunity No. 1,748 Agency contemplated 


a oe 


Commerce Department Trade Opportunity 
Rebuilt typewriters, imitation jewelry and sewing machines are called 
for from Manila, P. I. Manufacturers on the lists of the United States 
Department of Commerce can secure the name and address on requesting 
Opportunity 1551 
—_>——_ 


United States Machinery Exports 
Exports of machinery from the United States the first six months of 
1936 amounted to 301 million dollars Office appliances and printing 
machinery contributed to this total 
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PATENTS 








Copies of patents shown here can be obtained 

frem the Commissioner of Patents, Washington, 

D. C., for ten cents each im cash, postoffice 

money orders or eneeee check. Stamps and 
personal checks not e@ccepted. 


2,051,942. Typewriter Ribbon Rehabilitating. Val- 
entine D. Guzman, Gapan, Philippine Islands. No 
drawing. Application September 9, 1933. Serial No. 
688,860. 


Granted my 25, 1936. 
2,052,036. Calculating Machine. Ernest Racz, De- 
troit, Mich., assignor to Burroughs Adding Machine 
Company, Detroit, Mich., a corporation of Michigan. 
Application August |, 1935. Serial No. 34,185. Granted 
August 25, 1936. 

2,052,044. Totalizer and Keyboard Capacity Control 
for Calculating Machines. Raymond j. Yackley and 
Roland C. Hall, Detroit, Mich., assignors to The 
National Cash Register Company, Dayton, Ohio. a 
corporation of Maryland. Application April 21, 1932 
Serial No. 606,638. Granted August 25, 1936. 

2,052,104. Calculating Machine. Robert L. Muller, 
Detroit, Mich., assignor to Burroughs Adding Machine 
Company, Detroit, Mich., a corporation of Mich —¥ 
Application June 2i, i933. Serial No. 676,890 
Granted August 25, 1936. : , 

2,052,207. Loose Leaf Book. Willi Berberich, Heil- 
bronn-on-the-Neckar, Germany. Application January 
12, 1935. Serial No. 1,563. In Germany Nov. 29, 
1934. Granted August 25, 1936. 

2,052.29:. Manufacture of Stencil Sheets. Bruno 
Hagg. Goslar-on-the-Harz, Germany, assignor to firm: 
Greit-Werke vorm. Deutsche Burobedarfs-Geselischaft 
Bruer & Co., Goslar-on-the-Harz, Germany. No draw- 
ing. Application October 24, 1933. Serial No. 695,004. 
In Germany July 29, 1933. Granted August 25, 1936. 

2,052,444. Bookkeeping Machine. Ernst Breitling, 
Essen, Germany, assignor, by mesne assignments, te 
The National Cash Register Co., Dayton, Ohio, a cor- 
poration of Maryland. Application March 12, 193!. 


Serial No. 522,053. in Germany July 12, 1930. 
Granted August 25, 1936. 
2,052,500. Pen. Ralph A. Swartswelter, Masontown, 


Pa. Application October 23, 1935. Serial No. 46,387. 
Granted August 25, 1936. 

2,052,501. Pencil. Howard Thornton, Cranston, 
R. |. Application June 28, 1935. Serial No, 28,936. 
Granted August 25, 


2,052,509. Paper Fastener. Leon Gilbert Whitton, 
Los Angeles, Calif. Application March 2, 1936. Serial 
No. 66.70 Granted August 25, 1936. 

2,052,566. Feed Roll for Typewriters and the Like. 
Wayne M. Haines Office-Machine Supply Co. inc., 
Seattle, Wash., a corporation of Washington. Con- 


tinuation of application Serial No. 
1933. This application November 21, 
698.993. Granted September |. 
2,052,533. Automatic Manifoldin 
bon Assembly. John Q. Sherman, 


669,402, May 4, 
1933, Serial No. 


Collator and Car- 
ayton, Ohio. Ap- 


plication September 28. 1931. Serial No. 565,591. 
Granted September 1, 1936. 
2.052.604. Calculating Machine. Raymond A. 


Christian, Jesse R. preneer and Earl E. Holt, Dayton, 
Ohio, assignor to The National Cash Register Com- 
pany. Dayton, Ohio, a corporation of Maryland. Ap- 


plication April 16, 1934. Serial No, 720,728. Granted 
September |, 1936. 
2.052.665. Loose Leaf Binder Construction. Frank 


Stanley Schade, Holyoke, Mass., assignor to National 


Blank Book Company of Massachusetts. Application 
December 22, 1934. Serial No. 752,758. Granted 
September |, 1936. 

2,052,820. Envelope Moistening Device. Karl Gom- 


mel and Paul Gommel, Berlin, Germany, assignors to 
Hans Jarke, Berlin, Germany. Application November 

A Serial No. 755,040. in Germany December 
.. Grantod September {, 1936. 
2,821. Bookkeeping Machine. rm) F. Good- 
I Minn. Application April 16, 1934. 
Serial No. 720,825. Granted September |, 1936 

2,052,861. age Machine. Heinz Zur Nieden, 
Bielefeld, Germany, assignor to Anker-Werke Aktien- 
aeselischaft, Bielefeld, Germany. Application October 
4. 1934. Serial No. 746,916 in Germany October 7, 
1933. Granted September |, 1936. 

2,052,887. Paper Clip. Arthur J. Lewis, Stratford, 
Conn., assignor to The Autoyre Company, Watertown, 
Conn., a corporation of Connecticut. Application De- 


cember 24, 1934. Serial No. 759,023. Granted Sep- 
tember |, 1936. 
2,053,079. William F. Hel- 


Typewritin Machine. 
mond, West Hartford, Bonn assignor to rye 
Elliott Fisher Company, tow York, WN. 
tion of Delaware. Application Fetreaty 2” 1932. 
Serial No. 592,454. Granted September |, 1936. 
2.053, 107. Typewriting Machine. Henry L. Pitman. 
Hartford, Conn., assignor to Underwood Eniott Fisher 
Company, New York, a corporation of Delaware. Ap- 


plication May 3, 1935. Serial No. 19,569. Granted 
Septenber 1, 1936. 

2.053.267. Duplicator, Theodore Danheiser, New 
York, N. Y., assignor to the Beck Duplicator Com- 


pany, a corporation of New York. 
4 35. Serial No. 10,764. 


2,053,300. Pencil Holder. 
Series, N. Y. Application January 8, 1935. Serial 

No. 886. Granted September 8, 1936. 

2,053,517. Inkwell Base. Loid Crandall, John W. 
Davis and Lorentz J. Lindquist, Los Angeles, Calif., 
assignors to Harry A. Morgan, Los Angeles, Calif. 
Application Janua 10, 1936. Serial No. 58,513. 
Granted September 8, 1936. 


Application March 
Granted September 8, 


Claude F. Roberts, Silver 


2,053,695. Portfolio. Warner R. Buxton, Lene- 
meadow, Mass. Application June 4, 1935. Serial No. 
24,790. Granted September 8, 1936. 


2,053,892. Fountain Pen and the Ink Supply There- 
for. Charles W. Beck, Toledo, Ohio. Application 


Fy A 1935. Serial No. 32,514. Granted September 
2.054.095 Typewriting Machine. Henry L. Pit- 


man, Westfield, N. J., assignor to Underwood Elliott 
Fisher Company, New York, N. Y., a corporation of 


Delaware. Application January 7, 1933. Serial No. 
650.629. Granted September 15, 1936. 
2,054,163. Eraser. Joseph Meilner, West Orange. 


N. J., assignor to Eagle Pencil Company, New York, 


N. Y.. a corporation of Delaware. Application Jan- 
wary 1s, 1935. Serial No. 1.990. Granted September 
15, 1936. 
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2,055, 162 
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= 9.055.278 
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100 ,963 
“+ 100,042 
2,055,290 2,055,316 2,055,380 100,124 
2,054,264. Ribbon for T it d Other Ma- 2,055,290. Typewriting Machine. George F. Hand- 
chines. Jacob A. Moll er Rye, |N fy y. Application ley, Glendale, a Ves esnlqner to The ous Typewriter 
May 22, 1934. Serial No. 727,015. “Granted Septem- comoeay y, Inc., New York, cor, jon of 
ber 15, 1936. ew York. Application January 13, 1938. Serial No. 
2,054,778. Book Cover. Edward Leonidas Woodley, seoer, Granted Septem 22, 1936. 
Dallas, Tex., assignor to Western Tablet & Stationery 2,055,316. Penoll. Sharrow, Wind 
Corporation, Dayton, Ohio, a corporation of Delaware. Ontario, Canada. Appl mn September 26, 1935 
Application June ti, 1934. jal No. 730,055. Serial No. 42,196. Granted 22, 1 
Granted September 15, 1936. 2,055,380. ing and Tacking Machine. “Augie 
2,054,793. Loose Leaf Binder. Robert J. Dewar, L. Hanson, Ch i., nor L. Hansen 


Chicago, Illinois, a corporation of Massachusetts. Ap- 
plication September 7, 1934. Serial No. 743,084. 
Granted. September 22, 1936. 

2,054,811. Statistical Card. Hans Goerlitz, Dussel- 
dorf, Germany, assignor, po mesne assignments, to 


Remington Rand inc., Buffalo, N. Y., a corporation 
of Delaware. Application Augest 30, 1921. Serial No. 
496,944. enew ovember 24, 1931. In Germany 
June 6, 1918. Granted September 22, 1936. 

2,055,152. Tab Clip. Le Roy T. Larson, Redwood 
City, Calif. Application September 17, ‘935. Serial 
No. 40.978. Granted September 22, 1936. 

2,055,273. Adjustable i © enry T. Adams 
and Norman D. Nachtrieb, jeago, Hl.; said 1 
tried assignor to said Adams. Application March 


1935. Serial No. 10,917. Granted September 22, 1938. 


1938. Serial Ne. 52, 493. 
Granted September 22, 1936. 
DESIGN varesTs 
100,963. Coe for a Fountain Pen or ates 
eet. Edward F. Molyneux, Westport, Conn. 
nor to The Chilton Pen Company, inc., Long island 
Clty. N. Y., a jon of Y Application 


November 25, Serial No, 59,735. 
ugust 25, i833. 
101,124. Design for a Pencil. Edwin C. Kubler, 


Hollis, N. Y., and Robert E. Friediein a 
View, N. J., c to American Lead 4-7 


J.. a corporation of New 
y 8, 1936. * Serial Ne. 62,555. Granted 
September 8, 1936. 
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APPLIANCES 


THE NEWS AND TECHNICAL 
TRADE JOURNAL OF 
OFFICE EQUIPMENT 


N.S. A. WRITES A NEW CHAPTER 


The story of the National Stationers Association convention opens on 
the following page. It is a story of a thriving industry, of alert and color- 
ful figures, told in language at times as simple as speech can be, at times 
salty and pungent, with a train of arresting overtones. Friendliness and 
sincerity, devotion to duty, faith in man and in the great order of things, 
intelligence, knowledge, and cooperation found voice on the platform, 
in the lobby, at the booths of the exhibition, about the napery and glass- 
ware of the tables. 


There was a long and thoroughly detailed rendering of account in the 
statement of what the association has done in the past year. There was a 
stimulating challenge to the membership for achievements to be performed 
in the year to come. 


How the Robinson-Patman law is likely to affect the stationer was dis- 
cussed in rational and philosophical terms. A well-organized and well- 
weighed address was delivered on the subject of controlling price discrimi- 
nation. Federal taxes and their influence upon the stationery trade re- 
ceived competent analysis. 


Management and merchandising problems were entered into exhaus- 
tively by speakers of concrete experience and practical judgment. 


Nor was all the time spent in serious analysis and interpretation of 
factualities. On the first evening the delegates and visitors enjoyed “Chi- 
cago Night’”—a reception and dinner in the grand ball room of the Palmer 
House, with entertainment and dancing. Wednesday evening brought the 
thirty-first annual banquet and the second annual commercial stationers’ 
Gridiron. Thursday afternoon found the stationer golfers at the beautiful 
Olympia Fields golf course. But the story is told in detail in the pages 
that follow, which the publishers now turn over to their readers with the 
hope that they have done their job as well as the N. 8. A. committees and 
executives did theirs. 


<--> 


OTHER CONTENTS 
The exhaustive convention report has not reduced the amount of other 
material timely for this number. Subscribers whose interest centers else- 
where than the stationery division of the industry will find all regular fea- 
tures and the usual amount of important news and miscellany. 


In many of the convention addresses, however, will be found ideas and 
suggestions that can be profitably applied to any business. And producers 
and distributors of whatever lines may discover something of special inter- 
est in the convention papers upon “Price Discrimination” and “Growing 
Federal Taxes.” Both are matters of common concern. 
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Ye Olde Stacyonere Is Taken Aback When He Gazes upon 
Stationers of the Twentieth Century Represented by B. J. 
Bristoll and Charles P. Garvin Flanking the N. S. A. Seal. 





OMING back to the old home, 

Chicago, the place of its birth 
in 1904, The National Association 
of Stationers opened its thirty-first 
annual convention, celebrating its 
thirty-second anniversary, under 
the most auspicious circumstances. 
With business conditions generally 
taking on a more favorable outlook 
after the past several years of 
scarcity amidst plenty, and even 
though national elections loomed 
up in the near offing, the members 
assembled in numbers that dem- 
onstrated fully the high degree of 
interest that is being taken over 
the country in continuing the con- 
structive activities the association 
is fostering. The convention 
proved an inspiration, a new im- 
pulse to the national organization, 
providing the members individu- 
ally and collectively a profitable 
and pleasant time. 

The question of “After the code, 
what?” which was the dominating 
problem a year ago has been met 
with courage and foresight by the 
executive officers during this past 
year, and the delegates evidenced 
the utmost interest in their con- 
sideration of “the continuing work 
of the association,” the underlying 
keynote of all phases of the con- 
vention. 

Particularly encouraging to 
those who carry the burdens of 
the association activities was the 
announcement that 162 new mem- 
bers had been added to the rolls 
this past year, this being indicative 
of the increasing wide-spread in- 
terest in the principles for which 
the association stands and the pol- 
icies it has advocated. Before the 
last day the number reached 201 
That, in a period still fraught with 
uncertainties, a time when all 


Attendance Records Broken at 
Chicago Conclave September 21 
to 24— Products Exhibition an 
Appreciated Feature—W. C. 
Clegg Elected President 


business men are concentrating 
their attention on rehabilitation 
and recuperation after the years 
of unprecedented depression, is 
most emphatically an outstanding 
achievement. 

The convention headquarters in 
the Palmer House presented a 
scene of enthusiastic activity, com- 
bining the rush of last minute 
registrations and getting located, 
with the welcomes and exchanges 
of greetings among old friends, re- 
newing acquaintances and adding 
new ones. And the spirit pervad- 





President Bristoll Turning Over the 
Gavel to President-Elect Clegg at the 
Conclusion of the Convention. 


ing the convention hall and the 
surrounding corridors was one of 
distinct comradeship, cheerful- 
ness, plus the sincere desire to 
give as well as receive helpful in- 
formation that will be of benefit 
to the individual business and to 
the industry. 

The Chicago group—manufac- 
turers, dealers, travélers, branch 
managers, and agents—lived up to 
the Chicago “I Will” tradition and 
spirit in helping to make the con- 
vention a success. 

As in all conventions the actual 
sessions, filled though they were to 
overflowing with constructive sug- 
gestions for the present as well as 
the future operation of the sta- 
tionery and office outfitting busi- 
ness, offered only part of the ac- 
tual benefits derived by those in 
attendance. There is more truth 
than fiction in that old saw: “You 
have a dollar, I have a dollar; we 
swap, each still has a dollar. You 
have an idea, I have an idea; we 
swap, and each has two ideas.” 
So the exchanges of ideas and ex- 
periences, the shop talk, the com- 
paring of notes—and such there 
was in abundance around the lob- 
bies and corridors, and in the 
dining rooms—proved a highly 
valuable feature for those taking 
part therein. As Hobart Martin 
wrote, “The hotel lobby is second 
in importance only to the ses- 
sions.” It may well be said that 
therein lies a phase of convention 
attendance the benefits of which 
can not be numbered. And an- 
other prominent and noticeable 
feature was the spirit of the older 
members in their meeting with the 
new ones, another fruitful source 
of convention contacts, for these 
friendships so formed bring a far 
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better understanding and appre- 
ciation of the other fellow’s prob- 
lems, and getting this proper 
viewpoint on the problems of the 
individual is one of the most po- 
tent features for the industry’s 
advancement. In short, the entire 
convention fully carried out the 
promise of the executive officers 
that “this is to be a friendly con- 
vention.” 

The Five Centuries of Progress 
Exposition provided displays of 
great interest to the progressive 
stationer, who profited well from 
the ideas and suggestions offered. 
The facilities of the Palmer House, 
which are ideal for such an event, 
combining the convention and the 
exhibition, were taxed to their 
limit by the large numbers throng- 
ing the exhibits, seeking informa- 
tion on the new developments and 
the new things being offered. 

Summing up the entire conven- 
tion before entering into the day 
by day report of the proceedings 
of the various sessions and group 
meetings, to one who has reported 
a good many similar gatherings it 
seems clearly evident that the as- 
sociation has definitely met the 
challenge of that question of 
“After the code, What?” The in- 
tense interest shown in the pre- 
sentation of the various phases of 
the Anti-Discrimination Act, the 
tax situation and its effect on mer- 
chandising, the problems of man- 
agement and merchandising, and 
the other important matters that 
were the subjects of discussion, 
show clearly that the association 
executives not only are keenly 
awake to the needs of the mem- 
bership and the industry, but have 
been intent on providing the cor- 
rect solutions to those problems. 
With such constructive and far 
sighted leadership at the helm, 
N.S. A. is definitely headed toward 
greater achievements for the wel- 
fare of the stationery and office 
outfitting industry. All who at- 
tended the convention, who wit- 
nessed the demonstrations of the 
Association’s personnel and or- 
ganization, were impressed anew 
with the importance and prestige 
of the commercial stationer. 

As the convention progressed, 
the breaking of records became 
almost routine. Registration went 
over the thousand mark; more 
ladies were present than ever be- 
fore; 1,200 participated in the an- 
nual banquet; all business sessions 
were well attended; in one case an 
assembly of 900 was recorded. 
Such an achievement is signifi- 
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cant. Nine hundred people, 
motivated by similar purposes, 
gathered in one place to add to 
their store of knowledge, to coun- 
sel together, building soundly for 
themselves and the industry. 


Sunday’s Proceedings 

Although the convention proper 
was not scheduled to open offi- 
cially until Monday afternoon, 
delegates began arriving early 
Sunday morning. Enthusiasm that 
augured the success later achieved 
was soon apparent. Happy, smil- 
ing faces greeted the workers at 
the registration desk and despite 
the unprecedented early registra- 
tion, affairs were soon running 
smoothly. 

Two meetings were scheduled for 
Sunday—one that of the executive 
committee in the morning and the 
other the board of control in the 
afternoon. President B. J. Bris- 
toll presided at both gatherings. 

Monday morning, while the ma- 
jority of delegates were arriving, 
round tables meetings and com- 
mittee meetings were held in vari- 
ous private rooms close to the 
main convention hall. 

Harold J. Hampton of the In- 
dianapolis Office Supply Company, 
Indianapolis, Ind., presided at the 
meeting where Local Associations 
were discussed. 

Fair Trade Acts were given con- 
sideration by a group under the 
chairmanship of Edward H. Wob- 
ber, Wobber’s, Inc., San Francisco. 

Paul W. Cheney, sales manager 
of the Southworth Company, led 
another group in a discussion of 
the field division. 

Those interested in the activities 
of the wholesalers division also 
met to exchange ideas and opin- 
ions. 

The following committee meet- 
ings were held Monday morning: 
Distributors committee on busi- 
ness furniture, equipment and fil- 
ing supplies. Because of illness, 
Herman Cast, Western Lithograph 
Company, Wichita, Kas., was un- 
able to attend the convention and 
did not preside at this meeting as 
originally scheduled. Distributors 
committee on loose leaf and blank 
books, chairman, Arthur J. Walker, 
Farnham Stationery & School 
Supply Company, Minneapolis. 
Sales Managers Division, chair- 
man, Harry G. Tehan, sales man- 
ager, Charles M. Higgins & Com- 
pany, Brooklyn, N. Y. 

Another Monday morning meet- 
ing was that of District No. 6, un- 
der the chairmanship of Leo J. 
Blied of Blied Office Supplies, 
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Madison, Wisc. The only business 
conducted at this gathering was 
the election of Harry J. Sylvester, 
Sylvester & Nielsen Company, Ap- 
pleton, Wisc., as governor for the 
coming year. 

Monday Afternoon 

The convention, called to order 
by General Manager Charles P. 
Garvin about one thirty p.m. Sep- 
tember 21, witnessed the turning 
over by him of a special hand- 
turned ebony gavel with engraved 
silver band, to B. J. Bristoll, presi- 
dent, who declared he would retain 
it as one of his most treasured 
possessions. 

Al Skibbe, Associated Stationers 
Supply Company, was appointed 
sergeant-at-arms, with Charles 
Consodine, Wallace Pencil; Harry 
Balch, Quality Park Envelope 
Company, and William Greenleaf, 
Paper Stationery & Tablet Manu- 
facturers’ Association, New York, 
N. Y., assistants. 

Reverend Albert B. Coe, pastor 
of First Congregational Church of 
Oak Park, Ill., offered the invoca- 
tion, and J. T. Meek delivered the 
address of welcome on behalf of 
the Illinois Federation of Retail 
Associations, the Chicago Associa- 
tion of Commerce, the [Illinois 
Chamber of Commerce, and other 
civic or business organizations. 
Mr. Garvin then introduced Harry 
A. Morgan, immediate past-presi- 
dent of the N.S. A., to respond to 
the welcome. His acceptance was 
followed by the reading of the 
names of members who had been 
appointed to serve on committees, 
who were the following: 

Budget Committee—H. A. Mor- 
gan, chairman; Arthur King, Wm. 
Clegg, George Brainard. 

Credentials Committee—Edward 
Little, chairman; Tom Emerson, 
Harold Carithers, Jack Tamany, 
Harold Hampdon. 

Resolutions Committee—Arthur 
Walker, chairman; Craig Sheaffer, 
Harold Hampton, Herman Price, 
William Schmiederer, William 
Johnston, Tom Pelly, Ed. Keeling, 
L. E. Waterman, R. M. Tussing. 

Necrology Committee — William 
Greenleaf, chairman; F. H. Cas- 
well, Ralph Maneval, Jerry Sprott. 

Nominating Committee—J. Og- 
den Pierson, chairman; Harry 
Morgan, Fred Downs, William 
Schmiederer, J. L. Popple, Herman 
Price, William Hoge. 

Ready as usual with something 
unusual to capture the interest of 
the members, Mr. Garvin then 
called to the front of the hall cer- 
tain individuals who had earned 
unique honor in some way or 


other. Unfortunately not all were 
present, but those who were en- 
tered into the spirit of the occa- 
sion and allowed themselves to be 
awarded the medals which had 
been prepared to decorate them. 
The continental custom of kissing 





The New President 


William C. Clegg was born in San An- 
tonio, Texas, on January 11, 1897, the 
only child of L. B. Clegg, president of 
the Clegg Company, and Laura S. Clegg. 
He attended public schools in San An- 
tonio, Jacob Tome Institute, Port De- 
posit, Maryland, for three years, San 
{ntonio Academy and the University of 
Texas. He belongs to Phi Gamma Delta 
fraternity, is a Mason, Shriner and Ro- 
tarian, is rated a fairly good golfer and 
went to the semi-finals in Texas Amateur 
Gold championship one year. 

He is energetic, genial, modest and 
universally popular. He is a member of 
a number of social, business and philan- 
thropic organizations. His hobbies are 
golf, reading detective stories and his 
family, 

He started in the stationery business 
at the bottom— that is—his first job was 
in the basement as general cleanup man. 
He was elected treasurer of the Clegg 
Company (formerly the San Antonio 
Printing Company), in January, 1921. 

Elected governor of the Ninth Re- 
gional district at the Cincinnati conven- 
tion in June, 1933, and was elected one 
of six members of the National Code 
futhority in Buffalo, 1934. 

In 1926, he married Agnes Bell Ter- 
rell, who was the week previous Queen 
of the Court of Jewels, Fiesta de Jacinto, 
San Antonio. They have three children, 
Billie, Jr., nine, who likes to fish with 
his grandfather Clegg—“Pops” to him 
Agnes, seven, who says her ambition is 
to be a ballerina, and Marshall, five, who 
takes care of himself as far as the other 
two are concerned. His wife is a lineal 
descendant of the Canary Islanders, who 
first settled in San Antonio, and the first 
Alcalde (mayor) of San Antonio. Her 
family has been prominent in San An- 
tonio for the past 200 years. His son, 
Billie, Jr., being a lineal descendant, was 
chosen last year to unveil the monument 
to the Canary Islanders on their 200th 
anniversary. 





heroes on either cheek was waived 
by Mr. Garvin, as he admitted that 
there were some on the list he 
just couldn’t kiss, and who, he 
knew, could as little bear the re- 
ceiving of such attention. W. L. 
Jaques of Jaques & Company was 
cited as the first to register. Ed 
Huott, Frank A. Weeks Manufac- 
turing Company, was honored for 
having put out the best promo- 
tional circular on behalf of the 
convention. Then followed the 
chairmen of the committees, many 
of whom were given particular 
acknowledgment for specific serv- 
ices: H. T. Griswold, Sanford 
Manufacturing Company, Chicago 
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Convention General Committee; 
Fred P. Seymour, Horder’s, Inc., 
Finance and Budget Committee; A. 
R. Skibbe, Associated Stationers 
Supply Company, Business Pro- 
gram Committee; George Cor- 
mack, Wilson-Jones Company, 
Entertainment Program Commit- 
tee; G. O. Stevens, Stevens- 
Maloney Company, Exhibit Com- 
mittee; Mrs. Karl E. Castle, Ladies 
Entertainment Committee; C. C. 
Carpenter, Edgewater Paper Com- 
pany, Hotel Accommodations 
Committee; R. B. Vail, Vail Man- 
ufacturing Company, Registration 
Committee; Harry Fellowes, Bank- 
ers Box Company, Publicity and 
Advertising Committee; R. P. Car- 
penter, Sanford Manufacturing 
Company, Golf. Lastly encomiums 
were bestowed upon Jim Bradley, 
Conklin Pen Company, Chicago, 
for perhaps the most unique dis- 
tinction of all: that of becoming 
the father of a seven-pound-plus 
baby boy on the eve of the conven- 
tion. 

The report of the president, 
which followed, was highly specific 
and comprehensive. It is printed 
elsewhere in this issue. A roll call 
of the governors and executive 
committee was taken. 

Otto H. Eisenlohr, of Dorsey 
Company, Dallas, Tex., delivered 
an address on “Team Work” and 
received an ovation. In the ab- 
sence of the treasurer, William E. 
Stockett, Jr., the treasurer’s report 
was read by Mr. Garvin. It was 
corroborated by the _ auditor, 
Woodson P. Waddy, of Everett 
Waddey Company, Richmond, Va. 

The keynote address was then 
delivered by Charles Garvin. In 
a speech full of salty utterances 
he proved both amusing and stim- 
ulating. It is printed elsewhere 
in this issue. The keynote he 
presented was the slogan “Pull 
Together.” “If you don’t do it,” 
he asserted, “you haven’t any- 
thing.” 

One surprise that was not engi- 
neered by Mr. Garvin was the 
reading of a letter by Mr. Bristoll 
which he had received from a 
manufacturer who was revealed to 
the audience only by his signature 
“Monte.” It was an expression of 
good will, specifically appreciative 
of the services and spirit of the 
genial general manager, whose 
face turned progressively red as 
the comments of his anonymous 
fan were revealed. 

An unexpected visitant then 
made his appearance, imported 
from long ago and far away. It 
was none other than the “me- 
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diaeval stacyonere,” true to the 
life from buskins to swaggering 
plume. Preceded by the American 
Flag and followed by a vigorous 
drum corps made up of members 
of the Wis-Ill Club, he led the as- 
sembly into the exhibit hall, where 
the Five Centuries of Progress Ex- 
position was opened with appro- 
priate ceremony. With the key of 
the city in his hands, President 
Bristoll was drawn about among 
the displays by Charles Garvin 
and other ready volunteers in an 
ancient vehicle such as the earli- 
est stationers in this country em- 
ployed. In the center of the hall 
the vehicle stopped, and Mr. Bris- 
toll announced the formal open- 
ing of the exhibit. 


The President’s Breakfast 


As a tribute of appreciation for 
the codperation and pleasant rela- 
tionships that have developed in 
the Association through the year, 
President and Mrs. B. J. Bristoll on 
Tuesday morning gave a special 
breakfast in the Club Dining Room 
of the Palmer House to the gov- 
ernors and various officers of the 
Association. 

“It was a most enjoyable affair,” 
said Mr. Bristoll afterwards, and 
his manner put the stamp of sin- 
cerity upon the words, for he evi- 
denced deep personal satisfaction 
over the occasion. 

Of the thirty-eight responses re- 
ceived to the invitation, two were 
regrets. Thus there were thirty- 
six guests who attended and en- 
joyed the fellowship of the early 
morning meal. 

Following the breakfast, a gen- 
eral session was held in the grand 
ball room, where the members and 
their guests were privileged to 
hear three addresses of unusual 
interest. General Manager Charles 
P. Garvin, spoke first on the prob- 
able effect of the Robinson-Pat- 
man law on the commercial sta- 
tionery business. Col. Robert H 
Montgomery, senior partner, Ly- 
brand, Ross Brothers & Mont- 
gomery, New York, followed with 
an address on “The Effect of the 
Increasing Burden of Federal 
Taxes on Merchandising.” Last to 
speak was Edwin B. George, De- 
partment of Economic Research, 
Dun & Bradstreet, Inc., New York. 
Through the courtesy of this in- 
stitution, members and visitors at 
the convention were supplied 
copies of a pamphiet entitled, 
“Check List of Possible Effects of 
the Robinson-Patman Act.” 

The texts of the addresses are 
presented elsewhere in this issue. 


National Sales Rally 


On Tuesday afternoon the Na- 
tional Sales Rally of the conven- 
tion was held in the Grand Ball- 
room under the chairmanship of 
General Manager Garvin. Seven 
speakers, men actively connected 
with the industry, were scheduled 
to make addresses, each on some 
phase of selling. Lack of time 
made necessary the postponement 
of the addresses by Edward H. 
Wobber, Wobber’s, Inc., San Fran- 
cisco, Calif., and Ralph Maneval, 
A. W. Faber, Inc., Newark, N. J., 
until Thursday morning. 

Paul Buckwalter, New York 
manager of the National Blank 
Book Company, was the first 
speaker. He titled his address, 
“Study of the Personalities of 
Prospects and Customers.” 

Under the title of “Specialty 
Selling” William F. Block of Victor 
Safe & Equipment Company, 
North Tonawanda, N. Y., presented 
a fine discussion on this phase of 
the distribution scheme. 

H. G. Carithers, Carithers-Wal- 
lace-Courtenay, Atlanta, Ga., gov- 
ernor of district No. 4, presented 
an inspiring address upon the sub- 
ject of “Selling Up.” 

The next address was on the 
subject of “Creative Salesman- 
ship” by Woodson P. Waddy, Ev- 
erett Waddey Company, Richmond, 
_ 

The final address of the after- 
noon was presented by J. S. Sprott, 
president of The Globe-Wernicke 
Co., Cincinnati, Ohio. 

The complete text of Mr. 
Sprott’s address appears else- 
where. 


Management and Merchandising 


The general theme of the con- 
vention on Wednesday morning 
was Management and Merchan- 
dising. Five speakers were sched- 
uled to present various phases of 
the subject, but because of the lack 
of proper time for adequate pres- 
entation, the address entitled, 
“The Manufacturer and His Prob- 
lems,” by R. A. Maish of the Den- 
nison Manufacturing Company, 
Framingham, Mass., was _ post- 
poned to Thursday morning. All 
the addresses are printed in full 
elsewhere in this issue. 

The speakers and their subjects 
were as follows: 

“Steel Equipment, Its Problems 
and Possibilities,” E. A. Keeling, V. 
President, Art Metal Construction 
Company, Jamestown, N. Y. 

“Ten Years of Cost Research In 
The Commercial Stationery and 
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Office Equipment Business,” W. 
Neill Stewart, Stewart Office Sup- 
ply Company, Dallas, Texas. 

“Stock Control and Its Value 
Over a Period of Years,” Charles 
M. Marshall, Ivan Allen-Marshall 
Company, Atlanta, Ga. 

“Budgeting Your Business,” 
Harry Horder, Treasurer, Horder’s, 
Inc., Chicago. 

Following the address, the report 
of the nominating committee was 
presented by Mr. Garvin. The 
slate offered by the nominating 
committee, composed of J. Ogden 
Pierson, chairman, and Harry A. 
Morgan, Fred Downs, Joe Popple, 
William Schmiederer, Herman 
Price, and William Hoge, members, 
was as follows: 

President—William Clegg, The 
Clegg Co., San Antonio, Texas. 

Vice-President Distributors & 
Wholesalers Division — Harold 
Hampton, Indianapolis Office Sup- 
ply Co., Indianapolis, Ind. 

Vice-Chairman Distributors and 
Wholesalers Division—Arthur L. 
King, Ward’s, Boston, Mass. 

Vice - President Manufacturers 
Division—R. A. Maish, Dennison 
Mfg. Co., Framingham, Mass. 

Vice - Chairman Manufacturers 
Division—Craig Sheaffer, W. A. 
Sheaffer Pen Co., Ft. Madison, 
Iowa. 

Vice-President Sales Managers 
Division—Harry Tehan, Chas. M. 
Higgins & Co., Brooklyn, N. Y. 

Vice-President Office Furniture 
and Office Outfitters Division—— 
Charles W. Roth, Roth Office 
Equipment Co., Dayton, Ohio. 

Vice-President Field Division— 
Fred Schaefer, Sanford Mfg. Co., 
St. Paul, Minn. 

Vice - President Manufacturing 
Stationers Division — Wm. H. 
Schmiederer, Buxton & Skinner, 
St. Louis, Mo. 

Treasurer—W. E. Stockett, Jr., 
Stockett-Fiske Co., Washington, 
D. C. 

Auditor — Woodson P. Waddy, 
Everett Waddey Cc., Richmond, Va. 


Governors 

1. Leo Burt, Burt & Jeffers, 
Hartford, Conn. 

2. A. G. Preston, Utica Office 
Supply Co., Utica, N. Y. 

3. Dan Smith, Jr., Smith Print- 
ing Co., Williamsport, Pa. 

4. Morris Hansell, II, F. F. 
Hansell Bros., Ltd., New Orleans, 
La.; and Ivan Allen, Jr., Ivan 
Allen-Marshall Co., Atlanta, Ga. 

5. Harold Hampton, Indianapo- 
lis Office Supply Co., Indianapolis, 
Ind. 

6. Harry Sylvester, Sylvester- 
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l. J. B. Holmes, Frank Mashek, R. J. 
Vojta, all Frank Mashek Company. 

2. R. T. O'Rourke, Southern Office Fur- 
niture Company, Houston; Norman 0. 
Gerth, Imperial Desk Company. 

3. Mrs. Jack Gram; W. E. (Bill) Smith, 
Ace Fastener Company; Mrs. E. G. 
Harpold. 

4. Seated: R. V. Arvey, Crown Office 
Supply Company; Mrs. William Schu- 
ster; Herman H. Krol, Crown Office 


Supply Company. Standing: E. Acker- 


man, Crown Office Supply Co.; William 
Schuster, National Blank Book Co. 

5. R. H. Lewis, Dennison Manufactur- 
ing Company; Walter Ruedy, S. G. 
Adams Co., St. Louis; E. J. Lessard, 


Lessard Printing & Stationery Company, 
St. Louis. 

6. George Litchfield, Jasper Chair Com- 
pany; George B. Morrison, Indianapolis 
Office Furniture Company; Guy Boyd, 
Shaw-Walker Company; Pat O’Connor, 
Office Equipment Company. 

7. J. S. Sprott, The Globe-Wernicke 
Co. 

8. Frank Palmer, Spencerian Pen Com- 
pany; F. T. Blakeman, Spencerian Pen 
Co.; H. T. Griswold, Sanford Mfg. Co. 
9. James D. Dryden, Ziegler, Inc.; H. C. 


Dick, Redeker & Dick; Jack Kuresman, 


Pounsford Stationery Company; F. G. 
Willenborg, Willenborg Stationery & 
Printing Company; H. C. 








Schmidt, 











Pounsford Stationery Co. (all of Cin- 
cinnati). 

10. H. K. Kilham, Kilham Stationery & 
Printing Company, Portland, Ore.; M. 
D. Hasty, W. H. Silliman, C. W. Seng- 
busch; G. J. Sengbusch, all Sengbusch 
Self-Closing Inkstand Co. 

ll. A. Skagseth, Skagseth Stationery Co., 
Miami, Fla.; Jack Gram, J. L. Hanson 
Company; Walter Boren, Miami Sta- 
tionery Co. 

12. Bill Sahm, Eagle Pencil Company; 
Bill Powell, B. F. Goodrich Company; 
Sam Walker, B. F. Goodrich Company; 
Bill Wallace, Bainbridge, Kimpton & 
Haupt, Inc.; Parle Cooley, Bates Mfg. 
Co. 
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Nielson Co., Appleton, Wis. 

7. Ed Hansen, Miller-Davis Co., 
Minneapolis, Minn. 

8. John Ford, Jr., Peterson Litho 
& Prtg. Co., Omaha, Neb. 

9. Otto Eisenlohr, The Dorsey 
Co., Dallas, Texas. 

10. E. B. Healy, Santa Fe Book 
& Staty. Co., Sante Fe, N. M. 

11. Tom F. Pelly, Lowman-Han- 
ford Co., Seattle, Wash. 

12. Jim Parsons, Smith Bros., 
Oakland, Calif. 

13. A. J. Kerin, Tower Bros. 
Staty. Co., New York, N. Y. 

The report was approved and 
the officers and governors unani- 
mously elected. The new presi- 
dent was escorted to the rostrum 
and responded fittingly, express- 
ing his appreciation for the honor 
that had been conferred upon him. 

Wednesday Afternoon 

Wednesday afternoon was de- 
voted to executive sessions under 
the title “Town Hall Meetings,” 
one for distributors and whole- 
salers and the other for manufac- 
turers. The former was under the 
chairmanship of Ed. H. Wobber, 
vice-president of the distributor’s 
and wholesaler’s division of the 
association and the latter was 
chairmanned by R. A. Maish, vice- 
president of the manufacturer’s 
division. 

The last morning of the conven- 
tion found an audience in the con- 
vention hall made up, as Charlie 
Garvin observed, almost entirely 
of dealers. With a warm tribute 
to the Wis-Ill Club for the gener- 
osity with which it gave of time, 
effort and money to the cause of 
the Association, Mr. Garvin pre- 
sented the club’s president, Ralph 
Maneval, of A. W. Faber, Inc., who 
spoke upon the traveler and his 
place in the distribution scheme of 
the economic order. 

Following Mr. Maneval’s talk, 
the audience was treated to a nov- 
elty in the shape of a dialogue. 
Bill Greenleaf, executive secretary 
of the Paper Stationery & Tablet 
Manufacturers Association, took 
the réle of a visiting retailer of 
social stationery, visiting the con- 
vention to be sociable. He brought 
the group a message: that the 
writing of friendly or “social” let- 
ters is on the increase. Business 
men write “social” notes. Seventy- 
five per cent of the customers who 
enter the stationer’s store, he as- 
serted, are short of social station- 
ery. Why should the commercial 
stationer not take advantage of 
this market? Why should not the 
public be made to realize that if 
they want writing paper, the com- 


mercial stationer is the logical 
source of supply? 

Charlie Garvin played the rdle 
of stooge with his well-known art 
—by which he succeeded in keep- 
ing his audience from knowing 
what was really in the script, and 
what not. He brought up several 
points in the course of the talk, 
such as the matter of cellophane 
as a protection for boxed social 
stationery, the possibility of plac- 
ing displays in two points in a 
store, near other “social” items, 
such as fountain pens, and near 
the more utilitarian articles which 
buyers seek frequently because of 
recurring practical needs. 

R. A. Maish, Dennison Manufac- 
turing Company, vice-president 
and chairman of the manufactur- 
ers’ division of the Association, 
spoke informally upon the value 
of codperation in accomplishing 
the jobs that need doing. 

After Mr. Maish closed, J. Ogden 
Pierson proposed a vote of thanks 
for the contributions of “Andy and 
Harry,” which was registered im- 
mediately by the assembly. 

In the address, “The Year 
Ahead,” Mr. Garvin delivered, he 
spoke in his usual salty style. In 
his eight years of service, he in- 
timated, he gained much through 
his association with informative 
and stimulating figures in the 
trade. He indicated, however, that 
more than any acquisition of in- 
tellectual values, he prized those 
represented by the friends he has 
gained. “My life has been made 
richer by association with those 
who have enriched also the lives 
of others,” he declared. “I’m glad 
I stayed on this job those eight 
years.” 

The addresses of the morning 
are printed in full elsewhere in 
this issue. 


N. S. A. Women Enjoy Good 
Program 

The sisters, wives, and sweet- 
hearts of the National Stationers 
Association found Chicago def- 
initely organized for their con- 
venience and enjoyment—that is, 
for the days of the convention, and 
so far as a well-organized and 
competent committee could make 
it so. 

Monday noon luncheon was 
served to them at Marshall Field’s 
Wedgwood room. It was followed 
by a fashion show, Field’s style 
commentator supplying informa- 
tion and ideas pertinent to the 
scene. Then those who were inter- 
ested made a trip through the 
store, with guides. 

Tuesday was Art Institute day, 
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the whole morning being assigned 
to provide as good an opportunity 
as possible for visitors to see what 
Chicago affords in paintings, 
prints, pottery, glass, and sculp- 
ture. At noon the visitors left for 
luncheon at the Edgewater Beach 
Hotel’s Marine Dining Room. Fol- 
lowing the luncheon, the group en- 
joyed a very unusual privilege—a 
visit through the beautiful and in- 
teresting pent house home on 
Michigan avenue of Mrs. George 
Woodruff. 

Chicago’s famous Planetarium 
was visited Wednesday morning. 
There a lecture was delivered at 
eleven o’clock in the astronomical 
theater. The group left at noon 
for the Chicago Woman’s Club, 
where luncheon was served at one. 
The afternoon was spent at bridge, 
five hundred, monopoly, and bun- 
co, with grand prizes and door 
prizes for the winners. 

Chicago Night 

On Monday evening the Chicago 
members of the trade established 
a reputation for hospitality and 
presentation of fine entertain- 
ment. Designated as Chicago 
Night, the evening’s activities be- 
gan shortly after seven o’clock 
with a reception in the lounge just 
outside the grand ballroom. The 
dinner was all that could be de- 
sired and because it was coupled 
with excellent music rendered by 
the Sinclair orchestra, comments 
everywhere indicated high approv- 
al. The Morin sisters, radio stars, 
presented a group of novelty num- 
bers and then led the exception- 
ally willing assembly in the sing- 
ing of popular songs. The big 
event of the evening was Gus Van 
and his Sinclair Minstrels who 
lived up to their reputations as ex- 
cellent entertainers. Following a 
hurried change from black-face 
and colorful costumes to normal 
complexions and tuxedos, the 
members of the Sinclair troupe 
presented a variety show. The eve- 
ning was topped off with dancing 
to the music of the Sinclair orches- 
tra until midnight. 

Tribute to Chicago Committee 

For their splendid work in con- 
nection with the convention, too 
much praise cannot be heaped up- 
on the Chicago committee, headed 
by H. T. Griswold. Of exceptional 
effectiveness were the activities of 
the publicity committee chair- 
manned by H. L. Fellowes of Bank- 
ers Box Company. Probably no 
convention in the history of the 
association was as scientifically 
and consistently publicized as the 
one just held. 
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1. W. F. Block and Cort Horr, Victor 
Safe & Equipment Company; Fred Rich- 
mond, Richmond & Backus Co., Detroit; 
Phil Shinn, Victor Safe & Equipment 
Co. 

2. Wash Jaques, Jaques & Co., New 
York. 

3. Seated: Bill Smith, Bill Weber, Jack 
Abbott, Ralph Kapp. Standing: Harry 
Sturdevant, Hy Linden, Stan Dahlin, 
Charlie Hofstetter, Ben Grayson. All 
of Ace Fastener Corporation. 

4. S. E. Walker, B. F. Goodrich Com- 
pany; W. H. Wallace, Bainbridge, Kimp- 


ton & Haupt; J. A. Duskey, Wausau, 
Wise.; H. H. Robertson, Blied, Inc., 
Madison, Wis. 

5. Standing: Folger Fellowes, W. J. 
Nickel, H. L. Fellowes, Bankers Box 
Company; Edgar Hooper. Seated: Mrs. 
Nickel, Mrs. H. L. Fellowes and Mrs. 
Hooper. 

6. W. G. Oliver, Eaton Paper Company. 
7. Mrs. C. H. (Jack) Johnstone; Sol 
Obstfeld, Markwell Manufacturing Com- 
pany; Mrs. Frank R. Curtis, Bridgeport, 
Conn.; H. C. Hoops, Moore Push Pin 


Company. 


8. Loren E. Spiece, Loren E. Spiece 
Company, Bucyrus, Ohio; Ralph Mane- 
val, A. W. Faber, Inc.; Ray Eichenlaub, 
Service Steel Products Corporation. 


9. Dr. L. E. Larsen; Miss Edith Cald- 
well, C. L. Downey Company; Miss Bess 
Smith, daughter of Bill Smith; C. Lee 
Downey, C. L. Downey Co. 


10, J. A. Oswald, Jr., J. A. Oswald, Sr., 
Rotospeed Company. 


ll. H. L. MeFarlan, Bob Wood, Dick 
Gingland. All Esterbrook Steel Pen 
Manufacturing Company. 
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Five Centuries of Progress Exposition 


A NEW high mark in business 
shows was set by the N. S. A. 
convention exhibit. Eighty-seven 
odd booths filled with the products 
of as many manufacturing organ- 
izations made a presentation of the 
most modern types of office sup- 
plies and equipment in the field at 
this time. In such an exposition 
as that which was provided for the 
inspection of the visitors at the 
thirty-first annual convention of 
The National Stationers Associa- 
tion it is impossible for any just 
judge to single out any exhibition 
as the best. And anyone who 
rashly did so would have had to 
modify his view if he had turned 
away from the booth which ap- 
pealed most strongly to him and 
had made a thoughtful study of 
the booth adjacent. The visitor 
was impressed by booths large and 
booths small, by displays in bright 
colors, by quiet arrangements, by 
companies represented by few or 
by many individuals. Regardless 
of other considerations, the booths 
which were most effective for the 
achievement of their basic pur- 
poses were those in which the sci- 
ence of manufacturing and the art 
of display were best supplemented 
by the genius of human relation- 
ships: the art and science of mer- 
chandising 

What impressed one observer 
may have had little or no effect on 
the next, and what failed to im- 
press one may have caught the at- 
tention of another. That is just 
because people are people; it has 
nothing to do with the displays 
themselves. Thus those things 
which are dwelt upon represent 
merely their effectiveness in ap- 


\ Demonstration 
of Speed Typing. 

At the left Charles 
P. Garvin is shown 
introducing Albert 
Tangora to a crowd 
of interested spec- 


peal to the individual. But many 
an individual at the show must 
have noted the little machine at 
the McMillan counter which kept 
a belt of flexible binderposts run- 
ning in almost perpetual motion, 
the big dark blue map of the 
United States that blinked out the 
spots that are home to the F. S. 
Webster Company’s pivot dealers, 
Whiting-Plover’s diorama-like 
scenes of processing their paper. 
Facsimile documents of historic 
interest at the Spencerian booth, 
the large bouquet of pink roses on 
the Pelouze counter, and the young 
man busily engaged in sketching 
cartoons with a Scripto pencil rep- 
resent three notes as different as 
might be sounded in any key, and 
no disharmony resulting. Inciden- 
tally it is rather striking that here 
within a good deal less distance of 
each other than the traditional 
stone’s throw were the displays of 
some half a dozen manufacturers 
of mechanical and non-mechani- 
cal pencils, and no stones flying. 
Many an eye must have fallen on 
the Poughkeepsie pup at Trussell’s 
—appropriately enough a genuine 
wire-hair with a Wire-O collar. 
Less modern by some years was the 
ancient album which showed pic- 
tures of persons and places of 
older Germany—the birth-place of 
the Faber pencil business. The A. 
W. Faber booth showed also the 
planes used long ago in manufac- 
turing the first Faber pencils. 

G. J. Aigner Company acted in 
full harmony with the spirit of the 
show even though their gifts had 
strings attached, for the strings 
were an essential part of their 
souvenir puzzles. 





Magnitude is always impressive, 
and Bates Manufacturing Com- 
pany showed their appreciation of 
the fact, one attention-getter at 
their display being a pair of giant 
tools: a stapler and a numbering 
machine. These were until re- 
cently on display at the permanent 
Philadelphia exposition, and will 
shortly be sent to London for the 
British stationers’ convention. An- 
other interesting Bates item was a 
label from a box in which one of 
the first staplers approached the 
business world, of April 13, 1880. 
Markwell Manufacturing Company 
also showed a giant stapler. And 
the record would not be complete 
were there no mention here of the 
two giants at the booth of the Ni- 
agara Duplicator Company. 

Triner Scale & Manufacturing 
Company pointed out the big im- 
portance of little things in show- 
ing what their postal scales will 
tell anybody — the weight of one 
paper clip is a real item. Ten 
grains. ; 

The Heyer Corporation showed 
their well-known horse and wagon 
and motor truck, symbols of their 
growth. S. S. Stafford, Incorpo- 
rated, displayed a miniature 
church, from which came march- 
ing a miniature wedding party. 
The church was assembled entirely 
with Stafford paste. A realistic 
mood prevailed in the booth of 
Neva-Clog Products, Inc., where a 
sure-enough pie, doughnuts, and 
potato chips showed practical uses 
for stapling devices, and a keg 
served as a receiver for staples 
planted by the Neva-Clog stapling 
hammer. Here one could drive his 
own demonstration staples, and 


tators. At the right 
is a view of Mr. 
Tangora playing 
his nimble fingers 
over the keyboard 
of a Royal type- 
wrier. 
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1. H. E. Meason, Office Appliances; T. 
C. Wanty, Gunn Furniture Company. 


2. Frank Nichols, Columbia Ribbon & 
Carbon Manufacturing Company; R. C. 
Moore, Columbia Ribbon & Carbon 
Manufacturing Company; J. E. Gaf- 
faney, Office Supply Company, Fargo, 


N. Dak. 


3. H. H. Suender, The General Fire- 
proofing Company; Reg. Tussing, Victor 
Safe & Equipment Company. 


4. Harvey Rockwell and Francis Yaw- 
man, Yawman and Erbe Manufacturing 





Company. Harvey's smile says yes but 
his shoulders say no. 


5. D. A. MaeDougall, Stationers Loose 
Leaf Company; Margaret Farwell, Koch 
Brothers, Inc., Des Moines; Al Nord- 
strom, Smead Manufacturing Company. 


6. Craig Sheaffer, W. A. Sheaffer Pen 
Company; E. Y. Horder, Horder’s Inc., 
Chicago. 

7. Seated: Charles White, J. S. Reck- 
ford, Ham Kendrick. Standing: Ed. 
Holmgren, Merle F. Henry; Al Jaeger; 
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Ben Allen; A. H. Krone, all of Ameri- 
can Pencil Co. 

8. Harry Chumley, Woodworth’s Book 
Store, Chicago; Bill Jacquin, Jacquin & 
Company, Peoria. 

9. Dick Vail, Vail Manufacturing Com- 
pany; Sally Balaban, Service Office Sup- 
ply Co. Detroit; E. G. Stacy, Spen- 
cerian Pen Co. 

10. Sol Zenner, Franz Stationery Com- 
pany, Chicago; Mrs. Zenner; S. H. 
Gould, Pronto File Corporation; L. 1. 
Kriloff, Reliable Stationery Company, 
Chicago. 
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not a few visitors tried their hand. 

At the Columbia Ribbon and 
Carbon Manufacturing Company, 
mysterious vials of pigments, oils, 
and unknown substances aroused 
the observer’s curiosity, the color 
appeal having first arrested him. 
Six steps of manufacturing were 
demonstrated by samples showing 
the processing of The General 
Fireproofing Company’s aluminum 
swivel chair base. A ring binder 
of massive proportions was the 
G-F volume Scope, which pre- 
sented pictures of G-F production 
and merchandising. Wilson-Jones 
Company converted their booth 
into a stationer’s store by setting 
up a modern counter and display 
case. Diebold Safe & Lock Com- 
pany showed photographs of a 
strongbox reputed to have be- 
longed to Napoleon’s forces, valued 
at $1,500, which was itself present 
among historical exhibits in an- 
other room. A number of prize 
sketches in ink were shown by 
Chas. M. Higgins & Company, 
donor of awards for such works. 
And at the Autopoint booth peren- 
nial interest was maintained by 
the periodic distribution of gifts by 
lot of Autopoint products: De Luxe 
pencils, leather sets, and A. G. P. 
sets. 

One of the most original inter- 
est-arresters was Waterman’s orig- 
inal stacyonere, who in the person 
of Charlie Dunn and the garments 


of antiquity took time out to show 
the trade how their fathers looked 
during the days of real cold turkey. 
Horder’s Window Trimming 
Demonstration 

With what rapidity a window 
display can be set up under con- 
trolled conditions was ably demon- 
strated at the convention by a 
crew of stationers from Horder’s, 
Inc., under the direction of H. R. 
Wilson, of Horder’s window display 
department. Previous to the exhi- 
bition, papers bearing the plan for 
the display were distributed. The 
treatment of the plan was dia- 
grammatic. No attempt was made 
to sketch objects in their actual 
shapes. The purpose was merely 
to indicate specific locations for 
specific items. 

“Planning a window display is 
one way to save time and money,” 
Mr. Wilson said. “We plan ours a 
week ahead of time, or even 
longer. When we know what we 
want to do, and what we can do, it 
doesn’t take long to do it. Imagine 
trying to work out a window for 
some stationer without making 
any preparation. Just walk into 
his store and start. You'll find out 
that he himself often doesn’t 
know what he has in stock, how 
much of it, where it is. It takes five 
times as long to arrange his win- 
dow as it takes to set up a display 
in a store you know, with a definite 
plan.” 


Descriptions of Exhibits 





OFFICE APPLIANCES 


Five men working without much 
evidence of haste put the demon- 
stration window in shape in eight- 
een minutes. Mr. Wilson took 
pains to point out that such a rec- 
ord must be weighed with consid- 
eration of two facts: it was the re- 
sult of coéperative action on the 
part of a team, and it was a team 
working on a definite plan pre- 
pared ahead of time. 

The exhibition was given in the 
booth of the A. B. Dick Company. 


Tangora Demonstrates Typing 
Speed 

Albert Tangora, champion typ- 
ist, showed visitors at the exposi- 
tion how fast a modern typewriter 
can write. Through the courtesy 
of the Royal Typewriter Company 
and of the A. B. Dick Company, 
before whose booth Tangora pre- 
sented his exhibition, The National 
Stationers Association members 
and guests gained an intimate per- 
ception of championship typewrit- 
ing. He operated his Royal type- 
writer for two minutes, transcrib- 
ing unfamiliar copy, and when he 
had finished, the sheets were 
passed about among the crowd so 
that observers could see how well 
the work was done. Mr. Tangora 
demonstrated also how well he 
could carry on his typing, using 
unfamiliar copy, while answering 
random questions proposed by 
members of the audience. 





Following is a list of those organizations which presented exhibits 
at the convention, with the number of the booth occupied, the names 
of those in charge or attending, and specific mention of items shown. 

ACCO PRODUCTS, INC., Long Island, N. Y. Booth 42. R. E. 
Gooley, W. J. Boyd, G. B. McGlade. Fasteners, folders, binders, covers, 
clamps, paper clips, punches, blue-print filing equipment. 

ACE FASTENER CORPORATION, Chicago, Ill. Booth 66. Wm. 
F. Weber, S. V. Dahlin, Ben Grayson, W. E. Smith, Jack Abbott, H. A. 
Sturdevant. Stapling machines, staples, staple removers. 

ACME CARD SYSTEM COMPANY, Chicago, Ill. Booth 50. D. R. 
Pinney, W. J. Dick, W. R. Chapel. Cabinet and card book forms of 
visible card equipment, Acme and Insite styles. One and two-line list- 
ing equipment for doublefaced pivoted frames and for tray cabinets. 

AIGNER COMPANY, G. J., Chicago. Booth 41. Elmer Krumwiede, 
Al Aigner, W. D. Comstock, G. J. Aigner. Loose leaf binders, indexes, 
catalogue covers, desk pads, labels. 

ARTILITY METAL PRODUCTS, INC., Elkhart, Ind. Booth 71. 
R. O. Grover. Posture chairs, steel tubular chairs. 

ART METAL CONSTRUCTION COMPANY, Jamestown, N. Y. 
Booths 30 and 31. E. A. Keeling, B. C. Henderson, C. W. Simpson, 
R. D. Cooper, Roy Wells. Steel equipment, filing devices, office furni- 
ture. 

AUTOMATIC PENCIL SHARPENER COMPANY, Chicago, II. 
Booth 67. S. E. Collins, John Ramma, C. A. Hofstetter, Joe Strauss, 
Chas. Davis, Chas. Epifano, Alec Dilley. Pencil sharpeners, paper clips. 

AUTOPOINT COMPANY, Chicago, Ill. Booths 7 and 8 C. N. 
Cahill, T. K. Bledsoe, J. E. Naud, H. E. Dressel. Mechanical pencils 
in Bakelite, Pyralin, Pyroxalin, Easel displays. Lead and eraser refills. 
Desk pads, Autopoint knives and files. Leather secretaries, bill folds, 
keytainers. Post-A-Let pocket scales. 

BANKERS BOX COMPANY, Chicago, Ill. Booth 9. Harry L. 
Fellowes, Folger Fellowes, W. J. Nickel, Wm. J. Dalton, Liberty Stor- 
age Boxes, Liberty Permanent Storage Binders, Liberty String Tie 
Binders. Selling helps. 

BATES MANUFACTURING COMPANY, New York, N. Y. Booth 
40. S. M. Babson, Parle Cooley. Numbering machines, indexes, sta- 
plers, eyeleters, fasteners, punches, supplies. Historic exhibit. 

BINDERS BOARD MANUFACTURERS ASSOCIATION, New 
York, N. Y. Booth 23. Miss C. L. Lloyd. Motion picture showing 
manufacture and use of Binder Board. Sample Binder Board note 
books. Story of process. Exhibits of Binders. 


BOORUM & PEASE COMPANY, Brooklyn, N. Y. Booths 83 and 
84. Ed Battey (designer of display), Pete Reitzel, Ed Cooper, John 
O’Hare, Hart Palmer, John W. Tammany. Loose leaf and blank book 
forms and devices. 

CLEVELAND CONTAINER COMPANY, Chicago, Ill. Booth 86. 
Charles Wallace, Vera Fitzner. Waste baskets. 

COLUMBIA RIBBON & CARBON COMPANY, Glen Cove, L. I. 
Booth 62. R. C. Moore, F. R. Nichols, H. R. Hengge. Dyes, pig- 
ments, waxes, oils, etc, carbon paper tissues, cottons, and silks used 
in making Columbia products. Tynewriter, pen, pencil, one-time, stripe, 
spirit, and hectograph carbons. Cotton and silk ribbons. Duplicator 
inks, gelatine rolls, gelatin pans. Roll carbons for Elliott-Fisher, tele- 
type, register, tally, and adding machines. 

COLUMBIAN ART WORKS, Milwaukee, Wisconsin. Booth 64. 
T. W. Norris, Harry L. Short, Ward Silliman. Wall calendars. 

CONKLIN PEN COMPANY, Toledo, O. Booth 70. Tom Emer- 
son, Harris McIntosh, L. M. Shaw, E. J. Bradley. Chevron and Pen- 
line display. (Action display also.) 

DEFIANCE SALES CORPORATION, New York, N. Y. Booth 
53. E. T. MacIntyre, John B. Farrell, L. P. Wingate, J. W. Cooper, Jr., 
Gem, Jumbo Gem, Perfection, Deskaid, and Perfection Reminder cal- 
endars. Weekly Reminders, Daydex Quick Reference Calendars, Bras- 
bak Wall Calendars, Up and Up Plastic Bound Wall Calendars, An- 
other Day Plastic Bound Engagement Calendars. Defiance Eyelet 
punches, Ink-wells, moisteners, desk pads. 

DENNISON MANUFACTURING COMPANY, Chicago, IIL 
Booth 51. R. A. Maish, R. H. Lewis, K. E. Chase, Fred Helmers, 
R. J. Mitchell. 

DICK, A. B., COMPANY, Chicago, Ill. Booths 10, 11, 12. Mimeo- 
graphs, supplies, accessories. 

DIEBOLD SAFE & LOCK COMPANY, Canton, O. Booth 72. 
A. J. Roos, H. A. Noble, G. M. Baxter, F. B. Schneider. Electrically 
operated safes, receding door safes, ledger tray safes, system safes, 
money-handling equipment. 

DO MORE CHAIR COMPANY, Elkhart, Ind. Additional exhibits 
booth. H. B. Williams, George Whitney. 

DOWNEY, C. L., COMPANY, Cincinnati, O. Booths 78 and 79. 
C. L. Downey, Edith Caldwell, C. F. Dabney, George F. Lueking, 
H. J. Shea. Tubular automatic and old style coin wrappers, bill straps, 
coin bags, trays, manual counters, auditing machines. 
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This is a Finished 
Window Display of 
Horder’s, Ine., 
Which Attracted 
Hundreds at the 
Five Centuries of 
Progress at the 
Convention. 

Visitors watched a 
staff of experts 
from the Horder 


Booth 43. 
Wm. G. Oliver, Paul E. Burbank, Ed Rohrs, Frank Palmer, Lillian 


EATON PAPER CORPORATION, Pittsfield, Mass. 
Freeman. Berkshire typewriting paper, Corrasable bond, bond type- 
writing paper, mimeograph, manifold and copy papers, manuscript cov- 
ers, executive stationery, tablets, packets, envelopes, window display 
sales helps, sample books, imprinted blotters, envelope enclosures, labels. 

ESTERBROOK STEEL PEN MANUFACTURING COMPANY, 
Camden, N. J., Booth 65, R. N. Wood, R. B. Gingland, H. L. Mc- 
Farlan. Artists’ and draftsmen’s pens, penholders, clips, fountain pens, 
“Push” pencils, merchandising helps. 

EVEREADY CALENDAR MANUFACTURING COMPANY, Jer- 
sey City, N. J. Booth 61. C. H. Ramsey, John Kemp, Jr., Bert Morris. 

FABER, A. W., INC., Newark, N. J. Booth 25. Ralph Maneval, 
Ben Powell, Robert Sauter. Historical exhibit: album, pencils, cases, 
tools. Catalogues in Russian, Greek, Spanish and German. Photo- 
graphs of manufacture processes. 

GENERAL FIREPROOFING COMPANY, Youngstown, O. Booths 
75, 76, 77. Geo. C. Brainard, Claude Allen, R. S. Gildart (designed 
booth), Wm. Hoge, H. H. Suender, Clarence Straubel. Steel desks, 
tables, filing devices, index cards, filing supplies. 

GLOBE-WERNICKE COMPANY, Cincinnati, O. Booth 6. J. S. 
Sprott, C. W. Hamilton, H. C. Anderson, A. R. Frey, C. R. “Jack” 
Laws, H. J. Warnock, Gordon Kickels. Visible record equipment, filing 
cabinets, supplies, desks, tables, library equipment, sectional bookcases. 

GREGG PUBLISHING COMPANY, New York, N. Y. Booth 54. 
W. Gregg Fry, George W. Phillips. Spiral notebooks. 

HANSON, J. L., COMPANY, Chicago. Booth 26. E. G. Harpold 
and Jack Gram. Spot-gummed and plain leaf scrap books, stenograph- 
er’s notebook holders, invoice books, prescription files, portfolios. 

HARTER CORPORATION, Sturgis, Mich. Booth 17. Evan Har- 
ter, H. B. Frederick, Wyatt Mick. Steel seating equipment, tubular 
machine stands. Posture chairs, matched suites of steel office chairs, 
institutional and restaurant chairs, stools. 

HEYER CORPORATION, Chicago, Ill. Booths 45 and 46. S. E. 
Gregory, A. C. Burton, Arthur Heyer, W. H. Kurth, Geo. H. Hermann. 
Duplicators and supplies. Lettergraphs, stencils, inks, styli, lettering 
guides. 

HIGGINS, CHARLES M., & COMPANY, Brooklyn, N. Y. Booth 73. 
Tracy Higgins, Harry Tehan, Milton Shuster. Drawing inks, boards, 
paste, commercial inks, mucilage. 

HUNT, C. HOWARD, PEN COMPANY, Camden, N. J. Booth 60. 
A. E. Eadon, John G. Kolb, John D. MacMorris. Boston pencil sharp- 
eners, speed cutters. Clips, Speedball pens, inks, books, linoleum cut- 
ting products, art and mapping pen case. 

KAHN, DAVID, INC., North Bergen, N. J. Booth 55. Julius 
Kahn, Harry Yaeger and L. T. Goldberg. Fountain pens, automatic 
pencils, and products of Fulton Specialty Company, Elizabeth, N. J., 
represented by L. H. Tavernier, R. R. Fritz, and C. F. Underwood. 

MARBER COMPANY, Chicago, Ill. Booth 87. Martin Bersted, 
Chris Bersted, C. O. Ray. Pointmaster pencil sharpener. 

MARKWELL MANUFACTURING COMPANY, New York, N. Y. 
Booth 85. Sol Obstfeld, Elmer Johnson. Streamline fasteners, staples, 
special-purpose staplers. Counter and window display matter, enve- 
lope enclosures, envelope sealer, type cleaner. 

MASHEK, FRANK, AND COMPANY, Chicago, Ill. Booth 19. 
Frank Mashek, R. J. Vojta. Brief cases, catalogue cases, wallets, zip 
cases, zip binders. 

MCMILLAN COMPANY, Chicago, Ill. Booths 1 and 2. Guy Ham- 
lin, Fred Adams, Don Grant. Price, ring, and memo books, post and 
flexible post binders, catalogue binders, visible record equipment, min- 
ute books, county record books, indexes. Accounting records, ledger, 


and columnar sheets. McMillan Social Security Systems. Automatic 
and self-locking binders. 
MOORE PUSH-PIN COMPANY, Philadelphia, Pa. Booth 69. 


John R. Davies, H. C. Hook, H. D. Clark, F. Samson. Moore push- 
pins, pushless hangers. Nickeled steel, one-piece (cut-out), solid brass, 
brass plated, and colored enamel, thumbtacks, map tacks, marking 
tacks, numbered tacks. 





25 


organization give a 
fine demonstration 
of window display 
by actually per- 
forming the job of 
dressing up an at- 
tractive and inter- 
est - compelling 
space as shown 
here. 


NAGEL CHASE MANUFACTURING COMPANY, Chicago, Il. 
Booth 86. E. B. Seaborg, B. L. Morris. Ash receivers, smoker stands. 

NATIONAL BLANK BOOK COMPANY, Holyoke, Mass. Booth 
33. R. P. Towne, Miss A. B. Carroll, R. C. Bauer, Bill Schuster. 
Bound books, loose-leaf visible record equipment, machine bookkeeping 
equipment. 

NEVA-CLOG PRODUCTS, INC., Bridgeport, Conn. Booth 59. 
Frank Curtiss, C. H. “Jack” Johnstone. Stapling machines and staples. 

NIAGARA DUPLICATOR COMPANY, San Francisco, Cal. Booth 
48. L. John Himes, L. T. Schreiber, Ed Stratton, A. E. Buerosse, 
Al Berg, L. B. Hausam. 

OAKVILLE COMPANY, Oakville, Conn. Booth 63. C. C. Shee, 
C. H. Hucke, Harry L. Short. Pins, clips, paper fasteners, thumb 
tacks. 

PARKER PEN COMPANY, Janesville, Wis. Booth 24. C. Fred- 
erick, J. Black, M. Morrissey, W. Rucker. Fountain pens, automatic 
pencils, desk sets. 

PEERLESS KEY IMPERIAL MFG. COMPANY, Newark, N. J. 
Booth 89. Otto Kretchmer, James Clark, A. L. Dopke, Frank Calhoun. 
Rubber keys for typewriters, adding, billing, and calculating machines, 
twirler rings, cushion feet, carbon paper and typewriter ribbons. Prod- 
ucts of Shipman-Ward Manufacturing Company, Chicago, IIl., repre- 
sented by the James P. Wards, senior and junior. 

PELOUZE MANUFACTURING COMPANY, Chicago, IIl. 
18. Col. Wm. N. Pelouze, Mrs. E. I. Riedell, Mrs. A. Linquist. 
scales (15 models). 

REYBURN MANUFACTURING COMPANY, Philadelphia, Pa. 
Booth 47. John B. Rushmore, Harry Venet. Tags, labels, pin tickets, 
paper specialties, crepe paper, napkins, crepe paper hats. 

RITE-RITE MANUFACTURING COMPANY, Chicago, IIl. 
90. R. Zuck. Automatic pencils, leads, erasers. 

ROTOSPEED COMPANY, Dayton, O. Booth 88 J. A. Oswald, 
Joseph Oswald, Parker Gronewald. Duplicating machines and devices. 

ROYAL TYPEWRITER COMPANY, New York. Booth 35. W. H. 


Booth 
Postal 


Booth 


Beckwith, J. F. Vreeland, J. L. McDonough, Geo. C. Morley, T. O. 
Cook, Standard and portable typewriters. 
SAINBERG & COMPANY, INC., New York. Booth 74. Robert 


Sainberg, Leon Banov, Bert Morris, Horace Hamilton, L. E. Johnson. 
Desk pads and sets, Historical items. Directors letter trays, covers, 
chair pads, telephone indexes. Norma 4 color pencil. 

SANFORD MANUFACTURING COMPANY, Chicago, Ill. Booth 
13. W. S. Carpenter, H. T. Griswold, R. P. Carpenter, C, F. Lofgren, 
Frank Ryan, Fred C. Schaefer. Writing fluid, ink, paste, mucilage, 
glue, Solvene type cleaner, and Platen Life. 

SCRIPTO MANUFACTURING COMPANY, Atlanta, Ga. Booth 
29. Paul Hauton, Van Holt Hall, Glenn Chambers, H. Z. Hewson, W. 
H. Doerr. Five-inch-lead and other pencils. Leads, erasers, displays. 
Holiday gift sets. 

SENGBUSCH SELF-CLOSING INKSTAND COMPANY, Mil- 
waukee, Wis. Booth 32. Merrill D. Hasty, Clarence Sengbusch, G. J. 
Sengbusch, John D. Gray, Ward Silliman. Inkstands, sets, bases, Dipa- 
day desk sets, moisteners, sponge cups. 

SHAEFFER, W. A., PEN COMPANY, Fort Madison, Ia. Booth 4. 
C. R. Shaeffer, W. W. Garrison. Fountain pens, mechanical pencils. 

SPENCERIAN PEN COMPANY, New York, N. Y. Booth 20. F. 
T. Blakeman, C. G. Stacy, Albert McLane. Industrial pens, fountain 
pens, ribbons, carbons. 

STAFFORD, S. S., INC., New York, N. Y. Booth 44. W. J. 
Tynan, Donald Huff, W. L. Cresson. Mucilage, paste, ribbons, carbon 
paper. Church built with Stafford paste. 

STATIONERS GUILD OF AMERICA, Philadelphia, Pa. Booth 
34. A. W. Williams. Blank books, columnar pads, typewriter paper, 
carbon paper, ribbons, rubber bands, filing supplies, note books, pen- 
cils, fountain pens, vertical expanding files, fibre envelopes, blotting 
paper, waste baskets, cash boxes, bond boxes, legal pads, typewriter 
tables, adding machine paper, stamp pads, stamp pad ink, daters, num- 
bering machines, steel pens, pencil sharpeners, type cleaner, erasers, 
clips, pins, fasteners, typewriter keys, ink, paste, clasp envelopes, com- 
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mercial envelopes, bond envelopes, blotting paper, gum labels, desk 
trays, desk pads, penholders, brief covers, box files, sealing wax, cal- 
endar pads and stands. 

STATIONERS LOOSE LEAF COMPANY, Milwaukee, Wis. Booths 
56, 57, 58. A. G. Lotter, H. E. Hawkins, Frank Von Ritter, John 
J. Kerns, D. A. MacDougall, R. J. Connell. Faultless loose-leaf books, 
and devices, visible record equipment, Flexi-post binders, Durabilt min- 
ute and record books, Rapidlock sectional binder, “SO” slide-operating 
ring binder, Style “A” visible equipment. 

STEIN BROTHERS MANUFACTURING COMPANY, Chicago, 
Ill. Booth 5. Leo Stein, George Stein. Modern leather goods. 

SUPERIOR TYPE COMPANY, Chicago, Ill. Booth 82. L. G. 
Warren, R. H. Laeremans, W. A. Stauss, G. R. Smith. Daters, num- 
berers, rubber type sets, stamp pads, stamp inks, marking devices, 
accessories. 

TRINER SCALE & MANUFACTURING COMPANY, Chicago, 
Ii. Booth 49. J. M. Triner, Miss B. A. Kastner, Frank Lang. Allisteel 
automatic and beam scales. Airmail and precision postal scales of the 
post office type 

TRUSSELL MANUFACTURING COMPANY, Poughkeepsie, N. Y. 


Booth 27. Emory A. Trussell, Claude Conger, Jack Kennedy, Ed F. 
Perry, Gene Mitchell, L. H. McDaniel. Loose leaf goods and Wire-O 
binding. 


VAIL MANUFACTURING COMPANY, Chicago, Ill. Booth 52. 
R. B. Vail, M. J. Nolan. Paper clips, pins, brass fasteners, staples, 
thumb tacks. 

VICTOR SAFE & EQUIPMENT COMPANY, North Tonawanda, 
N. Y. Booths 14 and 15. Reg. Tussing, Bill Block, C. B. Horr, Phil 
M. Shinn. Mak-Ur-Own Index Tab products, Victor-Rand visible rec- 
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ord equipment, Victor stencils, ink, supplies, filing supplies, Rand vis- 
ible name filing system, Victor record protection devices, including 
Treasure Chest, Victor steel filing cabinets and the unit filer, Victor- 
Rand Business Time Savers. 

WABASH CABINET COMPANY, Wabash, Ind. Booth 21. Ed 
Little. Sales helps. Filing supplies, index cards, folders, labels. 

WAHL, THE, COMPANY, Chicago. Booth 16. C. W. Priesing, H. 
C. Ilium, C. P. Schoen, H. I. Haugen, A. G. Bassett, J. F. Crawley. 
Eversharp pens. Sales plans. 

WATERMAN, L. E., COMPANY, New York, N. Y. Booth 39. G 
W. Silman, F. D. Waterman, E. J. Kastner, E. V. Elligen, John Marley, 
N. Lord, J. W. Stewart, Charlie Dunn. Fountain pens, pencils, ink 
and desk sets. 

WEBSTER, F. S., COMPANY, Cambridge, Mass. Booth 3. Ted 
Caswell, Jack Ellis, Ken Pierce, Roy Clarke, Ollie Hamilton. Ribbons 
and carbons. 

WEEKS, FRANK A., MANUFACTURING COMPANY, New York, 
N. Y. Booth 28. F. J. Huott, Miss C. J. Wheelwright, John J. Morti- 
mer, S. Jacobs. Stationers’ glassware, hardware, specialties, calendars. 

WEIS MANUFACTURING COMPANY, Monroe, Mich. Booth 68. 
Karl Castle, Walter Nichols, H. C. McPike, H. A. Consor, E. T. Weis, 
Harry Nichols. Filing supplies, transfer equipment, stationers’ goods. 

WHITING PLOVER PAPER COMPANY, Stevens Point, Wis. 
Booth 22. E. Razner. Keebord Typewriter paper and envelopes. 

WILSON-JONES COMPANY, Chicago, IIL Booths 80, 81. George 
Cormack, C. H. Law, Herb Gould, Leo Gould, Harry Calvin. De Luxe, 
Irving-Pitt, Tatum, Shaw Blank Books, visible record and machine 
posting equipment. 





SoutHwortu Boat Ripe Parry 


Reading left to right: August Hunn, H. H. 
West Company, Milwaukee; Paul Cheney, South- 
worth Company; Karl Kiesel, Carter's Ink Com- 


on Lake Micnican TUESDAY 


Mrs. Herbert Walsh; Henry Ten Hoor, Office 
Supplies, Inc.. Muskegon; Mrs. Catherine 
Castle; Dr. Southworth; Mrs. Karl Kiesel; Mr. 
Anderson, a guest; Rowland Waltz, John W. 


pany; Mrs. Hunn; Frank Lynch, Johnson Press 
Company, Wichita; Mrs. Lynch; Arne Skagseth, 
Company, 


Skagseth Stationery 


The Annual Banquet 


The thirty-first annual banquet 
and the second annual National 
Commercial Stationers Gridiron 
witnessed the largest gathering of 
stationers ever held. Over twelve 
hundred were present to partici- 
pate in the festive occasion. 

Under the toastmastership of 
Charles P. Garvin, “talking” dele- 
gate of the NSA Toastmasters’ 
Union, the program soon got under 
way. While the waiters were bus- 
ily serving, Mme. Else Harthan 
Arendt Seder offered a few vocal 
selections accompanied by Alf Le- 
Roy Urseth at the piano. Then the 
NSA Gridiron was put into func- 
tion. Described in the program as 
“stupendous,” the Gridiron soon 


Graham 
; ' Southworth, 
Minneapolis; 


warmed up. It gave opportunity 
for a number of amateur actors to 
express their histrionic skill. 

Two feature events were entitled 
Green Pastures and Robinson- 
Patman Episode. In Green Pas- 
tures, the leading role of De Lawd 
was taken by Charlie Garvin. The 
supporting cast in Green Pastures 
and the entire cast of the Robin- 
son-Patman Episode was composed 
of the following: Otto Eisenlohr, 
Dorsey Company, Dallas, Tex.; Bill 
Block, Victor Safe & Equipment 
Company, North Tonawanda, N. 
Y.; Harold Hampton, Indianapolis 
Office Supply Company, Indianap- 
olis, Ind.; Bill Schmiederer, Bux- 
ton & Skinner, St. Louis, Mo.; 
Charlie Chase, American Tablet 
Company, Holyoke, Mass.; Milt 


Company, Spokane; Dr. Ball; Ed. 
Southworth 
Walsh, Southworth. 


Company; Herbert 


Shuster, Charles M. Higgins & 
Company, Brooklyn, N. Y.; Bill 
Greenleaf and Harry Tehan of 
Charles M. Higgins & Company, 
Brooklyn, N. Y. 

Andy Maish, prompter, stage 
manager, property man, etc., was 
also author of the sketches. 

Between each episode of the 
Gridiron, it was announced in dig- 
nified tones, “Time passes on”; and 
then the Gridiron was hot for the 
next take-off. 

At the close of the Gridiron pro- 
gram, Charlie Garvin again as- 
sumed his duties as master of cer- 
emonies. His next step demon- 
strated his confidence in the good 
sportsmanship and fellowship of 
the convention membership. It 
was the citation of the various ex- 
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Top: The Wis-Ill band which followed the original sta- 
cyonere and led the assembly from the convention hall 
to the exhibition room in the grand opening ceremony 

of the Five Centuries of Progress Exposition. 
Bottom, Left: Participants in the Gridiron sketch “Green 
Left to right: Bill Block; 
Harold Hampton. 


Pastures.” 


hibiting manufacturers for spe- 
cific superlatives—the best this 
or the most that or the newest 
what have you. To wander about 
in the business show and endeavor 
to select the one outstanding ex- 
nibit on any basis would be a task 
so difficult as to be practically im- 
possible. But what is the impos- 
sible to a stationer? The various 
companies were singled out and 
given various recognitions for con- 
siderations that were significant, 
seriously or otherwise. 

It was then announced that 201 
new members had been added to 
the roll, and the Hansell cup 
award for the district that had 


Charles P. Garvin: 


Some ExpreSSIONS OF CONVENTION ENJOYMENT 


Bottom, Right: 


Left to right: 


made the best showing in the 
membership drive—was_ surren- 
dered to District No. 4. It was ac- 
cepted by Harold Carrithers as co- 
governor of the fourth district. 
Next Mr. Garvin proceeded to in- 
troduce various notables to the 
audience. Charles Stevens and 
Bill Kennedy were presented as 
two N. S. A. veterans who at- 
tended the meeting in 1904. Frank 
Winfield was indicated as the win- 
ner of the cup awarded by Charles 
M. Higgins & Company, Inc., to the 
governor of the National Station- 
ers Association making the most 
outstanding contribution to the 
Association during the year 1936. 


presentation entitled 


Amateur actors in another Gridiron 
“The Robinson-Patman Episode.” 
Bill Block; Harold Hampton; Andy 
Maish; Bill Greenleaf; 
Charlie Chase; Otto Eisenlohr. The costumes show evi- 
dence of painstaking labor on the parts of the amateur 


Milt Shuster; Harry Tehan; 
actors. 


Another award for merit was the 
silver coffee service presented by 
Charlie Garvin, on behalf of the 
N.S. A., to president and Mrs. B. J. 
Bristoll. There were medals 
awarded to individuals of various 
organizations for special contribu- 
tions and achievements. And when 
the last citation was made, and 
the audience rose to enjoy the rest 
of the evening in dancing, it was 
in a spirit of good fellowship, of 
appreciation for the good will that 
had been shown to be a substantial 
part of the natures of those who 
had sacrificed generously of them- 
selves for the good of the common 
cause. 
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One of the most delightful social 


events of the convention was The Gen- 
eral Fireproofing Company’s dinner par- 
ty on Tuesday evening for its dealer 
distributors. More than a hundred 
guests _— early in the reception 
room of a private dining room on the 
third floor of the hotel. As the party 
filed into the dining room corsages were 
presented to the ladies and bouton- 
nieres to the men. 

The guests were gracefully welcomed 
by George Brainard, president of the 
GF Company, who sat with Mrs. C. P. 
Garvin at his right and Mrs. B. J. 
Bristoll at his left and with President 
Bristoll of NSA and General Manager 
Garvin ends. Mr. Bristoll and Mr. 
Garvin came in for a bit of spoofing 
about their inclinations to make 
speeches, but Mr. Bristoll paid a fine 
compliment to the company’s business 
methods out of his long experience 
with it. Mr. Garvin amused the guests 
with a psychology story, while Bill 
Hoge told about a very sober chap who 
had an experience with a thousand lit- 
tle soldiers who had passed through the 
keyhole and squeezed in under the door. 

It was a folky occasion and when 
some one started a song about “old 
Bill Hoge” a listener who has some 
rootage south of Mason and Dixon’s 
line gathered the impression that “Bill” 
is held “close ez kin” by a lot of folks. 

The party adjourned in time for the 
guests to keep other appointments for 
later in the evening. 


* 


A number of the visitors to Chicago 
took advantage of the opportunity to 
visit the factory showrooms and plant 
of the Johnson Chair Company and the 
Clemco Desk Manufacturing Company 
at 4401 West North avenue, where 
open house was the order of the day 
during the length of the convention. 
Five members of the staff of Johnson 
and Clemco territorial salesmen were 
in attendance at the convention, and 
five automobiles were available at the 
Palmer House to transport visitors to 
and from the factory. Among those 
who acted as hosts at the large plant to 
six past presidents of the association, as 
well as numerous other visitors, were 
President Joseph F. Johnson, A. L. 
Johnson, O. B. Johnson, Walter J. 
Johnson, Director of Sales Paul Bar- 
rett, all of the Johnson organization, 
and President D. A. Raggio, M. H. 
Raggio, E. F. Dodge, Jr, W. F. 
Gigliotti, S. M. Mosby, T. F. Rentz, 
W. M. Small and R. B. Seavert of the 
Clemco Desk Manufacturing Company. 
The two concerns were hosts at their 
round table to a large proportion of 
visiting members and a representative 
cross-section of the important dealer- 


ships. 


Completing 
the 
Record 


“Along the Way With N S A” 

The reception of the brochure 
“Along the Way with N S A” distrib- 
uted at the convention was gratifying 
to the publishers. 

Although simple in content and for- 
mat, a good bit of work was required 
for its completion. Bound volumes of 
the American Stationer from 1900 to 
1904 were searched to trace the forming 
of the National organization. Bound 
volumes of the following two years 
afforded information of both the Chi- 
cago meeting at which the organization 
was established and of the first con- 
vention. Bound volumes of Office Ap- 
pliances afforded material for the story 
of the thirty following conventions. 

As no member of the regular staff 
of the journal could be spared for the 
work, Mr. Harry Hillman, formerly 
editor of The Inland Printer, well 
known to the printing trade for his 
work on that publication and for his 
work with the United Typothetae of 
America, Washington, D. C. as editor 
of Typothetae Bulletin, was employed 
for the compilation. Mr. Hillman 
spent seven weeks in painstaking effort 
to extract the important achievements 
of each convention from these volumin- 
ous records. 

The brochure was impelled by the 
desire to acquaint newer members of 
the organization with the effort required 
to bring the association into being, to 
refresh the memory of the older mem- 
bers with the past achievements and to 
impress all engaged in the field with 
the importance of The National Sta- 
tioners Association which has been the 
greatest single factor in advancing the 
prestige of the business. 

ra 


One interested and interesting visitor 
at the association dinner was Dr. L. 
Edwin Barnes, practitioner of medicine 
and surgery. Veterans of Chicago 
trade history remember when he was 
known without the sign of his profes- 
sion, as Llewellyn E. Barnes. In 1902, 
when associated with Charles H. Coles 
in the stationery business on Adams 
street west of Clark, he was one of the 
most keenly interested proponents of 
organization for the Chicago stationers. 
Volunteering his services and starting 
correspondence with those associations 
which had been formed elsewhere, sec- 
uring information as to their activities, 
copies of their by-laws, and so on. 
When the Chicago Association was 
formed, Mr. Barnes became its first 
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secretary and in that office became an 
ardent advocate for a national organiza- 
tion. It is natural that an interest as 
active as his was should continue in 
affairs which he has done so much 
to influence. 

* 

Who wouldn’t work for Dennison— 
if the life of Andy Maish is an indica- 
tion of how a hard working executive 
spends his time? Andy flew in by 
plane from somewhere, answered a 
couple of letters from his office (he 
had advised them not to “bother” him 
too much during the convention) and 
casually announced on Thursday that 
he intended to fly to New York in time 
tor one of the World Series games. 

* 


Everyone of the more than one 
thousand who registered received a copy 
of the Horder’s Chicagogram, a cheery 
message of welcome issued by Horder’s, 
Inc. It read: “MR. AND MRS. 
STATIONER. CARE of STA- 
TIONERS NATIONAL CON. 
VENTION. PALMER HOUSE, 
CHICAGO. WELCOME TO CHI- 
CAGO STOP HOPE YOU EN. 
JOY YOUR VISIT STOP PRET- 
TY GOOD CITY STOP DOING 
OUR DARNDEST TO MAKE IT 
BETTER STOP SEE HORDER’S 
STATIONERY STORES STOP 
(YES STOP) SALESMEN WILL 
WELCOME YOU STOP HELP 
WITH YOUR CRITICISMS STOP 
TELL US WHERE WE CAN IM. 
PROVE STOP TAKE AWAY 
ANY IDEAS YOU FIND STOP 
TOGETHER WE WILL BUILD 
BETTER BUSINESS FOR THE 
WHOLE INDUSTRY.” 

* 


Harold Hawkins, handsome vice- 
president of the Stationers Loose Leaf 
Company of Milwaukee, probably will 
never know of the number of feminine 
hearts which skipped a beat when, in 
all his sartorial splendor, he stood talk- 
ing outside the registration desk. All 
unconscious, Harold was the subject of 
a whispered conversation between three 
ladies, one of whom asked her com- 
panion: “Who did you say he is? Sen- 


ator who?” 
* 


When Bill Greenleaf and Charlie 
Garvin ran off their dialogue on the 
last day, developing the idea that social 
stationery is worth the thought of the 
commercial stationer, Charlie made 
what was probably the convention’s and 


maybe his own worst joke. “Knock- 
knock.” Bill played along. “Who's 
there?” “Lettuce.” (This to Mr. 
Greenleaf.) “Lettuce who?” “Let us 
write more social letters!” 


* 


All the delegates who found copies 
of the Chicago Tribune presented at 





OCTOBER, 193¢ 





Ten Past Presidents at the Convention 


Top (L. to R.) : William J. Kennedy, St. Louis, 
Mo., 1907-08; J. Ogden Pierson, Dameron-Pier- 
son Company, New Orleans, 1921-22; Ed Sell, 
E. H. Sell Company, Columbus, 1925-26; W. 
Neill Stewart, Stewart Office Supply Company, 
Dallas, 1926-27; Woodson P. Waddy, Everett 
Waddey Company, Richmond, Va., 1927-28. 


Lower: Charles Marshall, Ivan Allen-Marshall 


Company, Atlanta, Ga., 1928-29; A. J. Walker, 
Farnham Stationery & School Supply Com- 
pany, Minneapolis, 1929-30; E. Clifton Wilson, 
Wilson Stationery & Printing Company, Hous- 
ton, 1930-31; Charles A. Stott, Charles G. Stott 
& Company, Washington, D. C., 1932-33; Harry 
Morgan, Stationers Corporation, Los Angeles, 
1933-35. 


their room with their early morning 
coffee owe a vote of thanks to the York 
Safe and Lock Company’s Chicago 
office at 217 W. Monroe street. Ac- 
companying each copy of the newspaper 
was a pink folder which read: “Good 
Morning! This Chicago Tribune Pre- 
sented with the Compliments of York 
Safe and Lock Company.” 


Did anyone see the battle put up by 
Bill Dalton, ambassador extraordinary 
of the Bankers Box Company, when he 
talked his way out of carrying a drum 
at the official opening of the Five Cen- 
turies of Progress? There were eight 
drums and only seven hardy souls will- 
ing to parade around the exhibition hall 
with the said drums suspended preca- 


riously from suspenders and belts. Bill, 
knowing the frailty and uncertainty of 
such articles of wear, resisted all efforts 
and when the parade started there were 
still eight drums and seven drummers. 
* 

Horace Van Dorn, of the Joseph 
Dixon Crucible Company, is probably 
still trying to find out who remembered 
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his birthday well enough to send a 
large cake up to his room, decorated 
with birthday greetings and other odds 
and ends. 


* 


One of the charming memories of the 
convention was a pleasant fifteen min- 
ute talk with Mrs. Harry Morgan, wife 
of the immediate past president, on 
the morning that she was returning to 
her home in Los Angeles. Mrs. Mor- 
gan despite the fact that Harry was 
violating the “No Parking” law outside 
the hotel while waiting for her, took 
time out to go up to the Press Room 
and say good-by to Charlie Garvin 
and Rose Cushman 


+k 


And speaking of Rose, it is doubtful 
if any two men worked as hard as she 
did and seemed to enjoy it. She had 
the happy knack, apparently, of being 
able to be everywhere at once and was 
graciousness personified in her dealings 
with the working press and other 
nuisances 


Bo 


Ed Little, of the Wabash Cabinet 
Company, was very much among those 
present and did his usual chore of 
satisfying everybody in their demands 
for choice tables at the banquet. In 
spite of the many demands Ed, how- 
ever, did not have the time to perform 
any of the tricks of magic for which 
he is famous and with which he has 
entertained hundreds of men and wom- 
en at previous conventions 


* 


One of the revealing sights of the 
convention was a glimpse at Monday 
noon of Charlie Garvin having lunch 
with Miss Cushman and Harry Mor- 
gan in his fourth floor office. While 
both Rose and Harry had quite sub- 
stantial meals laid before them, Charlie’s 
lunch consisted of a small sandwich and 
three slices of tomatoes. Quite a meal 
for a little fellow 


Where oh where, asked many of the 
delegates, was the familiar figure and 
silver hair of W. A. Sheaffer, head of 
the W. A. Sheaffer Pen Company of 
Fort Madison, Iowa. It seems they 
missed W. A. The mystery was 
solved (as far as the writer is concerned) 
by a talk at the Wednesday luncheon 
with Craig Sheaffer who explained that 
his father was “pretty busy” in his state 
doing work of a political nature. Asked 
on whose behalf, Craig merely answered, 
“Guess.” 


* 


Another happy memory of the same 
luncheon was a conversation with G. 
J]. Aigner and his right-hand man, 
Elmer Krumwiede. After being strict- 


ly censored, it is safe to say that the 
conversation revolved around the proper 
kind of flower to be worn in a man’s 
dinner jacket. 

* 


A splendid memory-provoking piece 
of advertising of the vintage of 
1878 was a souvenir issued by the 
Cooke & Cobb Company of Brooklyn, 
N. Y., to everyone in attendance at the 
convention. The souvenir was a fac- 
simile of an oval shaped card, neatly 
printed and decorated with hand painted 
flowers. This was issued by Culver, 
Page, Hoyne & Company, retail sta- 
tioners, of 118 and 120 Monroe street, 
Chicago. Under a heading of “Menu 
for Holidays 1878-9” the card listed 
the various lines of stationery, leather 
goods, engraving and games sold by 
the pioneer firm. 

* 


Among the visitors who were rated 
as bearers of unusual records was B. J. 
Westdal, of the Interstate Stationers, 
Williston, N. Dak. Mr. Westdal 
joined the ranks of the unusual in that 
he is of Icelandic origin—his grand- 
parents as well as his father having 


been born in Iceland. 


* 


Ham Kendrick, pioneer member of 
the staff of the American Pencil Com- 
pany, left the convention with a beaut- 
iful Tiffany gold watch which he did 
not possess when he registered at the 
Palmer House. The watch was a gift 
to “Ham” by Joseph Reckford, vice- 
president of the company, in apprecia- 
tion of Mr. Kendrick’s thirty-five years 
with the company, twenty-five of which 
were spent in the East and the remain- 
ing ten as manager of the Chicago 
branch. 

* 


Scores of visitors arrived in Chicago 
from a long way off just to attend = 
convention. But Joe Hildreth, of the 
Esterbrook Steel Pen Manufacturing 
Company, beat them all as far as dis- 
tance was concerned by arriving at the 
convention headquarters from Europe 
where he had been taking a leisurely 
tour of the world following his recent 
retirement from active service. 

* 


Another record breaking trip to the 
convention—as far as distance is con- 
cerned—was that of Cort Horr, of the 
Victor Safe & Equipment Company, 
who interrupted a honeymoon journey 
in England to get back to Chicago in 
time to register. Mr. Horr was ac- 
companied by his attractive bride. 

se 


Another bride of recent weeks who 
was very much in evidence at the con- 
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vention was Mrs. Harry Anderson, 
wife of the sales manager of The Globe- 
Wernicke Co. Mrs. Anderson appar- 
ently had the time of her life accom- 
panying the ladies on their various tours 
of Chicago and visits to the city’s places 
of interest. 
ra 


Visitors who were lucky enough to 
come into possession of a cardboard 
replica of a door key were welcomed to 
the Wilson-Jones Company reception 
room where their various wants were 
attended to by representatives of the 
firm and a dusky gentleman clad in a 
white coat. 

* 


Candidates for the Never-Get-Any- 
Older Club: Colonel William N. 
Pelouze, of the Pelouze Manufactur- 
ing Company, and A. W. Faber. Both 
of these gentlemen were extremely active 
at the convention, attending every ses- 
sion and entertainment feature. An- 
other candidate was George Malcolm, 
vice-president and general manager of 
the F. S. Webster Company, who ar- 
rived Wednesday. He not only re- 
tains his youth and youthful appearance 
but is distinguished by being the dean 
of general managers with a record of 
41 years as such. 


* 


Much appreciation was voiced by the 
delegates for the fine work done by A. 
B. Abrams of Modern Stationer and 
C. H. Everly of Office Appliances in 
bringing out their daily edition of the 
National Stationers Conventionalities. 
The two men worked hard under the 
direction of Chief Engineer Charlie 
Garvin and really Ream 0 a worth 
while tabloid newspaper, replete with 
breezy news items and up-to-the-minute 
registration. However, one correction 
is due. The item, which read, “A trio 
from Detroit, all members of the Greg- 
ory, Mayer & Thom Company, are 
Fred R. Berry, Bill Berry, who prides 
himself on the fact that he is not a Due- 
berry, and “Dutch” BeGole are having 
a fine time,” should have referred to the 
Detroit men as being representatives of 
the Richmond & Backus Company. 
The gentlemen concerned were L. C. 
BeGole, W. E. Barie and F. A. Rich- 
mond. The editors of the daily extend 
their apology to the three Detroiters. 


* 


The four horsemen from Minneap- 
olis—Dalldorf, Davies, Hansen and 
Grayston—were the possessors of a 
beautiful bouquet. Instead of flowers, 
theirs was made of vegetables. It was 
enclosed in cellophane and graced their 
table at the banquet. Truly this vege- 
table bouquet was a work of art. 





Between Shafts of an Ancient Rockaway in Which B, J. Bristoll Is Seated, We See Charles P. 
Garvin, Depicted in a Drawing Made at the Official Opening of Five Centuries of Progress, 
in the procession which was headed by Ye Olde Stacyonere and an enthusiastic drum corps. 


THE GENERAL MANAGER 


The outstanding success of the thirty-first N. S. A. convention in Chicago was the result 
of many forces coordinated and directed to a common end by enthusiastic individuals and 
groups scattered over the country. Credit for the achievement is shared by a large number of 
dealer, manufacturer and field members. Never before was there so much interested coopera- 
tion. At one of the sessions the general manager expressed the association’s appreciation of the 
work done by individuals and committees and paid high compliment to the apparently tireless 
workers who were handling the details of the convention. A resolution of appreciation was 
passed by the N. S. A. executive committee and a copy sent to each person who contributed 
time and effort to the result. 

But back of all was a well defined plan under which the various events, general sessions, 
special group meetings, committee conferences, exposition visits and entertainment transpired 
without confusion or interference of one with another. Perfect coordination and perfect timing. 
All cogs in mesh without friction. 

The Plan of the General Manager 

To which by way of elucidation we add a letter read by President Bristoll at the Wednesday 
morning session of the convention. 

Charlie Garvin—A Right Guy 

The writer is another trade secretary who for considerable years has watched and worked 
with the big boy and has learned to like him. By conspiring with your president, he contrives 
the opportunity to tell the N. S. A. members a few things about Charlie as he looks to com- 
panion toilers in the association vineyard. 

To a fellow craftsman, the first, second and permanent impression of your secretary is his 
love, pride and loyalty in N. S. A. From him one would gather the conviction that a stationer 
is God’s fair haired boy—the most honest, astute and wholly desirable servant of humanity 
who ever faced a depression, or carried the other multitudinous burdens of a business man. 

Having had close contacts with stationers many years ago, I should know they are human, 
but under the spell of this fat man I have come to believe they are marvels in competition, 
tops in constructive cooperation and the tire, hub, spokes and grease of American business 
enterprise. 

Like the stranger at a funeral who said he could offer no eulogy to the departed, but would 
be glad to make a few remarks about San Diego and California, Charlie never fails to point 
out the merits of the stationery trade and its products. 

And because he knows how to do it, his listeners love it, and look with new respect upon 
the gents who supply us with everything from pen points to desks. 

He is an advocate of cooperation and takes his own medicine. In the affairs of the Ameri- 
can Trade Association Executives (for we trade secretaries have our own organization) this 
bird does his big share. He is a past master at planning meeting programs which go down in 
history as helpful and instructive, but never dull. In formal and informal discussions he speaks 
his mind without fear, favor or pussyfooting. His criticism is searching, but softened by a quip 
or a jest that removes the sting; his praise comes from the heart. 

There are various theories to account for his girth. Of late years I can testify that a good 
healthy canary would out-eat him at luncheon, but he may be a better trencher man morning 
and evening. 

I like him as he is. I think God had to build a big container so that a big heart would 
not be too much exposed, and a tremendous love of folks would have plenty of room to ramble 
and expand as the years roll around. 

Gents of the N. S. A., I give you Charlie Garvin—in Scotch, bourbon, rye, rum or aqua 
pura, and then I bust the glass so you can’t find a piece big enough to cut your finger on. 

—Mon te. 
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Olympia Fields Club House and Members of the Golf Committee. 


At the lower left, left to right: Russell Car- 


penter, Sanford Ink Company, chairman; E. E. Long, Horder’s, Ine.; Harry Balch, Quality Park Envelope Com- 
pany; R. B. Vail, Vail Manufacturing Company, and William Boyd, Acco Products, Inc. A portrait of Charles 
Consodine, Wallace Pencil Company, the other member of the golf committee, was not available at the time of 


The Golf Tournament 

From every standpoint the golf 
tournament was a huge success. 
Not so, however, the experience of 
Office Appliances with its tourna- 
ment pictures. Sad to relate the 
pictures were a complete failure, 
as witness the specimen we show 
here. And thereon hangs a tale 
of distress. Our expert photog- 
rapher, John Gilbert himself, after 
taking thousands of pictures of 
convention groups, golf tourna- 
ments, etc., etc., indulged himself 
in a brand new camera and spent 
considerable time becoming famil- 
iar with its intricacies. That his 
success throughout the convention 
was great, is evidenced by the 
many pictures shown on other 
pages of this issue. But something 
went awry just before the tourna- 
ment and another camera was fur- 


An Example of the Pictures that 
Failed.— Left to right: A. J. 
Walker, Farnham Stationery & 
School Supply Company, Min- 
neapolis, Minn.; Victor Lundeen, 


going to press. 


nished by the photographic shop 
where his pictures are developed 
and printed. Unfortunately that 
borrowed camera was out of order, 
a fact not discovered until the 
films were developed and the first 
picture printed, when it was found 
that all were out of focus. So John 
has made an effort to square him- 
self by digging out pictures taken 
during the past year or two of 
some players taking part in this 
1936 tournament. We regret that 
pictures of all were not available. 

Shortly after breakfast Thurs- 
day morning delegates began ap- 
pearing in the lobbies of the hotel 
with golf bags, wearing on their 
faces expressions indicative of a 
determined intention to go out and 
battle with old man par. The trek 
out to Olympia Fields continued 
throughout the morning and early 





afternoon. In all 110 golfers par- 
ticipated in the tournament. 

One of the largest golf clubs in 
the territory, with four champion- 
ship courses, having a membership 
of twelve hundred or over, Olym- 
pia Fields offered excellent facil- 
ities as well as entertainment for 
the players. And the club house 
was a scene of gaiety as the ban- 
quet took place in the evening, all 
enjoying themselves going over the 
plays of the day and swapping 
stories of the shots made. 

Following the banquet Russell 
Carpenter, chairman of the golf 
committee, called the gathering to 
some semblance of order and in- 
troduced President-elect Clegg. 
The rest of the evening was de- 
voted to awarding prizes. Before 
this process started, it was an- 
nounced that, by a ruling of the 


Lundeen & Company, Fergus Falls, 
Minn.; Fred Christensen, S. E. & 
M. Vernon, Inc.; Frank Cooper, 
Code Manufacturing Company. 
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tournament committee, only those 
who were members of The Nation- 
al Stationers Association and reg- 
istered at the convention were 
eligible to compete for prizes. Thus 
A. Sokolec of Reliable Stationery 
Company, Chicago, whose seventy- 
seven was the low gross record for 
the day, did not receive an award. 


The first announcement proved 
a pleasure to the western golfers 
because it revealed that in the 
East-West game the West had won 
by a score of 13 to 11. The cup, 
indicative of victory, was presented 
to Frank Ryan, captain of the West 
team. The East was led by C. C. 
Shee. 
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The Buffalo cup, donated by the 
Buffalo Stationers Association, was 
won by Al C. Davidson of the Los 
Angeles Rubber Stamp Company, 
Los Angeles, California, whose net 
score was 69. 

The Wis-Ill Club cup, which was 
presented for award to the dealer 
with the lowest gross score, was 
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The Two Captains, a Display of the Prizes and Some of the Players 


l. Fred Christensen, S. E. & M. Vernon, Inc. 

2. George McGlade, Acco Products, Inc. 

3. Frank Palmer, Eaton Paper Company. 

4. Russell Carpenter, Sanford Manufacturing Company. 

5. Dick Gingland, Esterbrook Steel Pen Manufacturing Com- 
pany; Tom MacCorkindale, Just & Son; Charles Underwood 
Fulton Specialty Company. 

6. R. H. Jonas, Oxford Filing Supply Company. 

7. Frank Ryan, Sanford Manufacturing Company, captain of 
the western team; C. C. Shee, Oakville Company, captain of the 
eastern team. 

8. Gorge Herrmann, The Heyer Corporation. 

9. Eldon Just, Just & Son. 

10. A. J. Walker, Farnham Stationery & School Supply Com- 
pany. 

ll. Robert Sainberg, Sainberg & Company. 

12. Al Williams, Stationers Guild of America. 

13. Bob Sainberg, Sainberg & Company; Karl King, The Office 
Engineers; Harold McPike, Weis Manufacturng Company. 

14. E. J. Lessard, Lessard Printing & Stationery Company; Lou 
Wingert, manufacturers’ representative. 


15. J. J. Kerns, Stationers Loose Leaf Company. 

16. Ted Caswell, F. S. Webster Company. 

17. Charlie Consodine and Harry Balch, members of the golf 
committee at the golf registration counter with an array of prizes 
in the background, and two customers, Charlie Underwood and 
J. L. Abbott, at either side ready to register. 

18. Charles Consodine, Wallace Pencil Company; Norman 
Pearce, Eberhard Faber Pencil Company. 

19. Carl Lang, Binney & Smith Company; John Hanley, Bin- 
ney & Smith Company. 

20. C. N. Cahill, Autopoint Company. 

21. F. H. Jones, Jr., Horder’s, Inc. 

22. Joe Hale, Rite-Rite Manufacturing Company. 

23. R. P. Towne, National Blank Book Company. 

24. Peyton Barkley, C. L. Barkley & Company; Gordon 
Kickels, The Globe-Wernicke Co. 

25. George Hausam, Hutchinson Office Supply & Printing Com- 
pany. 

26. G. J. Aigner, G. J. Aigner Company. 

27. Julius Kahn, David Kahn, Inc. 

28. Fred Cook, Just & Son. 
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More or Tuose Wuo Participatep in THE TOURNAMENT AT Otympta FIELDS 


tioners Supply Company; Leo Stein, Stein Brothers Man- 
ufacturing Company. 

ll. W. E. Stockett, Jr.. The Stockett-Fiske Company, Wash- 

ington, D. C. 

2. Steve Stout, Wilson-Jones Company. 

3. Clark Roland, Marshall-Jackson Company. 

1. Harrie Copeland, Wilson-Jones Company. 

5. Hy Linden, Ace Fastener Corporation. 

6. Dick Healy, Santa Fe Book & Stationery Company; 
Harold Hawkins, Stationers Loose Leaf Company. 

17. Walter Nichols, Weis Manufacturing Company. 

18. Albert Sokolec, Reliable Stationery Company. 


l. Harry Balch, Quality Park Envelope Company. 

2. J. B. Kemp, Ever Ready Calendar Manufacturing Com- 
pany. 

3. R. N. Wood, Esterbrook Steel Pen Manufacturing Com- 
pany. 

t. George Cormack, Wilson-Jones Company; Ralph Mane- 
val, A. W. Faber, Ine. 

>». Tom Bledsoe, Autopoint Company. 

6. R. E. Gooley, Acco Products, Inc. 

7. Ray Weissenborn, General Pencil Company. 

8. Harold Atwood, Eberhard Faber Pencil Company. 

9. C. P. Schoen, The Wahl Company. 

10. F. P. Seymour. Horder’s; Al. Skibbe, Associated Sta- 19. 


won by Ivan Allen, Jr., Ivan Allen- 
Marshall Company, Atlanta, who 
finished with a gross score of 86. 
A special prize was then presented 
to C. J. Aigner for having made 
the highest gross score of the day 

137. Eighty-eight prizes had 
been donated by manufacturers, 
the prize for first low gross going 
to Frank Ryan, 81, and the prize 
for first low net being carried off 
by A. C. Davidson with a 69. 

Prizes were donated by the fol- 
lowing manufacturers: 

H. C. Cook Co.; Neva-Clog Prod- 
ucts Co., Inc.; Oakville Co.; Na- 
tional Vulcanized Fibre Co.; Scrip- 
to Mfg. Co.; Vail Mfg. Co.; W. A 
Sheaffer Pen Co.; Jenner Co.; 
George B. Graff Co.; Standard 


Diary Co.; Byron Weston Co.; Rus- 
sia Cement Co.; National Blank 
Book Co.; Smead Mfg. Co.; Quality 
Park Envelope Co.; Esterbrook 
Steel Pen Mfg. Co.; C. Howard 
Hunt Pen Co.; Fulton Specialty 
Co.; David Kahn, Inc.; General 
Pencil Co.; A. W. Faber; Eastern 
Tablet Co.; Art Metal Construction 
Co.; Acco Products, Inc.; Binney 
& Smith Co.; Defiance Sales Corp.; 
Eagle Pencil Co.; C. R. Gibson & 
Co.; Gregg Publishing Co.; Sain- 
berg & Co., Inc.; S. S. Stafford, 
Inc.; Stationers Specialty Corp.; 
Eberhard Faber Pencil Co.; Oxford 
Filing Supply Co.; Victor Safe & 
Equipment Co.; Trussell Mfg. Co.; 
Yawman and Erbe Mfg. Co.; Sen- 
eca Falls Rule & Block Co.; Sun 


Gordon Kickels, The Globe-Wernicke Co. 


Rubber Co.; C. L. Downey Co.; 
Globe-Wernicke Co.; Conklin Pen 
Co.; Moore Push Pin Co.; Polar 
Mfg. Co.; C. F. Rump & Sons Co.; 
York Safe & Lock Co.; Roaring 
Spring Blank Book Co.; Parker 
Pen Co.; Columbian Art Works, 
Inc.; Stationers Loose Leaf Co.; 
Rite-Rite Mfg. Co.; The Autopoint 
Co.; L. E. Waterman Co.; Cooke & 
Cobb Co.; Art Steel Co., Inc.; Ever 
Ready Calendar Mfg. Co.; Denni- 
son Mfg. Co.; F. S. Webster Co.; 
Eaton Paper Corp.; Markwell Mfg. 
Co., Inc.; General Fireproofing 
Co.; American Crayon Co.; Rey- 
burn Mfg. Co.; Southworth Co.; 
Sengbush Self Closing Inkstand 
Co.; Sanford Mfg. Co.; Chas. M. 
Higgins & Co. 


Convention Registration 


Claude 


W. Allen, The General 


James L. Anderson, Wilson-Jones 


facturing Company, Orange, N. 





J]. L. Abbott, Ace Fastener Cor- 
poration, Chicago, II. 

Albert B. Abrams, Modern Sta- 
tioner, New York, N. Y 

S L. Ackley, McManus-Troup 
Company, Toledo, Ohio. 


Fireproofing Company, Youngs- 
town, Ohio 
Ivan Allen, Jr., Ivan Allen-Mar- 
shall Company, Atlanta, Ga 
B. Allen, Joseph Dixon Cruci- 
F. P cton, Acton Printing Com ble Company, Chicago, III. 
pany, Blytheville, Ark George Alter, Invincible Metal 
Fred L. Adams, McMillan Book Furniture Company, Manitowoc, 
Company, Syracuse, N. Y Wis. 
A. C. Aigner, G. J. Aigner Com A. A. Amberg, Cameron-Amberg 
pany, Chicago, Ill & Company, Chicago, I 
G. J. Aigner, G. J. Aigner Com Si. M. Ament, Smith Printing 
pany, Chicago, III. Company, Williamsport, Penn. 
Cc . Allen, Mittag & Volger H. C. Anderson, The Globe-Wern 
Company, Park Ridge, N icke Co., Cincinnati, Ohio. 


Company, San Francisco, Calif 
Robert J. Anderson, Wilson-Jones 
Company, Chicago, III. 
John C. Armstrong, Armstrong 
> Company, Portland, 
n 


H. B. Arnold, The H. B. Arnold 
Company, Saginaw, Mich. 

R. G. Attaway. Tulsa Stationery 
Company, Tulsa, Okla. 

H. O. Atwood, Eberhard Faber 
Pencil Company, Chicago, III. 
N. A. Augur, Wallace Pencil Com 

pany, St. Louis, Mo. 
$s. M. Babson, The Bates Manu 


Carl A. Baer, Loose Leaf & Blank 
a Institute, New York, N. 

Edwin I. Baer, Baers’, Canton, 
Ohio. 

Harry Balch, Quality Park Enve- 
lope Company, Chicago, III. 
Leon Banov (manufacturers’ rep- 
resentative), Baltimore, Md. 
Gordon D. Barger, Morris San- 
ford Company, Cedar Rapids, 

Iowa. 
Wm. E. Barie, Richmond & Back- 
(Turn to page 86, please) 


35 


Reports of President and Committees 


T the outset of presenting to 

you my report on one of the 
most active years in the history of 
The National Stationers Associa- 
tion I am reminded of an old say- 
ing—‘‘Where ignorance is bliss, ’tis 
folly to be wise.” I can truthfully 
say I have learned the value of this 
axiom during the last twelve 
months. When you inducted me 
into my high office as your presi- 
dent I little realized the magni- 
tude of the responsibilities of such 
a position, and right here I want to 
pay just tribute to the sterling co- 
operation and guidance given me 
by the officers, the governors, our 
genial general manager and his 
associates. Contact has been 
maintained most efficiently be- 
tween Washington and Des Moines, 
and at no time have they left me 
out of touch with details of the ad- 
ministration. 

I must also offer a sincere token 
of thanks to hundreds of you who 
have done so much to ease the dif- 
ficulties of the job by kindly letters 
and by personal expression of good 
will. 

I visited Washington, New York, 
Minneapolis, St. Paul, St. Louis, 
Chicago, Atlanta, Detroit, Kansas 
City, Des Moines, Dallas and San 
Antonio and was overjoyed with 
the spontaneous greetings and 
welcome given me. My chief diffi- 
culty was to tear myself away be- 
cause you gentlemen were always 
ahead of me concocting an alibi to 
justify extensions of my visits. I 
have lost count of the number of 
contacts I made, and it must run 
into thousands, but the more I 
traveled the more I became im- 
pressed with the fact that my 
friends yielded to none in their 
loyalty to the association. Some 
of us become hardboiled or cynical 
in the course of years, but I can 
truthfully state that the milk of 
human kindness runs deeper in 
this industry than in any other 
that I know of. 

I have never been able to ade- 
quately express my thanks for the 
friendliness extended toward me 
during the last twelve months. I 
want to thank you all publicly for 
the codperation and help extended 
to me. 


The Association 


Life is always full of surprises 
and I think you will all have a 
pleasant shock of your lives when 
I tell you that during the last year 
our membership has increased by 
201 members. Our sustaining mem- 
berships has likewise risen. And 
what is more significant, men are 
coming into the association who for 
years and years thought we were a 
plague. Some of the good old 
friends who had to drop out when 
the weather got too heavy are now 
back in the association. The in- 
troduction of many new sustaining 
members among manufacturers 


Report of the President 


By B. J. Bristoll 


and distributors has been solely 
influenced by the fact that they 
have implicit belief and confidence 
in the beneficial effects of associa- 
tion work and are willing to fur- 
ther our interests by making sub- 
stantial contributions to our funds. 
I think it is only just that the 
names should be read publicly be- 
cause of such action you will un- 
derstand the tremendous growth 
of your association. 


Sustaining Members Announced 


Now let me go over old ground 
for a moment. For years and years 
we have made repeated implora- 
tions from the platform and in re- 
gional meetings that members re- 
double their efforts to induce 
desirable manufacturers and deal- 
ers to join the association. I be- 
lieve Mr. Garvin has written thou- 
sands of letters on the subject and 
I know my worthy predecessor, 
Harry A. Morgan, gave two years 
of unremitting effort to the mat- 
ter. The impetus has grown so 
fast that today we are proud to 
announce that your association is 
the envy of all similar associations 
in the United States, especially on 
two grounds: 

(1) Vitality of its membership. 

(2) Solidarity of its effort. 

Hard work is now beginning to 
reap its reward and in the next 
few years there is no reason at all 





Mr. and Mrs. B. J. Bristoll, Whose 

Gracious Personalities Left a Favor- 

able Impress upon All Those with 

Whom They Came in Contact During 
the Convention. 


why the association membership 
should not easily reach the pre- 
scribed limits. 

Why are so many new members 
coming in? Manufacturers do not 
throw their hard earned profits 
away in unsuitable membership 
subscriptions. The reason is not 
hard to find. The industry has 
learned that through coéperation 
we can eliminate many of the 
abuses that for years have beset 
us. It has been driven into our 
subconscious minds that codpera- 
tion between manufacturer and 
distributor results in greater sales 
by both. The stationers codes 
brought the fact keenly to our 
minds that some sort of golden 
rule could be applied. The Nation- 
al Association for years had ham- 
mered away at the problem of 
securing fair play all around and 
today we are proud to say that the 
stationers of America with a few 
exceptions are aligned alongside 
each other and cooperating fully 
with honest manufacturers. 


Should Be Proud 


You have a right to be proud of 
this achievement because you have 
severely suffered from unethical 
tactics of chiselers and from the 
depredations of a few manufactur- 
ers who do not give a continental 
about anything else except their 
own net profits. Gentlemen, the 
day has gone forever wherein in- 
sane selfishness dominates the 
minds of men. As the years roll on 
the stationery industry gathers 
greater importance in the sight of 
our nation and the whole result 
las come from you men who have 
stood back of your National Asso- 
ciation. The growth and increased 
functioning powers of the regional 
districts have shown amazing re- 
sults because it is through the dis- 
tricts that the power of the as- 
sociation expends itself. Of course 
there are some people who regard 
their subscription as the end of 
effort and there are likewise a few 
soreheads who must be “agin” 
everything and everybody at all 
times, but they have got to be such 
a small minority that today we can 
say without any prevarication 
there is hardly a member who is 
unwilling to do his fair share in 
promoting the interests of The Na- 
tional Stationers Association. 

Let us dwell for a moment on the 
regional meetings. I attended 
many of them and both Charlie 
Garvin and myself have talked 
ourselves hoarse on the fact that 
social contact with your competi- 
tor gives you a totally different 
slant on his personality and busi- 
ness. Hitherto competitors have 
regarded each other as something 
of a distinct nuisance—or some- 
thing to be avoided—but today you 
find competitive houses rallying to 
the support of each other in the 
war against unethical merchan- 
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1. E. J. Bradley, Harris W. Melntosh, 
Tom Emerson (all of Conklin Pen Com- 
pany). 

2. Lee Hausam and George Hausam, 
both of Hutchinson Office Supply & 
Printing Company. 

3. J. S. Sprott, The Globe-Wernicke 
Co.; William Diehl, Diehl Office Equip- 
ment Company, Columbus, Ohio. 

t. A. C. Johnson and T. M. Wrobel, 


Dorson Time Instrument Company. 


dising practices That is one 
achievement of which you can be 
proud and for which you should 
turn around and pat your neigh- 
bor on the back 

Take a look at the fellow next to 
you—go on—take a look! He has 
probably traveled hundreds of 
miles simply and purely to find out 
what it is all about. Spot your so- 
called competitors during your 
visit to Chicago and I'll bet you 
will see them enjoying themselves 
in the same degree as you are. Do 
you not yet realize that it is 
your united enthusiasm that has 
pushed the association toward the 
top and your attendance here to- 
day is proof positive that you are 
on The National Stationers Asso- 
ciation bandwagon. Here is one 
remarkable fact—there has been, 
with one exception, a “bang-up” 
regional meeting in every district 
during the year. There has been a 
distinct sign of increasing interest 
and vigor in all the regional meet- 
ings which shows that our mem- 
bers have at last reached a com- 
bative frame of mind. 


Hansell Cup 


As you all know, our friend, Mr. 
Morris Hansell, of New Orleans, 
contributed a beautiful cup which 
is to be awarded at this convention 
to the region making the largest 
percentage of gain in membership 
in The National Stationers Associa- 
tion during the year. I do not 
think our worthy friend realized 
the interest he would stir up 
amongst members but it must be 
of immense gratification to him to 
know that we have added 201 
new members this year and we can 
directly attribute this to his most 
thoughtful gift. The name of the 


winner will be announced at our 
banquet on Wednesday evening. 


The Common Enemies of Progress 

The common enemies of the av- 
erage man might well be summed 
up in the following: ignorance 
fear—worry—and greed. In this 
day of modern enlightenment ig- 
norance should be classed as a 
crime, because the facilities for 
education are open to all. To 
bring the point home to us, you 
certainly cannot belong to The Na- 
tional Stationers Association and 
remain ignorant of the modern 
ways of doing business if you take 
heed of the twenty-six services 
provided for you. 

Fear, which is really born of 
ignorance, will be quickly sup- 
pressed when we have determined 
our course of action. 

I suppose worry is the greatest 
contributing factor to disturbance, 
and most worry is concerned with 
having either too little or too much 
money. Most of us are making a 
little now and there are definite 
indications the entire industry is 
on the upgrade. 

If anyone asked you the basic 
cause of ninety-nine per cent of 
the ills which trouble this world 
vou would at once reply—greed. 
It is greed that has caused terrible 
wars—it is greed that has caused 
insane political strife—it is greed 
that has brought unhappiness to 
our economic minds. This com- 


1. Clark Roland, Marshall-Jackson Com- 
pany, Chicago; Paul Cheney, South- 
worth Co. 

2. Jack Street; Gynne Sickinger: J. M. 
Lader, all Frankel Carbon & Ribbon 
Mfg. Company. 

3. Sam Flatau, Los Angeles: Betsy 
Whitman, Massillon, Ohio. 

1. Robert Wood, Esterbrook Steel Pen 
Mfg. Company: Charles Consodine, 
Wallace Pencil Company; Al Williams, 
Stationers Guild of America. 

5. Fred Richmond, Richmond & Backus 
Company, Detroit; Harry Nichols, Weis 
Mfg. Company. 

6. Ray Zehr, Jacquin & Company, Pe- 
oria; W. C. Jacquin, Jacquin & Com- 
pany, Peoria; A. R. Frey, The Globe- 
Wernicke Company. 
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mon ailment of man can never 
be completely erased but there does 
seem to be a finer attitude among 
the men of our industry than 
there used to be. Too often greed 
masquerades under the name of 
“ambition” and it takes an intel- 
ligent man to define the line of de- 
marcation between the two. I 
know of no industry where men 
have sat around the table and en- 
deavored to give full exploitation 
of the word “ambition” so that all 
members of the industry can ulti- 
mately come within the shadow of 
the “Golden Rule.” 


National Stationers Association 
Measurement Plan 


The National Stationers Associa- 
tion measurement plan has per- 
mitted an approach to many of our 
problems that we never had be- 
fore. It might just as well be 
called a research plan because it 
is only through research that we 
can measure the effects of trade 
practices upon the individual in- 
terest of the member. 

Mr. Garvin will show in the deal- 
ers’ meeting one of the steps in 
this plan, known as The National 
Stationers Association Handbook 
for Dealers, but the success of this 
program will depend upon the use 
that the individual dealer makes 
of it. The interesting phase of the 
handbook is that the association 
provides the method but the deal- 
er must work out his own prob- 
lems, which is as it should be. 


Regional Meetings 
I have already mentioned the 


1. H. M. Cooper, Associated Stationers 
Supply Co.; T. W. Norris, Columbian 
Art Works Company; Harry Prescott, 
Associated Stationers Supply Company. 
2. Ted Caswell and Roy Clarke, F. S. 
Webster Company. 

3. F. D. Waterman, L. E. Waterman 
Company: Mrs. Ivy Horder Seymour; 
E. Y. Horder, Horder’s Inc. 

4. Jim Anderson, Wilson-Jones Com- 
pany; Jim Parsons, Smith Brothers, 
Oakland, California. 

5. Parle Cooley, Bates Manufacturing 
Co.; F. R. Curtis, Neva-Clog Products, 
Inc.; S. M. Babson, Bates Mfg. Co. 

6. Jim Clark, Peerless Key-Imperial 
Mfg. Co.; Bill Tynan, S. S. Stafford, Ine. 


1. Herbert Walsh, Southworth Com- 
pany; Bob Pinney, Acme Card System 
Co. 

2. Paul S. Hauton, Scripto Mfg. Co. 

3. Miss S. C. Rosen, Service Office Sup- 
ply Company, Detroit; Miss Sally Bala- 
ban, S O S Company. 

4. W. A. Rucker, The Parker Pen Co. 
5. Bill Boyd, Acco Products, Inc.; Ed 
Schapiro, Horder’s Inc.; Russell Car- 
penter, Sanford Mfg. Co. 

6. Mareus Harwitz, Regal Typewriter 
Co. 


many regional meetings I was for- 
tunate enough to attend. 

I know I am not exaggerating 
when I tell you that all the re- 
gional meetings have had the larg- 
est attendance on record, and 
there is no gainsaying the splendid 
work done by the governors of 
these districts. In all of them 
there was a keen attention to the 
welfare of the industry and the as- 
sociation. I would like to make 
one or two suggestions for further- 
ing the interests of these impor- 
tant regional meetings. I feel that 
the business programs should re- 
ceive greater emphasis and be 
given more time if possible, be- 
cause one has to remember that a 
large percentage of the attendants 
of these meetings are dealers and 
much information of value to them 
is produced. I wish to make an- 
other suggestion and that is that 
meetings should be restricted to 
manufacturer and dealer members 
only, with invited non-member 
dealers present. We have had un- 
fortunate experiences through 
opening the door to every Tom, 
Dick and Harry and it just doesn’t 
work. I would remind the various 
governors that it is essential that 
they should codperate with na- 
tional headquarters on the pro- 
gram because the regional meet- 
ings in reality are National Sta- 
tioners Association meetings and 
should be conducted on that basis. 
So viewing the matter in that light, 
you will, I am sure, agree with me 
that non-member manufacturers 
should not appear on regional pro- 
grams, and that the freedom of 
the floor should be extended to 





38 


1. S. M. Babson, Bates Manufacturing 
Company. 

2. Sitting: E. M. Kuschbert, Kuschbert 
Office Supply Company, Milwaukee; W. 
P. Kelly, Office Equipment Company, 
Louisville; Ray Weissenborn, General 
Pencil Company; L. P. Wingert, General 
Pencil Company; C. C. Shee, Oakville 
Company. Standing: James Flotte, 
Perry & Buckley Company, New Or- 
leans; Bill Cole, General Pencil Com- 
pany; George Moore, Pound & Moore, 
Charlotte, N. C.; O. E. Stanfield, Office 
Equipment Co., Louisville. 

3. Arthur King, Ward's, Boston. 

4. Dick Gingland, Esterbrook Steel Pen 
Manufacturing Company; Don McLeod, 
manufacturers’ representative; H. B. 
Van Dorn, Joseph Dixon Crucible Com- 
pany; J. H. Davison, S. & D. Loose Leaf 
Co.; Clem Seely, Tisch-Hine Company, 
Grand Rapids. 

5. Charles Ramsey, Ever Ready Mfg. 
Lo. 

6. Al Gorman and Norman Watts of 
Office Equipment Company, Louisville; 
G. A. Litehfield and L. T. Koerner, 
Jasper Chair Company; E. J. LeBlanc 
and L. G. O'Connor, Office Equipment 
Co., Louisville. 

7. D. H. Benner, W. H. Kistler Sta- 
tionery Company, Denver. 

8 Ray O. Cooper, Art Metal Construc- 
tion Company; J. M. Holley, L. W. Hol- 
ley & Sons, Des Moines; C. W. Simpson, 
Art Metal Construction Company; W. S. 
Plant, Western Bank & Office Supply 
Company, Oklahoma City, Okla.; E. A. 
Keeling, Art Metal Construction Com- 
pany. 

9. A. S. Matthews, Hall Lithographing 
Company, Topeka. 

10. Graham Orr, W. A. Sheaffer Pen 
Co.: Craig Sheaffer, W. A. Sheaffer Pen 
Co.; T. M. Gardner; W. W. Garrison, 
McJunkin Advertising Company. 

ll. G. J. Bramwood, Bramwood Press, 
Indianapolis. 

12. Jack Kuresman, Pounsford Station- 
ery Co., Cincinnati; Steve Stout, Wilson- 
Jones Company; Harold Hampton, In- 
dianapolis Office Supply Company; C. 
W. Roth, Roth Office Equipment Com- 
pany, Dayton, Ohio; E. H. Sell, Colum- 
bus, Ohio. 


non-members only at the option 
of the governor 
Finance 

Before this convention comes to 
a close our treasurer and auditor 
will make exhaustive reports on 
the financial condition of your As- 
sociation 

All sources of revenue have been 
increased considerably; 201 new 
members are now paying dues. 

Your sustaining members have 
done very much to improve the 
financial status. 

The National Stationer is much 
more than self-sustaining and our 
Five Centuries of Progress Exhibi- 
tion will no doubt show an excel- 
lent profit 

It is not my duty to make the 
treasurer’s report, but I am happy 
to say that the association has no 
indebtedness, that the general 
manager and his staff in Washing- 
ton have had their full salaries 
regularly and that the finances are 
in very much better shape than 
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they have been in for several years. 

Later on in the afternoon the 
doors of the Five Centuries of 
Progress Exposition will be thrown 
open to you. You will find within 
these four walls a most extraordi- 
nary display of all that is new in 
our industry. 

I just wonder what the original 
members of the Stationers Guild 
of the Old England of 1403 would 
say, could they return to earth for 
a day and see the modernization 
of an industry. 

This great exposition has been 
arranged for you—that you may 
better know our manufacturers, 
that you may find something new 
to sell, something that you can sell 
exclusively within your territory, 
not so highly competitive and pro- 
ductive of more profit for you. We 
want the distributors in attend- 
ance at this great convention to 
know that tremendous prepara- 
tions have been made to make this 
Five Centuries of Progress Exposi- 
tion all that the name denotes. 

See what is new—then leave or- 
ders for that which you can sell. 


Robinson-Patman Anti-Price 
Discrimination Act 


There is considerable confusion 
surrounding the application of this 
recently enacted legislation. There 
are some justifiable doubts as to 
whether it will be able to realize 
its objectives, among which is the 
ae of smaller distributors 

y prohibiting price discounts to 
larger distributors. 

The Federal Trade Commission 
has indicated it will administer the 
Act on a quasi-legal basis and will 
not attempt to answer any ques- 
tions other than such as should be 
answered when and where the 
commission takes action on al- 
leged violations of the Act. In 
other words the commission will 
not anticipate its decisions but will 
allow them to act as interpreta- 
tions of a given statute. 

Those of us who are affected by 
the new Act would do well to close- 
ly study its provisions and follow 
carefully all court cases involving 
the Act. Also follow the advice 
originating in the headquarters 
office of this association. 


Taxation 


Here is a subject that bothers 
every business man. It is some- 
thing that starts with birth, and 
often does not finish with death. 
You are born into this world with 
a share of the load to bear and 
when the undertaker takes his 
final look at you the chances are 
he is worrying about the same 
problem that might have killed 
you. 

I refer, briefly, to the subject of 
taxation. Gentlemen, we have not 
the time nor the technical inclina- 
tion to go into this profound 
question of whether or not certain 
taxation is right, but let us get this 
fact right down into our minds 
from the start—no matter what 
government is in power and no 
matter how good business may be, 
you are going to pay increased 
taxes. We have always prided 
ourselves that we were the least 
taxed nation on earth, but I am 
afraid we are going to lose that 


lily-white reputation. Speaking 
seriously, the tax collector is ever 
present and you cannot evade the 
problem. 

The man who has the best set- 
up in his business, the best cost 
system in operation whereby he 
can determine the extent of the 
various forms of taxation, is the 
man who will be able to pay and 
survive. Further, it must be re- 
membered that business is only 
the conduit through which taxes 
flow from the taxpayer to the tax- 
ing power. The 1936 Federal Rev- 
enue Act is the most drastic tax 
law ever passed. To my way of 
thinking it is dangerous for any 
man to conduct his business ignor- 
ant of the change in principles 
of business taxation. Commercial 
stationers might well say, “Boost 
taxes to the skies! I don’t care. 
I’m, after all, only a tax col- 
lector. You force me to get it 
from the worker and consumer. 
It is an unpleasant job. The 
worker blames me for the smaller 
size of his envelope, the consumer 
blames me for the higher cost of 
things. This makes it harder for 
me to carry on my real job of dis- 
tribution, but if you think my 
‘squawk’ against more taxes is a 
selfish one, you’ve got another 
think coming.” 


Capitalism Versus Communism 


I like to think of capitalism, not 
as a profit system, but a profit and 
loss system. Four retailers out of 
five go bankrupt. The economic 
coast is strewn with far more 
wrecks than there are good ships 
at sea. Free competition is predi- 
cated on the survival of the fittest. 
Not only do countless firms go on 
the rocks, but from time to time 
whole industries my 

The human race through ages 
and centuries of experience, ad- 
justs itself to adversity more easily 
than to prosperity. The reason is 
that those who are survivals of the 
race’s struggle to preserve itself are 
the descendants of countless an- 
cestors who learned to take it on 
the chin. 

Wages, profits, savings and thrift 
are the basis of security. You can 
eliminate an industry or an enter- 
prise by taxation, but you cannot 
create a single dollar by taxation 
until somebody has earned the dol- 
lar at work. 

Money won’t work for nothing 
and that is why money lies idle in 
the banks or is invested in low- 
yield bonds. 

If capitalism is saved, and I see 
no immediate danger of its col- 
lapse, it will be saved by the think- 
ing and actions of millions of em- 
ployees and not by a few big in- 
dustrialists and bankers. 

The best place to save capital- 
ism is not in a chamber of com- 
merce or in Congress. Capitalism 
must be saved in the places where 
people earn their daily bread. The 
employer who has shared his sur- 
plus with his aes a ony durin 
this depression now has a loya 
following. Many may be off his 
wages list entirely and those that 
are left may have only part-time 
employment, but if the men and 
women have the feeling that they 
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are getting a square deal they will 
bear their troubles with a smile 
and accept their lot whatever it 
may be. hat breeds Communists 
is a feeling that employers are un- 
fair and indifferent. If the ma- 
jority of workers know from — 
rience that their employers did the 
best they could for them in a crisis, 
they will talk and vote to keep the 
system in effect. 


The Record of Research into the 
Cost of Doing Business 


The Record of Research into the 
cost of doing business was again 
completed and sent to you for the 
year 1935 in June. As usual there 
were all too few complete reports 
sent to Mr. Garvin; however, we 
do think we have been able to pre- 
sent a pretty fair cross section of 
our industry nationally. The value 
of this report would be greatly en- 
hanced if we were able to secure 
enough figures to show the con- 
ditions in each of the thirteen dis- 
tricts. 

This ten-year cross. section 
proves definitely that the future of 
the industry is not dim. 

My suggestion to the general 
manager and to the administra- 
tions that follow is that more at- 
tention be given each phase of the 
accounting and cost finding de- 
partments of our distributors and 
that assistance be given where it 
is needed, that a standard set of 
cost finding and financial report 
forms be made available for use of 
distributors in order that informa- 
tion needed to complete our re- 
ports would be at hand. 

Your Research Department is se- 
riously handicapped, not by lack 
of dealer interest but by failure of 
the dealers to have the complete 
details of their operations ready 
when they are called for. Mr. Gar- 
vin and the staff at headquarters 
are to be commended for the re- 
sults they have obtained. 

California has blazed the trail 
with her Fair Trade Act, and now 
fifteen other states have followed 
her example and we shall doubt- 
less witness the experiment of the 
age whereby it will be determined 
whether American business must 
operate under rules dictated by 

redatory competition or whether 
n our business where we sell our 
products to business men a fair 
price basis may be arrived at 
legaily and maintained legally. 
We can only hope California’s sen- 
sible supposition is maintained 
but it behooves us all to exercise 
constant vigilance to see the Acts 
are obeyed. 


How’s Business 


Your association’s Research De- 
partment asks each month for the 
percentage of increase or decrease 
in your business for the month 
against the same period of the 
as year. From 125 to 150 

rms send in these percentage fig- 
ures regularly. The results for the 
entire country and for your dis- 
trict tell you where you stand in 
relation to the others of the in- 


ustry. 

It is indeed valuable information 
for those watching the trend of 
our distribution and its scope 
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should be increased. Three times 
the number reporting these per- 
centages at present, should send 
their figures in. 

Work of the Administration 


I am delighted to tell you that 
we have had a truly fine adminis- 
tration. The officers, executive 
committee and governors have at 
all times given utmost codpera- 
tion and assistance. One remark- 
able phase of administrative work 
has en the willingness of our 
prominent members to share their 
trade secrets with others. Some 
of these men have gone to great 
lengths to be of definite assistance 
to smaller and less_ successful 
members, who have asked for in- 
formation and help. Such spirit is 
indicative of the fine gentlemen in 
our business who are willing to 
share the best with their less for- 
tunate neighbors. 

Dealers—Distribution 

While the farmers of our great 
Mid-West were holding festivals of 
prayer for rain, the gardeners of 
England were praying that rain 
would cease lest mildew and rot 
destroy their growing crops. 

This problem of distribution of 
all things great and small is diffi- 
cult to solve. Just as no man may 
control the weather, nor prophesy 
to what extent “Old Mother Na- 
ture” may take a hand in the 
plans of mice and men, so is it 
equally impossible to achieve a 
perfect state of distribution. Busi- 
ness will continue to roll to the 
man who knows how to meet the 
unusual situation at a profit to 
him. When we hear people talk- 
ing about equal division of na- 
tional resources, we should direct 
their attention to Russia, where no 
one has enough and as for me, I 
would rather live in a country 
where some have too much than 
to go to that extreme. 

Miscellaneous 

In recent years we have imbibed 
much alphabetical soup, but to us 
the many activities and publica- 
tions of The National Stationers 
Association have both vitalized 
and crystallized attention on the 
wide scope of our work. (Paren- 
thetically you get 26 services for 
your subscription of $30.00.) 

Perhaps our most important 
publication is The National Sta- 
tioner. It is our official organ and 
goes to all members, local associa- 
tions, 1700 retail salesmen, and 100 
trade associations. Following this, 
we have the bi-monthly Washing- 
ton News Letter, which annotates 
current items of interest to the 
trade. There is also the Sales 
News Letter, which goes to all re- 
tail salesmen. A most valuable 
service furnishing current, ac- 
tive, usable, profit producing sales 
ideas for your salesmen. Probably 
many of you cuss at times not 
knowing “who makes it and 
where.” Well, our information 
bureau can give you this informa- 
tion if you will drop them a post 
card. A very important service is 
the monthly survey, which deals 
with trends and percentages of in- 
crease and decrease. 

This year Mr. Garvin started 


something new under the title of 
Saturday Morning Memo, sent out 
weekly and it is really a memo of 
interesting tidbits. Of course, we 
have to have a G-Man Department 
and so “Flashes From Washing- 
ton” is the medium for getting 
emergency news to members, espe- 
cially when rubber check artists 
are busy. We also publish a valu- 
able yet simple sales course for re- 
tail salesmen under the name of 
The Stationer Sales Course. It is 
most appreciated by new men in 
the Industry. Our Station Radio- 
grams are so well known to you all 
that detailed comment is unnec- 
essary. 


Important Bulletins 


Very important bulletins are the 
“Surveys on Cost of Doing Busi- 
ness.” These publications dispense 
valuable information on percent- 
ages on cost of operation and cover 
chief items of overhead and gross 
expense, etc. Almost relative in 
importance is The National Sta- 
tioners Association Yardstick, 
whereby principles and policies are 
measured. 

Another new departure is The 
Manufacturers Bulletin Service, 
issued when it is necessary to im- 
part information relative to trade 
matters, tax and legislative infor- 
mation. 

Another most important activity 
is The Voice of the Field Division. 
I wonder how many of you can 
give me the definition of the 
“Field Division”? Ill use Paul 
Cheney’s. “The Field Division of 
The National Association of Sta- 
tioners was started for the purpose 
of providing a place for the travel- 
ing men. It is the National Asso- 
ciation of commercial stationery 
salesmen. If it is necessary to 
have a National Association of dis- 
tributors and manufacturers, then 
why is it not equally important to 
have a National Association of 
traveling men? They are a con- 
necting link between the two, the 
dynamic force that helps to sell 
the association, that puts real 
work behind all regional meet- 
ings.” 

The division has been under the 
jurisdiction of Paul W. Cheney, a 
vice-president during the past 
year and I am happy to say that 
the fast growing success of this 
division is entirely due to the way 
he has revived interest in its activ- 
ities. The bulletins have not only 
been interesting but increasingly 
instructive. Many manufacturers’ 
representatives have contributed a 
wealth of new ideas and helpful 
suggestions for store arrange- 
ments, window and merchandise 
displays. Coupled with this they 
have helped to eliminate waste, 
and have certainly created inter- 
est in the field of salesmanship by 
the sales contests that have been 
suggested. The ideas have been 
constructive and helpful to dealers 
in every section of the land. 


Other Activities 
Leaving the so-called bulletin 
services we come to various activi- 
ties more closely aligned with 
human endeavor. The dealers’ re- 
covery committee composed of 
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representative dealers; acts as a 
forum where matters of concern to 
all dealers are submitted for study 
and reaction. We likewise have 
the Sales Managers Division—a 
new group composed of sales man- 
agers who receive and study trade 
happenings and trends. Now let 
me refer to the Research Depart- 
ment. It does seem strange greater 
use is not made of this department 
which studies any reasonable 
problem submitted by members. 
It will conduct a confidential sur- 
vey into the cost of doing business 
and is really a most invaluable aid 
to members. Of course we have al] 
heard of the Loose Leaf Division— 
a group of manufacturers who sell 
primarily through dealers. We are 
hopeful that in the near future 
this division will be able to an- 
nounce greater progress. Prob- 
ably one of our most important 
committees is the National Council. 
Little is heard of its deliberation 
but it exercises much influence in 
the study of problems relating to 
the industry and trade. Now I de- 
sire to lay emphasis on the new 
Joint Committee on Steel Equip- 
ment. This committee is going to 
do a lot of fine constructive work 
in the interest of manufacturer 
and dealer alike. Its main object 
is to receive and study problems in 
the distribution of steel office 
equipment and I have no hesita- 
tion in saying that the joint com- 
mittee has got away to a fine start. 
It is hoped that something definite 
may be accomplished here at this 
convention to make this part of 
our business more profitable to the 
dealers through elimination or 
curtailment of large user agree- 
ments. We have, quite naturally, 
the board of control, comprising 
the thirteen governors; these are 
elected locally and together with 
the president and executive com- 
mittee are the governing body of 
our association. 
Local Associations 

Special mention must be made 
of the member local associations. 
The local associations are our life 
blood and through their codpera- 
tion and affiliation carry on very 
effective work. These bodies settle 
local problems locally. I have al- 
ready made considerable refer- 
ences to the regional meetings. As 
you know the meetings are held 
annually under the guidance of 
the governor. As these meetings 
are in reality, National Stationers 
Association conventions they have 
representatives from the associa- 
tion present to assist with the 
many problems of management 
that are presented. The National 
Stationers Association furnishes 
much material for local meetings 
and coédperates to the fullest ex- 
tent. Your president made ten 
trips during the past year to at- 
tend these interesting local meet- 
ings. 

Your national convention is, of 
course, the great yearly event. The 
one in progress today is the thirty- 
first and as it runs its course you, 
I hope, will find it to be interest- 
ing, educational and progressive. 
Last but not least we must say a 
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1. Mostly Weis. Seated: Karl Castle; 
H. A. Consor; W. R. Lindsay, West 
Coast Stationery & Printing Company, 
Los Angeles. Standing: Walter Nichols, 
Erwin Weis, Harry Nichols, Harold Me- 
Pike. 

2. S. Guy Norman, Hoosier Desk Com- 
pany. 

3. W. P. Kelly, Office Equipment Co., 
Louisville; George Litchfield, Jasper 
Chair Company; O. E. Stanfield, Office 
Equipment Company; William H. 
Brown, Jasper Chair; Guy Boyd, Shaw- 
Walker Co. 

4. Walter Ruedy, S. G. Adams Company. 
5. William Koch, Koch Bros. Des 
Moines; William Hoge, The General 
Fireproofing Co.; C. W. Redman and 
C. G. Tacke, The Texas Company; Leon 
Banov, manufacturers representative. 

6. Walter M. Brewer, Austin Safe & 
Desk Company, San Diego. 

7. Walter Dolliver, Providence Paper 
Co.; Donald Grant, McMillan Book 
Company; Walter Wilson, E. L. Free- 
man Co., Providence; Herbert Hoops, 
Moore Push Pin Co. 

8. C. B. Horr, Victor Safe & Equipment 
Company. 

9. Ernest Hazel, Jr., Lockwood-Hazel 
Co., Atchison, Kas.; C. N. Cahill, Auto- 
point Company; Mrs. C. N. Cahill; 
Grenville Davis, manufacturers repre- 
sentative; Claude Conger, Trussell Mfg. 
Co. 

10. John Ford, Peterson Lithographing 
& Printing Company, Omaha. 

11. B. E. Trautman, The Brooks Co., 
Cleveland; Joseph Leroux, The Frank- 
lin Printing Co., Toledo; Chas. E. Spath, 
The Brooks Company; Charles E. Davis, 
Automatic Pencil Sharpener Co. 

12. Edwin Baer, Baer’s, Canton, Ohio. 


word about the headquarters office 
at Washington. It’s a well organ- 
ized business institution, the staff 
is largely composed of young folks, 
intelligent, energetic, interesting, 
who realize that we get about as 
much out of life as we put into our 
work. The ordinary slow, lazy at- 
mosphere existent in most offices 
of associations is truly not ours. 
These people are up, and doing 
something all the time. 

Their leader, Mr. Garvin, is an 
inspiration. A most capable gen- 
tleman, with no end of enthusiasm 
for the great amount of work that 
comes before him. 

Keeping a national association 
functioning on an even keel calls 
for talent along diplomatic lines, 
because many of us ask for so 
much, and give so little in return. 

It has been no small task to co- 
ordinate the efforts of our head- 
quarters office to its present com- 
petency. 

And now in conclusion, let us 
cheerfully admit some _ salient 
facts. Business is better, and we 
know that prosperity is returning 
at an increased pace. Those of 
you who have contributed to the 
success of our Association have 
also hastened your own recovery 
and so we all meet today in a 
vastly more optimistic frame of 
mind knowing that our future is 
more hopeful. 
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Report of Resolutions Committee 


Be it resolved unanimously by 
the member exhibitors in the Five 
Centuries of Progress Exposition 
that they wish to express their 
sincere appreciation of the splen- 
did attendance at the booths, the 
deep interest shown by the dealers 
in the displays and to the Associa- 
tion for the opportunity provided 
for an exposition that became a 
real market place. Without ex- 
ception the exhibitors feel that the 
exposition was not only a great 
success but that it set a new — 
mark in business expositions. The 
exhibitors are proud to have been 
associated with the finest effort 
ever made in the stationery busi- 
ness 

> 7 > 

Be it resolved that it is the sense 
of the members of the Association 
that The National Stationers As- 
sociation should be represented at 
the next convention of the Sta- 
tioners Association of Great Bri- 


tain & Ireland and that our Gen- 
eral Manager be designated as the 
delegate of this Association and 
authorized to attend such meet- 
ing. 

Be it resolved that this conven- 
tion express its high appreciation 
of the splendid assistance and co- 
operation of Ralph Maneval, Pres- 
ident of the Wis-IIl Club, the Util- 
ity Committee associated with him 
and every member of the Club. 
The contribution made by the 
Wis-Ill Club to the success of this 
convention cannot be measured in 
words but we wish to thank this 
splendid organization and to con- 
gratulate them upon their fine 
trade and industry spirit. The 
Wis-Ill Club has the real appre- 
ciation of this convention and this 
committee instructs the Secretary 
to send formal notice of same to 
the officers of the Club. 

Be it resolved that the heartfelt 
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1. Joseph Hale, Rite-Rite Manufacturing 
Company; Stratton Terstegge, Binney & 
Smith Company. 

2. John Smythe, Geyer’s; Eldon Just, 
Just & Son; Harry Balch, Quality Park 
Envelope Company; William Boyd, 
Acco Products, Inc. 

3. Russell Carpenter, chairman of golf 
committee; H. T. Griswold, chairman, 
Chicago Convention Committee; F. C. 
Schaefer, new fourth vice-president. 
(All Sanford Manufacturing Company.) 
4. R. R. Fritz, Fulton Specialty Com- 
pany; Ben Josephson, Josephson Manu- 
facturing Company. 

5. Van Holt Hall, H. L. Hewson, W. H. 
Doerr, Glenn C. Chambers, Scripto 
Manufacturing Company. 

6. Hy Linden, Ace Fastener Company; 
Dick Gingland, Esterbrook Steel Pen 
Manufacturing Company; J. D. Mac- 
Morris, C. Howard Hunt Pen Company: 
M. A. Bredesen, Bredesen Brothers, Be- 
loit, Wise. 

7. Jack Linsky, Parrot Speed Fastener 
Company; J. A. Brown, J. R. Weldin 
Company, Pittsburgh, Penna. 

8. W. S. Plant, Western Bank & Office 
Supply Company, Oklahoma City; 
George Ohland, Metal Office Furniture 
Company; Dave D. Hunting, Metal Of- 
fice Furniture Company; H. Long- 
necker, A. Espenscheid, Peoria; W. H. 
Kessler, H. Niedecken Company, Mil- 
waukee. 

9. Harold McPike, Weis Manufacturing 
Company; William C. Clegg, president, 
N. S. A. 

10. Harrie Copeland, Wilson-Jones Com- 
pany; Harry Kulp, Wilson-Jones Com- 
pany; Bill Greenleaf, Paper Stationery 
and Tablet Manufacturers Association; 
Herman Price, Eagle Pencil Company. 


appreciation of everyone present 
at this convention is expressed to 
Mr. Hal Griswold, General Chair- 
man of the Chicago Committee, to 
each and every one of the asso- 
ciate chairmen and sub-committee 
chairmen and to every member 
of the Chicago Committee for a 
splendid accomplishment. The 
work of the Chicago Committee 
insured the success of this great 
meeting and the untiring efforts 
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1. Al Skibbe, Associated Stationers Sup- 
ply Company; George Cormack, Wilson- 
Jones Company; Fred Seymour, Hor- 
der’s, Inc. 

2. Lou Wingert, manufacturers’ repre- 
sentative; Charles Demaree, C. 8. Dem- 
aree Stationery Company; Jim McKib- 
ben, Security Stationery Company 
(something over three hundred pounds 
of good nature). 

3. Wesley Beckwith and Albert Tangora, 
Royal Typewriter Company, Inc. 

1. E. C. Clifton, Cooke & Cobb Com- 
pany; Alex Patterson, All-Steel-Equip 
Company; H. E. Monroe, Business 
Equipment Company, Huntsville, Ala. 
5. Homer Weber, Richard Best Pencil 
Company; Al Bartens, Shallcross Print- 
ing & Stationery Company, St. Louis; 
Fred R. Smart, general secretary, Sta- 
tioners Guild of Canada; Alf. W. Me- 
Naughton, W. V. Dawson, Ltd., presi- 
dent, Commercial Stationers Association 
of Toronto. 

6. Walter Dolliver, Providence Paper 
Company; S. M. Babson, Bates Manu- 
facturing Company. 

7. Ted Caswell, F. S. Webster Company: 
Harry Tehan, Charles M. Higgins & 
Company; Fred Smart, general secretary 
Stationers Guild of Canada; John 
Krueger, F. S. Webster Company. 

8. Fred Christensen, S. E. & M. Vernon; 
Fred Adams, McMillan Book Company. 
9. J. A. Brown, J. R. Weldin Company, 
Pittsburgh, Penna.; J. R. Davies, Moore 
Push Pin Company; Eberhard Faber, 
of Eberhard Faber Pencil Company; 
George Hausam, Hutchinson Office Sup- 
ply & Printing Company. 

10. Ebenezer Wallace, Southern Cali- 
fornia Stationers; C. C, Carpenter. 


of the committee were a marvel 
to all who are familiar with them. 
Therefore, be it resolved that The 
National Stationers Association 
hereby express its appreciation 
and gratitude to Mr. Griswold and 
his entire group and orders that 
this resolution be inscribed on the 
permanent minutes of the Asso- 
ciation and that copies be sent to 
each and every member of the 
committee. 
* ” * 

Be it resolved by the Officers and 
administration and management 
of The National Stationers’ Asso- 


ciation that we hereby express our 
appreciation of the splendid serv- 
ice accorded by the Palmer House 
and its management of this con- 
vention. The cooperation has been 
complete, the service has been of 
the highest class and the hotel has 
contributed in no small way to the 
success of this great meeting. 
* > * 

Be it resolved that the Manu- 
facturers Division hereby records 
its appreciation of the splendid 
service given by Mr. Harry Tehan 
of the Chas. M. Higgins Company, 
Brooklyn, N. Y., as Chairman of 
the Exposition Committee. Mr. 
Tehan’s untiring effort, never- 
failing good humor and splendid 
management, contributed greatly 
to the success of the Exposition 
and the Manufacturers Division 
goes on record in appreciation of 
Mr. Tehan’s service. 

+. + > 

Be it resolved that the Associa- 
tion hereby tenders its sincere 
thanks to Mrs. Karl Castle and all 
the members of the Ladies Com- 
mittee. The Ladies Entertainment 
has been splendid, continuous and 
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of the highest fraternal worth. 
The convention appreciates deeply 
the splendid hospitality of the 
Chicago ladies and hereby records 
its appreciation of same. 

2 * e 


Be it resolved that the Associa- 
tion expresses its appreciation of 
the courtesy of Mr. Fred Seymour 
and Mr. Harry Horder of Horder’s, 
for their splendid codperation in 
providing the window dressing 
demonstration and that the ap- 
preciation of the Association is ex- 
tended to the young men who took 
part in the demonstration and to 
the management of Horder’s for 
their fine courtesy in providing the 
demonstration. (Wilson and Wil- 
kinson.) 

+. . * 

Be it resolved that the dealers 
go on record as opposing the prac- 
tice of manufacturers in setting 
up a price to School Boards and 
allowing Dealers only 10% com- 
mission. 

. * 

From the Executive Committee: 
Be it resolved that the Association 
hereby recognizes the splendid 








44 


contribution made by Mr. Evan 
Johnson, Editor of Office Appli- 
ances in the formulation of the 
book, “Along the Way With N. S. 
A.”, which was distributed to all 
delegates at the convention. It is 
recognized that this book imme- 
diately becomes a permanent ad- 
dition to the library of the Na- 
tional Association and will be a 
valuable reference book in all the 
years to come. To Mr. Johnson and 
his associates and Office Appli- 
ances, this Association hereby ex- 
presses its great appreciation for 
his splendid Association spirit in 
voluntarily making this great con- 
tribution to the success of the 
Convention. 

From the Board of Control—Re- 
solved that the National Station- 
ers Association hereby goes on rec- 
ord as being heartily in sympathy 
with the work of the U. S. Cham- 
ber of Commerce in its effort to 
combat subversive activities in the 
United States of America. The 
National Stationers Association 
expresses its unalterable opposi- 
tion to any plan which permits 


those who would destroy our insti- 
tutions and have no respect for 
our flag to be allowed a continued 
residence in this country. 

a © * 


From the Board of Control—Re- 
solved that the Association hereby 
expresses its appreciation of the 
action of the Chas. M. Higgins 
Company in offering a cup for the 
most outstanding contribution 
made by any governor during the 
year and instructs the Secretary 
to inform the Charles Higgins 
Company of the appreciation of 
the officers and administration. 


Resolution by California 
Delegation 

Whereas the Manufacturers of 
the Greeting Card Association are 
in the habit of designating the re- 
tail selling price upon Everyday 
and Season cards, and whereas the 
50% discount allowed from the 
designated price does not allow for 
sufficient compensation for han- 
dling this type of merchandise, 
and whereas, in addition, Season- 
able cards, necessitate a carry over 
of the unsold portion for a whole 
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year and whereas there is a con- 
siderable amount of _ spoilage 
through display, 

Therefore, be it resolved that it 
is the sense of this meeting that 
if the Greeting Card Manufactur- 
ers are to determine the retail sell- 
ing price upon cards, they should 
put a value into the cards which 
would allow for a discount of 60% 
to the Dealer. 

Be it further resolved that a 
copy of this resolution be for- 
warded to each member of the 
Greeting Card Manufacturers As- 
sociation, as well as to the secre- 
tary of their Association with the 
request that their response be 
communicated to our General 
Manager, Mr. Charles P. Garvin. 

ARTHUR WALKER, 
Chairman. 

CRAIG SHEAFFER. 

C. C. HOLLEY. 

HERMAN PRICE. 

WILLIAM SCHMIEDERER. 

WILLIAM JOHNSTON. 

TOM PELLY. 

ED KEELING. 

FRANK WATERMAN. 

REG TUSSING. 


Report of Necrology Committee 


Mr. President, Gentlemen of the 

Convention: 

It is no perfunctory ceremony 
when this Association writes upon 
the minutes the roll of members 
who have passed away since the 
last convention. Respectful trib- 
ute, richly deserved and gladly 
paid, marks a significant point in 
the program of this great gather- 
ing. 

It would be a sorry day for in- 
dustry if individuals should cease 
to count. It would be a sad out- 
look for our Association if the bond 
of friendship should become so 
frail that the hand of death could 
break it. The recognition of true 
service rendered and the realiza- 
tion that friendships were not 
made for time alone augur well for 
that larger understanding of our 
common enterprise which lifts it 
to a plane of permanence. 

Throughout the proceedings of 
this convention, the note of crea- 
tive effort has been struck. This 
has been a convention of builders; 
in a larger sense, builders of more 
stately mansions for the soul of 
industry. As the roll of departed 
comrades is read to you, that crea- 
tive note, that philosophy of build- 
ing, will take on a deeper tone and 
hold a finer meaning. For we have 
not built, nor shall we build, alone. 
We are sharers in a partnership of 
builders that includes those passed 
beyond our sight and those we 
have not seen. We are sharers 
with them in a plan we did not 
make, and cannot thwart, a plan 
for building out of common stuff 
and clay the cathedral of our fin- 
est dreams. 

You will hear the reading of a 
list of names; yet, not a list, nor 
merely names. Individual men, 
comrades, partners, will stand be- 
fore your thought. Not one of 
them but had a friend. Not one 
but gave his friendship. Not one 


but laid his hand to the building 
of something we shall not lose. 

Words spoken here and written 
on the minutes may phrase a trib- 
ute. The tribute that avails lies 
deeper. That tribute will be paid, 
not by those who speak, but by 
those who feel, by those who sense, 
as they hear the reading of the roll 
—and long, long after—that some- 
how this experience that we call 
living, with its industry and com- 
merce, its joys and battles, its 
building and creating, its enduring 
values that no man can wreck or 
change, is good. By those who 
feel, and by those who sense the 
place of friendship in the incom- 
parable scheme that men call Des- 
tiny is true tribute made complete. 

Gentlemen of the convention, we 
read you the roll of the builders 
who have gone one step ahead:— 

Theodore Steinmueller, presi- 
dent of Lucas Bros., Baltimore, Md. 

Bill Braden, president of Mid- 
West Travelers Club, Kansas City. 

George Hausam, Jr., Hutchinson 
Office Supply & Printing Com- 
pany, Hutchinson, Kas. 

George Mandeville, vice-presi- 
dent of Wilson-Jones Company. 

Lauron Hanford, president of 
Lowman & Hanford Company, 
Seattle, Wash. 

Charles Joseph Frechette, vice- 
president, treasurer and director 
of The Wahl Company, Chicago. 

W. J. Harvey, Eagle Pencil Co. 

Jack Grey, Kansas City, Mo. 

Melvin S. Workman, The Car- 
ter’s Ink Co., Tenafly, N. J. 

Sealy Hutchings, president of 
Clarke & Courts, Dallas, Tex. 

Henry C. Yeiser, Jr., former pres- 
ident, The Globe-Wernicke Co., 
Miami, Fla. 

Arthur C. Bainbridge, Bain- 
bridge, Kimpton & Haupt, Inc., 
New York, N. Y. 

J. A. White, F. S. Webster Com- 
pany, Chicago, Il. 


J. H. Parkin, Parkin Prtg. & 
Staty. Co., Little Rock, Ark. 

William A. Gillam of Gillam 
Stationery Company, Seattle, 
Wash. 

J.S. A. Wittke, former president 
of J. G. Shaw Blank Book Co. 

George M. Cunningham, Dallas, 
Tex. 

Elmer E. Cornwell, general sales 
manager, National Blank Book Co., 
Holyoke, Mass. 

Lee Coleman, E. L. White & Co., 
Ft. Worth, Tex. 

William E. Eno, Meyer & Thal- 
heimer, Baltimore, Md. 

J. J. Walsh, Miller-Davis, Min- 
neapolis, Minn. 

C. W. Heppner, J. K. Gill Com- 
pany, Portland, Ore. 

D. F. McLeod, S. E. & M. Vernon, 
New York, N. Y. 

Robin Hibbard, Grimes-Stass- 
forth, Los Angeles, Calif. 

H. C. Landon, Alvah Bushnell 
Co., Philadelphia, Pa. 

John E. Meyer, John E. Meyer, 
Inc., New York, N. Y. 

William Henry Kistler, presi- 
dent, Kistler Stationery Company, 
Denver, Colo. 

E. W. Childs, S. D. Childs & Com- 
pany, Chicago, Ill. 

H. F. Marquardt, representing 
Roaring Springs Blank Book Co., 
Philadelphia, Pa. 

Walter E. Frederick, Shaw & 
Borden Company, Spokane, Wash. 

C. A. Lockwood, Lockwood-Hazel 
Prtg. & Staty. Co., Atchinson, Kas. 

Charles G. Herold, Oxford Filing 
Supply Co., Brooklyn, N. Y. 

Wilmer W. Shepherd, secretary, 
J. W. Burke Company, Macon, Ga. 

S. S. French. 


W. H. GREENLEAF, 
Chairman. 


F. H. CASWELL. 
RALPH MANEVAL. 
J.S. SPROTT. 
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1. John Fitzpatrick, Record Products 
Co.; Otto Kretchmer, Frank H. Cal- 
houn, both Peerless Key-Imperial Mfg. 
Co.; Fred Greenwood. 

2. Paul Hooker, Decker Brothers, La- 
fayette, Ind.; Ike Cornish, Yawman and 
Erbe Mfg. Company. 

3. G. J. Aigner, G. J. Aigner Co.; Wil- 
liam Schmiederer, Buxton & Skinner 
Printing & Stationery Co., St. Louis; R. 
M. Tussing, Victor Safe & Equip., Inc., 
Evan Johnson, Office Appliances. 

4. Stratton Terstegge, Binney & Smith 
Co., and E. J. Mitchell. 


5. Frank Ryan, Sanford Mfg. Co.; Henri 
Petetin, Petetin, Inc., New Orleans; H. 
H. Wittstein, manufacturers representa- 
tive; Frank Cooper, Codo Mfg. Co. 


6. Fred Tracht, U. of C. Bookstore; Eric 
Behmer, Marshall-Jackson. 

7. B. G. Gerber, Horder’s; Mrs. Gerber; 
Ed Schapiro, Horder’s; Mrs. Schapiro; 
Norman Pearce, Eberhard Faber; Mrs. 
Pearce; Jack Fecho, Burrows Brothers 
Company, Cleveland. 


8. Walter Wyman, The Carter’s Ink 
Company; Bill Cox, The Carter’s Ink 
Co. 

9. Elmer Dalldorf, John Leslie Paper 
Company, Minneapolis; Mrs. Sterley 
Jerue; Sterley Jerue, McClain & Hed- 
man, St. Paul; Mrs. Matt Dillon, Asso- 
ciated Stationers Supply Co. 


10. E. G. Harpold, J. L. Hanson Com- 
pany; C. W. Leonard, C. W. Leonard 
& Company, Detroit. 

ll. A. J. Walker, Farnham Printing & 
School Supply Company, Minneapolis: 
Fred Adams, McMillan Company; Bill 
Reuter, Crowley Reuter Stationery Com- 
pany, Kansas City, Mo.; Guy Hamlin, 
McMillan Book Co. 

12. Rowland Waltz, John W. Graham 
Company, Spokane, Wash.; Sidney Col- 
lins, Automatic Pencil Sharpener Co. 


Report of Credentials 
Committee 


The credentials committee begs 
to submit the following report and 
also asks for the indulgence of the 
group in that we have had such a 
tremendous registration, breaking 
all records, that while the totals 
are correct some of the detail has 
had to be eliminated. 

Registrations at this convention 
included: 

187 ladies 
13 representatives of the press 
124 manufacturers 
184 traveler’s and manufacturer's 
representatives 
447 dealers 
77 dealer’s session registrations 
Making a total of 1,032. 
Respectfully submitted, 
Ed Little, chairman 
Tom Emerson 
Harold Carithers 
Jack Tamany 
Harold Hampton 








Convention Addresses 


President's Address to Dealers 


S a distributor I am experienc- 

ing the same difficulties and 
tribulations to which you are sub- 
mitted. It is therefore quite natu- 
ral that I can talk in a very inti- 
mate way on certain problems 
confronting us. 

During my visits to various re- 
gional meetings I had the pleas- 
ure of making hundreds of new 
friends and renewing many old 
acquaintances; of discussing se- 
rious phases of our business with 
many stationers throughout the 
country. 

There are those of you who, no 
doubt, recall that I talked about 
the fact that no man could oper- 
ate his business at a loss over an 
extended period and survive. I do 
not believe that the manufacturers 
are nearly always to blame for 
losses that dealers sustain. They 
seem to be a convenient medium 
upon which to hang grievances, 
but price cutting is really our own 
problem and can only be solved if 
the dealers themselves will take a 
stronger attitude and maintain it 
over a period of years. Of course, 
we — up against the fact that 
the small percentage of our mem- 
bership are large distributors and 
the greater number small opera- 
tors. However, if the truth were 
known the smaller percentage 
group rules. Let us dismiss from 
our minds the direct selling and 
the mail order outfits that give us 
our continual headaches. We are 
always going to have them and 
can only be hopeful that we will, 
through the beneficial power of 
our National Association, be able 
to become better salesmen, to ren- 
der such superior service through 
the sale of quality products that 
these outfits will get little of our 
business. 

My talk with you this morning 
is on the question of Dealer Sur- 
vival. I have repeatedly advocated 
the maintenance of proper cost 
systems if we hope to make money 
Our course must be charted—we 
must budget expenditures and an- 
ticipate our reserves for taxation 

I know the problem of special 
discounts to large users is a thorny 
one, and admire the distributors 
that have awakened to the realiza- 
tion of the fact that one man’s 
dollar is no better than that of 
another These dealers have 
quickly put themselves in the po- 
sition to make better profits. 

The Steel Furniture Situation 

Ample food for thought is pro- 
vided in the statement of fact that 
there are 163 large user agree- 
ments in force today between our 
Steel Institute members and big 
industry. The dollars of big busi- 
ness look very much larger to the 
Steel Institute members than 
those of our customers. I often 
wonder where the volume really 
comes from, and I need not add 
any comment other than the old 
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saying, “By their works ye shall 
know them.” 

Regardless of which political 
party is in power in this country, 
there is going to be some form of 
government price regulation in 
business. The people of America 
expect it and the manufacturers 
know that although the Robinson- 
Patman Bill is not perfect, there 
will be some subsequent legislation 
which will take into greater con- 
sideration the consumer interest, 
and if the consumer interest is 
protected it naturally follows that 
the dealer is going to have some 
protection too. 

Consumer Co-Operatives 

Whether we like it or not there 
is a definite increase in interest in 
consumer codperatives and fear 
of them is evident. 

Commercial stationers and office 
outfitters assemble and sell such 
goods as may be best described as 
operating supplies and accessory 
equipment, ordinarily sold to in- 
dustrial and commercial firms 
rather than to individuals. It is 
an impossibility for all the various 
kinds of commercial interests to 
get together for codperative buy- 
ing, but now and then we find one 
industry doing it. Our association 
can lick this competition through 
the united action of manufactur- 
ers and distributors, by refusing to 
value one man’s business higher 
than that of another. There is not 
much cause for alarm at the mo- 
ment but the enthusiasm is grow- 
ing and we should at least use our 
good influence in preventing gov- 
ernment loans to these groups. 

There are still many who figure 
they can sell merchandise at fif- 
teen per cent to twenty per cent 
above cost and keep in the black. 
That may be possible in a few in- 
stances, but if business is run on a 
hm pd financial basis—if service 

as some value and if we pay our 
people an adequate wage, we know 
that a mark-up of twenty per cent 
is futile. We have no moral right 
to give preferential discounts to 
the big customer and not the little 
fellow, because in hard times it is 
the little fellow who carries the 
burden. His business is just as 
valuable as that of the big cus- 
tomer. Every man in these United 
States has the God-given right un- 
der the constitution of this coun- 
try to go into business and make 
a living. We hear a certain amount 
of loose talk about the constitu- 
tion and the pros and cons as to 
whether it is to be thrown into the 
discard, but whatever may happen 
to the grand old document, the 
right to exist in America will al- 
ways be maintained. Therefore 
the big dealer has no moral or 
economic right to try and squeeze 
out the little fellow by cutting 


prices to such a level that they 
disorganize the whole industry. 
And the small dealer must realize 
that manufacturers’ list prices are 
meant to be maintained not only 
for his benefit, but for the benefit 
of distributors in the community 
in which he lives and does busi- 
ness. We have to remember we 
are an integral part of the com- 
munity. 

Let us digress for a moment and 
ask ourselves two questions: 

(1) Who is rich today? 

(2) What communities are rich? 
Certainly not those individuals 
and communities burdened with a 
debt that cannot be liquidated. 
The values that were rated so high 
in the days of frenzied finance are 
now shrunken to a shadow of their 
former size. 

When credit is plentiful, the big 
cities can command it in any 
quantity and resourceful finan- 
ciers can buy up whole towns and 
communities, but such possessions 
are valueless except to those who 
have the capacity to enjoy them. 
The wise business man, therefore, 
distinguishes between artificial 
and permanent values. If he can 
afford them, he may well own 
some of each, but every man 
should try to acquire a paid-up in- 
terest in something of a funda- 
mental! value. 

We might easily sum up and say 
that business today is absolutely a 
fight for existence. There is no 
denying that fact. There is a pos- 
sible solution of the problem and 
that is recognition of legitimate 
competition. My institution has 
men out all the time in the field, 
but those men are forbidden to go 
into any city or town where we 
have a recognized competitor who 
is operating on a straightforward 
basis. We respect the fact that 
our competitors have to pay taxes 
and support the local community 
and that we have no right to go 
into their pasture and take away 
that which is rightfully their busi- 
ness. Our competitors reciprocate 
and I doubt very much if there is 
a state in the union where there is 
greater reciprocity among distrib- 
utors. We go out of our way to 
encourage the really small distrib- 
utor to keep his prices in line with 
the rest of us and I am happy to 
say the plan has been tremen- 
dously successful. 

Instead of trying to steal your 
competitors’ business why don’t 
some of you go out into the field 
and extend your own sphere of 
service? In every state and in ev- 
ery city there are millions and mil- 
lions of dollars’ worth of undis- 
covered business, far more than 
any of us can handle singly with 
the capital at our disposal. The 
point of saturation has not been 
reached. We can establish lines of 
manufacturers who give us one 
hundred per cent codperation and 
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1. L. C. Begole, Richmond & Backus 
Company, Detroit; W. E. Barie, Rich- 
mond & Backus Company, Detroit. 

2. Jack Gram, J. L. Hanson Company; 
Steve Stout, Wilson-Jones Company; Ed 
Perry, Trussell Mfg. Co.; Dave Me- 
Conaughey, Roth Office Equipment Co.. 
Dayton. 

3. Bill Colborn, Colborn Stationery 
Company, Grand Forks, N. D.; G. O. 
Colborn, Colborn School Supply Co. 

4. R. C. Hamilton, Evansville Desk 
Company; A, C. Lamphin, Imperial 
Desk Company; W. S. Read, St. Paul 
Book & Stationery Co.; B. J. Westdal, 
Interstate Stationers, Williston, N. D. 
Probably only conventionite of Ice- 
landic origin. 

5. Paul Buckwalter, National Blank 
Book Co.; F. F. Harris, The Carter's 
Ink Co. 

6. M. Sokolec, M. Lipsky, W. Sokelec, 
Al Sokolee. All Reliable Stationery 
Company, Chicago. 

7. Karl Kiesel, The Carter’s Ink Co.; 
Gordon Kickels, The Globe-Wernicke 
Co. 

8. Ray Weissenborn, General Pencil 
Company; Harry Yager, David Kahn, 
Inc.; Al C. Davidson, Los Angeles; E. J. 
Bradley, Conklin Pen Company; Lou 
Tavernier, Fulton Specialty Company. 
9. Harvey E. Rivera, Dameron-Pierson 
Co., New Orleans; K. L. Boyer, Newell 
B. Newton Company, Toledo. 

10. H. L. MeFarlan, Esterbrook Steel 
Pen Mfg. Co., Albert McLane, Spen- 
cerian Pen Company; J. E. MacMorris, 
C. Howard Hunt Pen Company; Chuck 
Lofgren, Sanford Mfg. Co. 

ll. Joe Hildreth, globe-trotter; E. J. 
Lessard, Lessard Printing & Stationery 
Co., St, Louis. 

12. George Cormack, Wilson-Jones Co.; 
Lloyd Keenan, Wilson-Jones; Harry 
Tehan, Charles M. Higgins & Co.; E. F. 
Dooley, Wilson-Jones Co. 


who will help us through bad times 
as well as good. We can go out 
into the field and create the desire 
to purchase their merchandise, 
never having to bother eo 
prices—this can be done. en- 
ever I have found a manufacturer 
practising shady tactics with my 
institution, from that day on we 
have been just out of orders for 
his salesman. 

The problems of profit and dis- 
tribution are just as vital to us as 
they are to the manufacturer. We 
cannot expect a manufacturer to 
sit down and wait for a lazy dealer 
to do something. On the other 
hand, we cannot expect to become 
enthused over a product about 
which the manufacturer’s sales- 
man has given us little or no in- 
formation. I trust you will dis- 
associate me with any idea of ego- 
tism in the following remark: 
When a salesman comes into our 
institution for the first time and 
we think he has something worth 
while, we never give him a nega- 
tive nor a positive answer. We 
make him go out and talk to all 
our salesmen to find out what they 
think about it, because after all, 
they are the men who sell the mer- 
chandise. If our salesmen become 
enthused and the manufacturer’s 
representative shows signs that he 
wants to stick around and give the 
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men a full education about the 
product then we are willing to 
stock it, but when we find a manu- 
facturer’s salesman is only con- 
cerned in dumping his merchan- 
dise, he might just as well have 
saved his time. Try that in your 
business, gentlemen, and you will 
find it pays you one hundred per 
cent because we all known it is fa- 
tal to send any salesman out into 
the field with an inaccurate knowl- 
edge of the merchandise he has to 
offer. 

Now, just one more problem, and 
it is more or less relative to the 
morale of the distributors. We 
cannot always get the business. If 
we were sure of getting all the or- 
ders there would be no competi- 
tion, and competition is the spice 
of life, but when a competitor has 
gone in and beaten you to the post 
and secured the order, then be big 


enough not to go back to that 
buyer and kick against the com- 
petitor or belittle his product. It 
doesn’t get the “bellyachers” any- 
where,—besides it lowers the mo- 
rale of the industry. 

Let me touch briefly on the fu- 
ture outlook. There is no doubt 
but what higher labor costs are on 
the way. The American worker 
is beginning to realize the close 
tie-up between his wages and his 
company’s financial condition. 
Pressure for increased wage rates 
is seen in many industries. 

It takes some time for higher 
raw material costs to be added to 
our invoices and I believe we 
should adopt a liberal policy on in- 
ventories. 

We should investigate the possi- 
bilities of every new product avail- 
able, buy items and lines that we 
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can secure exclusive distribution 
on in order to lighten competition. 
By doing so we radically decrease 
sales resistance and secure better 
margins of profit. 

We are going to need better 
margins because our costs of doing 
business are going to increase. 

In concluding, let me offer three 
constructive suggestions: 

(1) Be willing to live and let 

live. 

(2) Play ball with your com- 
petitors. 

(3) Make life agreeable for all 
who come in contact with 
you. 

We are going forward to greater 
prosperity, but the man develop- 
ing a cynical grouch against his 
fellow dealers, the manufacturers 
in particular and the world in gen- 
eral, will succumb to economic ad- 
versity. 


President's Address to Manufacturers 


CAME over here this afternoon 

for two reasons: first because 
it’s an old custom for the presi- 
dent of the association to address 
the manufacturers at the annual 
convention, and second, because I 
wanted to. 

For once in my life I feel per- 
fectly at ease, because Iam among 
friends. You have my esteem and 
respect for what I honestly believe 
you are trying to accomplish with- 
in this industry. Last year my 
predecessor told you that The Na- 
tional Stationers Association was 
one of the leading trade associa- 
tions in the country; that one of 
its chief functions is to endeavor to 
secure intelligent distribution 
throughout the country of prod- 
ucts of the legitimate manufac- 
turers. 

Mr. Morgan had asked for sin- 
cere, honest codperation of manu- 
facturers in order that our industry 
might be re-established on a sound 
economical basis. With some few 
exceptions I believe you gentlemen 
have leaned over backward to do 
just that. I know in my own in- 
stance and not because of the po- 
sition I have held as president of 
this association, I have had that 
honest, sincere help that I have re- 
quired to conduct a business of 
distribution, profitably. Other dis- 
tributors throughout the country 
have evidenced this same atti- 
tude. 

Declaration of Policy 

The majority of manufacturing 
members of our association have 
declared their sales policies to the 
dealers. I believe that this is one 
thing the association has done to 
help stabilize distribution. Surely 
it has separated the wheat from 
the chaff and dealers know who to 
depend upon. When we enter into 
an agreement to sell the products 
of a manufacturer we know what 
to expect. Likewise, manufacturers 
have profited through a more loyal 
group of dealers. A better under- 
standing among men eliminates 
greed. 

Prices and Price Control 
I think the surest and quickest 
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way to give the average dealer a 
first class case of the “mully- 
grubs” is to send him notice of 
price reductions. He immediately 
checks his inventories to find out 
how many of his dollars have 
taken wings. Dealers are vitally 
interested in being able to reduce 
the selling price on manufactured 
products but they are not inter- 
ested in continued losses sustained 
on inventories. More consideration 
is asked of you, before price 
changes are made, to enable your 
distributors to adjust their stocks 
to the new levels. 
The Large Versus the Small 

It has been said that great ag- 
gregations of capital can destroy 
small competitors, and labor can 
be reduced to the status of in- 
voluntary slavery. 

No great aggregations of capital 
exist within our industry. Little 
desire is evidenced on the part of 
our manufacturers to be rid of 
competition and our institutions 
are not of great size hence we have 
a higher regard for the folks that 
we employ and are more generally 
interested in their welfare. 

But the fight rages on within 
two or three groups of our manu- 
facturers, between the big fellows 
and the small operators. Lead 
pencils and steel furniture are 
holding the spotlight at the mo- 
ment. 

The Big of the pencil industry 
offer good pencils at or near a dol- 
lar per gross because the Small 
force the issue. The Big of the 
Steel Institute offer the Big of in- 
dustry special concessions because 
of the fear of losing the business 
to smaller manufacturers who are 
not in the Institute. 

My opinion is that there is a 
place in every industry for the 
small operator provided that he 
can so conduct his operations that 
he can offer the consumer a better 
product than those of the major 
producers. There are definite ad- 
vantages in being big—the public 
is attracted by advertising and the 


general opinion that there is stab- 
ility in size. It’s a tough assign- 
ment for a small producer to offer 
better values and the job never can 
be done by imitating the policies 
of the larger companies. It can be 
accomplished by a program di- 
rected toward the reduction of ex- 
pense than by applying the savings 
effected to the improvement of 
their products. 

The majority of dealer members 
of this association are interested 
in the merchandising of quality 
products rather than price prod- 
ucts, they want a stabilized mar- 
ket through which both manufac- 
turers and distributors may oper- 
ate profitably. 

It does seem that our industry 
problems should be worked out by 
ourselves through the application 
of common sense principles. 

Steel Furniture Institute Cam- 

paign of Education 

A definite step in the right direc- 
tion—it is constructive, it is in line 
with the objects of this association 
and it will succeed to the extent of 
the codperative spirit it creates 
among manufacturers and be- 
tween manufacturers and dealers. 

I suggest that the Steel Insti- 
tute cooperate with the new ad- 
ministration of this association in 
view of carrying these fine prin- 
ciples to more distributors and en- 
larging the effectiveness of the 
work that has already been most 
expensive for the steel furniture 
manufacturers. 

Legislation 

Government regulation of busi- 
ness so far has been ineffective be- 
cause it has been un-American. 
We like to think that we are capa- 
ble of running our own affairs. 
Let’s look at this most recent baby, 
“The Robinson-Patman Act.” It 
is popularly known as anti-Chain- 
Store legislation, however; it is, as 
it is written, much more, and could 
be so interpreted that it would 
govern almost any kind of business 
transaction. That it will not be 
so interpreted remains to be seen. 
It is at least revolutionary and will 
necessitate revamping of many 
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Top, Left, Left to Right: M. I. Levine, 
Reliance Pencil Company; Dave Me- 
Conaughey, Springfield, O.; Ed South- 
worth, Southworth Company; Ed Perry, 
Trussell Manufacturing Company; Jack 
L. Abbott, Ace Fastener Company; 
Jack Kuresman, Pounsford Stationery 
Company, Cincinnati, O. 
Top, Right, Left to Right: Frank 


Palmer, Eaton Paper Company; Mrs. 


sales practices and accounting 
methods to meet requirements of 
the Federal Trade Commission 
“if” it is enforced. 

Despite all our troubles our busi- 
ness has been relatively free from 
interference. We have only to 
compare the regimentation of 
business under Nazi and Fascist 
rule to realize that we still live in 
the land of liberty. There have 
been some attempts to regulate us 
but so far our industry has been 
able to withstand assaults. The 
trouble is there has been so much 
misrepresentation by both sides 
that prejudice has been created 
with a result that hasty legislation 
has been enacted to our disadvan- 
tage. Business must remain free 
of control otherwise there is a 
sense of insecurity. However, we 
have got to face facts as they are 
and no matter whether the Repub- 
licans or Democrats are returned 
to power in November business is 
going to be regulated in the public 
interest. Our only bother is we do 
not know to what degree it will be 
carried, but the majority of people 
in this country today, rightly or 
wrongly, want business regulated. 

The Loose Leaf Institute and the 
Loose Leaf division represent a 
specific trade problem among the 
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H. S. Morgan: Uncle Charlie Small, 
Manufacturers’ Representative; H. E. 
Hedges, Hedges Manufacturing Com- 
pany. 
Bottom, Left, Left to Right: H. O. Prae- 
torius, John P. Morton Company, Louis- 
ville; Walter Dolliver, Providence 
Paper Company, wearing Don Grant’s 
Roomy Vest; Don Grant, McMillan 
Book Company; Harry Birt, Byron 


loose leaf manufacturers. The 
Loose Leaf division seems to con- 
fine its sales almost entirely to 
commercial stationers while the 
other group seeks outlets through 
additional channels. We have kept 
the Loose Leaf division together 
because those manufacturers 
whose major problem is the one of 
distributing through dealers have 
a great deal in common but we still 
think that the group who make up 
the Institute could accomplish 
greater results and more economi- 
cally by working together with the 
division as a unit through the 
available facilities of The National 
Stationers Association. In unity 
there is strength and perhaps a 
happier situation. After all, loose 
leaf products are the foundation 
of accounting systems, our bread 
and butter items, and we look to 
this group of manufacturers for 
the maintenance of sound policies. 

The commercial stationer of this 
country is a tremendous outlet for 
loose leaf products, but you must 
realize that distributors are being 
forced into manufacture of goods 
through unsound methods of some 
manufacturers. 

Not so long ago it was common 
for us to consider that business 
was limited in volume, so that for 
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Weston Company. 

Bottom, Center, G. S. Thorn, Paul An- 
derson Company, San Antonio, Tex., 
“As near the Alamo as possible.” 
Right, Center, Left to Right: G. P. 
Schill, McJunkin Advertising Company; 
Harry Yager, David Kahn, Inc. 
Right, Bottom, Left to Right: C. C. 
Shee, Oakville Company; Lou Taver- 
nier, Fulton Specialty Company. 


anyone to increase in a restricted 
field some others must decrease. 
More recently, it has been univer- 
sally recognized that markets for 
our basic commodities have no 
fixed limits and that only the abil- 
ity of those interested, the service 
rendered and the —— of the 
product limit their sale. This 
country needs rebuilding today as 
never before. Opportunities are 
here in an unprecedented degree. 
Opportunity for the sale of new 
systems, for new equipment and 
new ideas for economical produc- 
tion and operation in all manner 
of business. Manufacturers must 
lead the dealers to this business, 
the light of these opportunities 
must be cast before them by the 
manufacturers’ salesmen. Send 
forth men capable of knowing the 
application of the things you 
make. Let them tell dealers’ sales- 
men the whys and wherefores of 
your products and demonstrate 
your proven selling methods. 
Every dealers’ salesman is looking 
for new volume and when it is se- 
cured through you he becomes a 
friend to your house. 


Gentlemen, you can do much to 
gather your fair share of the tre- 
mendous volume that awaits you, 
if you will concentrate more upon 
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the education of the men that are 
known as commercial stationery 
salesmen. 

The Five Centuries of Progress 

Exhibition 

Our national business office un- 
der instruction from the board of 
control have arranged this Five 
Centuries of Progress Exhibition. 
The manufacturers of the industry 
have codperated one hundred per 
cent. It has made this marvelous 
exhibition of that which is newest 


O address you in a keynote 

speech this afternoon, after 
listening to the magnificent ad- 
dress of your president, and that 
wonderful sermon from Otto, is 
difficult. I have heard Otto a 
number of times, and somehow he 
always inspires me. I am inspired 
by the fact that we have a man 
in our business who can think as 
high and express himself as ade- 
quately as he does. 

You know living in Washington, 
if you don’t watch out, gives you 
a different viewpoint on what is 
going on in the world. If you 
would believe every one, you would 
believe that the American business 
man was roped, tied and laid out. 
My good friend, Bill Cravens, told 
me a story the other night that 
sort of illustrates the thought that 
some people have in reference to 
the business man of today and 
what has happened to him. Some 
folks may feel we have all been 
ultra-violated, but we haven’t. We 
have been going through a testing 
time, and perhaps this very beau- 
tiful message Monte sent in is an 
indication of the fact that in these 
times of stress men of business, 
and men who handle the organ- 
izations of business, have been 
drawn together in such a way that 
perhaps out of it all we are getting 
a stronger and more powerful ap- 
proach and opportunity for the 
solution of the problems that con- 
front us. 

Iam proud of this business. Why 
wouldn't I be? I was almost born 
in the business. I have never been 
out of the business. The first day 
I went to work, I went to work in 
this business, and have been at it 
ever since. If I would try to count 
up the worthwhile men I know 
outside of my business, I would 
have trouble, because I found it 
worth while to concentrate on the 
building of my friendships within 
the confines of the craft I chose to 
ride down through the years on. 

Creative Merchant 

If I had gone into the conven- 
tion of 1932 or 1933, and had been 
able to tell you that we would in 
1936 be doing the amount of busi- 
ness and the kind of business we 
are doing now, I would have been 
certainly the most popular speaker 
on that program. Because I am 
glad to come before you today and 
tell you this—and I wish Mr. Meek 
were here to hear it: We are not 
to be listed in that class of mer- 
chants he was talking about. The 
commercial stationer is a creative 


in the stationery and equipment 
field possible. 

The dealers asked for it. It has 
been presented in a magnificent 
way. We hope you will say that it 
has been a success. We want it to 
a a profitable investment for you 
all. 

The object of course is that 
dealers shall find a place to buy 
new things that will increase their 
volume of business and manufac- 
turers shall find new outlets for 


Keynote Address 


By Charles P. Garvin, General 
Manager, N.S.A. 


merchandiser; he is not an ordi- 
nary retailer. From the time that 
fellow stood up in front of the 
saloon in the marketplace in the 
old country, with his tray, until 
now, when he has two pair of 
pants to his business suit, these 
fellows have had to carry their 
own load. And I have seen a de- 
velopment of institutions reflect- 
ing the ability and intelligence of 
the men in this business that 
places us beyond the characteriza- 
tion of run-of-mill retailers. We 
are not that. We have brought 
into American business the oppor- 
tunity to conduct American busi- 
ness in the only way that that 
enormous business machine could 
be operated under the conditions 
of today. We have come through 
the depression so far with flying 
colors. This business can well hold 
up its head as it thinks of the 
great economic battle that we 
came through, with so few casual- 
ties. And one reason we did not 
have more casualties was this: 
when one of our men went down, 
there were plenty to go out there 
in that rain of fire and pull him 
back, because we wanted to keep in 
this business those men _ with 
whom we had been associated dur- 
ing the years, and without whom 
the craft would not be as much 
worth while. 
“Pull Together!” 

We can talk about the new 
things that have happened. about 
new business methods. We can 
study the old way and the new 
way, but when you get down to it, 
I think the keynote of this con- 
vention, and the keynote of any 
convention that is looking to the 
fore, that believes it has that 
strength that will carry it down 
through the years—the only key- 
note that is worth while is “pull 
together.” If you don’t do it, you 
haven’t anything. And I want to 
tell you that I have seen some 
things happen in this business. 
They don’t tell me about those 
things that Monte tells you, and 
I do it deliberately; it is darn good 
advertising. Figure it out. You 
get a lot of fellows in a room, that 
represent every conceivable type 
of business, and I don’t like to take 
a prominent part in those meet- 
ings. Ihave a retiring disposition: 
I am shy, and have to fight it all 
the time. It bothers me. My 
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their products. Your codperation 
in this most attractive presenta- 
tion of merchandise is gratefully 
appreciated by myself and other 
officers of the association. 

Gentlemen, I appreciate your 
courteous attention. I hope we 
may continue to work together to 
concentrate still more attention 
and effort upon the obstacles of 
our business and national prog- 
ress by planning together for ad- 
vancement. 


knees knock—that is, as close as 
they can get together. I shiver 
and shake; I get little credit for 
it. But I believe a man heading 
the business office of a great trade 
like this has to be a missionary. 
So when they ask us to write a 
program for their annual meeting, 
we write it, and here and there we 
just drop in something about the 
commercial stationer. When I talk 
with those fellows, naturally, being 
so closely tied to the business, I 
can’t help pointing out that many 
of their problems would be solved 
if they used the information our 
members could give them. What 
I try to tell them is, that if they 
will move down the street, and into 
the establishment of the next first 
class member of the Stationers 
Association—and of course asking 
him if he is a member—and I 
could tell a story about that, but I 
wouldn’t do it here—and go in and 
ask him how they can operate 
their business better, they would 
get somewhere. 

I want to give you this thought 
and keynote: I have here a tele- 
gram from the Stationers Associa- 
tion of Great Britain and Ireland: 
“The President and Officers of 
Council of the Stationers Associa- 
tion of Great Britain and Ireland 
send their greetings and sincere 
good wishes for a successful con- 
vention,” signed by their president 
and secretary. Here we are in this 
country, and are carrying on a 
tradition that started over there. 
I find their problems there are 
pretty much the same as they are 
here, except this, that the Ameri- 
can business man is so imbued 
with what I call sporting instinct 
that, whether he realizes it or not, 
he is continually thinking of the 
development of his institution. 
rather than thinking in terms of 
ordinary retail merchandising. 

No Criticism 

I say this with no criticism of 
my fellows over the seas. But the 
great big successful monuments in 
the commercial stationery busi- 
ness today—and I know where it 
all started—over in this country, 
we have gone them one better, be- 
cause we have started with a tra- 
dition; the original stationer was 
an outside salesman. He was out- 
side all the time. And the original 
stationer, when he finally began 
to establish an institution indoors, 
immediately put in a commercial 
furniture department. They sold 
desks and chairs and writing and 
recording instruments. And we 


OCTOBER, 1936 





l. Mrs. W. V. Pierce; W. V. Pierce, Mid- 
land Paper Company, Minneapolis. 

2. F. H. Caswell, F. S. Webster Com- 
pany; Mrs. Caswell. 

3. C. W. Simpson, Art Metal Construe- 
tion Company; Mrs. Simpson. 

4. John M. Mills, The Mills Company; 
Mrs. John M. Mills, Sheridan, Wyoming. 
5. Mrs. W. M. Small; W. M. Small, John- 
son Chair Company. 

6. Jack Kennedy, Trussell Mfg. Co.; 
Mrs. L. H. McDaniel, L. H. McDaniel, 
Trussell Mfg. Co.; Mrs. Bill Doyle, Bill 
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Doyle, Oklahoma City; Mrs. J. F. Ken- 
nedy. 

7. E. A. Keeling, Art Metal Construction 
Company; Mrs. Keeling. 


8. C. C. Holley, L. W. Holley & Son 
Company, Des Moines; Mrs. Holley. 

9. C. W. Simpson, Art Metal Construc- 
tion Company; Mrs. Simpson; John M. 
Mills, The Mills Company, Sheridan, 
Wyoming; Mrs. Mills. 

10. Mr. and Mrs. George B. Graff, 
George B. Graff Company. 

ll. Mrs. H. R. Sheppard; H. R. Shep- 
pard, Pittsburgh Stationery Company. 


12. Joseph Popple, Zaiser’s, Des Moines; 
Mrs. Popple. 

13. Arthur J. Hirsch, J. Meyers Printing 
& Stationery Co., New York; Mrs. 
Hirsch. 

14. Elmer Kral, Buckeye Office Supply 
Company, Cleveland; Mrs. Kral. 

15. Standing: Matt Dillon, Associated 
Stationers Supply Company; Cort Horr, 
Victor Safe & Equipment Company. 
Seated: Mrs. Dillon, Mrs. Horr. 

16. Mr. and Mrs. G. O. Stevens, Stevens, 
Maloney & Company. 
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took that over here, and we have 
developed it into the biggest link 
in the possibilties of operation for 
the greatest business machine that 
the world has ever known, the six 
foot, two billion-dollar American 
business machine, which has car- 
ried on in such a magnificent way 
that I always get sore when people 
talk about rugged individualism, 
because this country never will 
have mass thinking or mass mer- 
chandising, or mass production. It 
can’t be done. It may grow here, 
but the very thing that Meek 
spoke about is the thing that de- 
velops great institutions, the fact 
that we are not all together, the 
fact that the commercial stationer 
is not sap enough to sit down and 
hand over to the chain store what- 
ever information he may have, in 
order that he may create competi- 
tion for himself. That is why we 
were not in the Retail Code. Why 
should we be? We have the ex- 
perience, the equipment, the men 
to do our own job. Why should 
we be simply retailers? No, sir 
We are going to stay out of that 
kind of a set-up, and will continue 
to fight our own battles. 


A keynote speech never should 
be too long. It should lead up to 
something, preferably a keyhole. 
It should be inspiring to some ex- 
tent, and it is going to be one thing 
or another, like the old grand- 
mother, who said to the little girl, 
“There are two words you should 
never use, ‘Swell’ and ‘Lousy’”; 
and she said “Yes, Grandma, what 
are the words?” It is going to be 
either the one thing or the other. 

We are not the type of merchan- 
disers that are perfect. A lady 
went into a grocery store in Wash- 
ington, and said, “Are your eggs 
fresh?” and the grocer called out, 
“Jim, feel of those eggs and see if 
they are cool enough to sell yet.” 
That is going almost too far with 
a hen, I think. 

A keynote speech should be in 
good humor. It should begin smil- 
ing. It should never come from 
any one like me. I don’t have that 
kind of disposition. I am one of 
those strong silent men, born in 
the East and brought up in Texas. 
You know how Texas is. You can’t 
keep your shoes clean down there. 
You Texans will know what I 
mean. 
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1. H. L. Pfau, Central Desk Manufactur- 
ing Company; W. J. Kendrick, Kendrick 
Furniture Company, Chicago; Marion 
Follin, manufacturers’ representative. 

2. Erle Steinbeck, S. K. Smith Com- 
pany; C. A. Kern, president, Florida 
Stationers Association; Cosmo L. Wil- 
liams, Williams Stationery Company, 
Sarasota, Fla. 

3. John F. Carroll, Temple & Carroll, 
Galesburg, Ill.; Harry Chumley, Wood- 
worth’s Book Store; Will Hedden, 
Petery-Hedden Company, New Albany, 
Ind. 

1. F. A. Lang, Triner Sales Company; 
G. H. Abbott, Autocopy, Inc.; F. J. Brad- 
ing, Triner Sales Company. 

5. Three Musketeers: Jack Kennedy, 
Claude Conger, L. H. McDaniel, all hus- 
tle with Trussell. 

6. E. L. Henderson, Roy E. Wells, C. W. 
Simpson, all Art Metal Construction 
Company. 

7. J. Henri Petetin, New Orleans; A. J. 
Markelz, Joliet, LL, secretary, Illinois 
Booksellers & Stationers Association; 
Pete McLaughlin, F. S. Webster Com- 
pany. 

8. George E. Fox, George E. Fox & Com- 
pany; Dan Hansen, Carlson Brothers, 
Moline; M. R. Landes, Polar Manufac- 
turing Company. 

9. George Henderson, Indianapolis Office 
Supply Company, Indianapolis; Elmer 
Johnson, Markwell Manufacturing Com- 
pany; Miller Keller, Indianapolis Office 
Supply Company. 

10. Dick Jonas, Oxford Filing Supply 
Company; O. S. Bruno, Racine, Wisc.; 
L. C. Goodhand, Oxford Filing Supply 
Company, Eldon Just, Just & Son. 


But I want to give you that key- 
note, and it is this: We are on the 
way. We have passed the low 
point. We have a cooperation 
such as we never had before. We 
have more people participating in 
the collective thinking of the 
group. That is the thing that 
counts. Write Ogden Pierson in 
New Orleans, “Here is a fellow 
in Virginia who has a problem. He 
wants so and so.” And he gives 
me all the results of the work he 
has done all through the years on 
that subject, and I give it to the 
other fellow. And I write Art 
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1. Art Frey, Harry Anderson, C. W. Sr 
Hamilton, all The Globe-Wernicke Co. oy 
2. Stanley M. Pounsford, Pounsford Sta- 
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tionery Company, Cincinnati; Harry G. 
Pounsford, Pounsford Stationery Com- 
pany; Walter J. Stolle. Buckeye Ribbon 
& Carbon Company. 

3. Harry Anderson, J. S. Sprott, C. W. 
Hamilton, all The Globe-Wernicke Co. 
1. R. D. Campbell, Miss Priscilla Smith, 
C. H. Carlson, Miss E. T. Boyd (all of 
Horder’s) ; H. E. Rivera, Dameron-Pier- 
son Company, New Orleans. 

5. Lynn B. Emery, Lynn B. Emery Com- 
pany, Detroit; George C. Ohland, Metal 
Office Furniture Company; Ed. Dodge, 
Polar Manufacturing Company. 

6. Mrs. J. A. Gilbert, Chicago; J. A. 
Brown, J. R. Weldin Company, Pitts- 
burgh; Mrs. C. N. Cahill, Chicago. 

7. Ben Powell, A. W. Faber, Inc., Jack 
Ellis, F. S. Webster Company; J. A. 
Wachtler, Hoskins-Meyer, Inc. 

8. Walter Wilson, E. L. Freeman Com- 
pany, Providence, R. L., president Rhode 
Island Stationers Association; Leo Burt, 
Burt & Jeffers, Hartford, Conn., gover- 
nor First Regional District; W. R. Dol- 
liver, Providence Paper Company, for- 
mer district governor. 

9. Mrs. W. R. Diehl: W. R. (Billie) 
Diehl, Diehl Office Equipment Com- 
pany, Columbus, Ohio; Mrs. J. S. Luck- 
ett; J. S. Luckett, Luckett Loose Leaf, 
Ltd., Toronto, Canada. 

10. Bill Hoge, The General Fireproofing 
Company; Leu Hocker, Commercial 
Furniture Company; R. S. Gildart, The 
General Fireproofing Company. 


Walker and Cliff O’Neil, and say, 
“The other fellow has a problem. 
What have you done?” And they 
don’t say, “This is a trade secret 
and something that it has taken 
me years to work out, and I’m not 
going to give it to any one else.” 
I have yet to have a single member 
refuse to give me valuable infor- 
mation that he had that would aid 
other members. And that is the 
keynote. We are on the way. 


Ten-Year Comparison 
The ten-year comparison which 
Mr. Stuart will treat with in this 
convention will utterly disprove 
the statements made ten years 





ago that this business couldn’t 
last; that it was on its way out. 
One thing they were not able to 
see in that research was the fact 
that in ten years the per capita 
sales in this business would go up 
to $50,000 per store, and that is not 
an indication of a dying business. 
This talk about our not having any 
future! There never was a future 
before the commercial stationer 
that even ranks with the future 
we have ahead of us in the next 
five years. 

We can rant and rave about the 
Robinson-Patman Bill, and all the 
trouble it will cause us; but what 
man among you can say that dis- 
crimination is a desirable thing? 
Maybe the law is not right, but 
who can say that you have a right 
to discriminate between two men 
who are doing an equal job for 
you? Acongressman wrote me the 
other day, and he said, “We are 
going to have to work out these 
problems in order to preserve the 
merchants of the country, because 
it is only through the preserva- 
tion of the individual business 
man that we can preserve the 
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great middle class, which is the 
very basis of our American civil- 
ization.” And it is true. 

And in the process we are doing 
what is not the least job, and it 
is beginning to be heard from, we 
are educating the men in political 
life, the men in Congress. It is 
a fact that the finest political 
strategist of the next five or ten 
years is the man who realizes that 
the most popular theory, political 
theory properly handled, that any 
man could pin to his masthead, is 
the preservation of opportunity 
for every sincere decent man who 
has a contribution to make to a 
trade or industry, to go into that 
and be a proprietor and a boss and 
a business man. We are not going 
to get it through radical labor, 
through allowing people to step in 
who contribute nothing and dic- 
tate what others shall contribute 
or produce. The day is coming 
when the fellow who raises the red 
flag in any town in this country 
is going to find that the old Ameri- 
can pioneering spirit of those men 
who have been able to drag them- 
selves up out of the ordinary run 
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of people can shoot just as 
straight, and a little straighter, 
than the bum that wants to be 
aid for doing something that 
sn’t worth anything. 


Message of Cheer 


When you begin to figure the 
posse connected with individual 

usiness in this yey as this 
audience is, I want to bring you 
this message of cheer: I think at 
last we have been able to begin to 
set up a codperative viewpoint 
among the great industries of the 
country, through the trade asso- 
ciations, that is going to enable us, 
not to move out on a little thing, 
but to thunder ahead on the big 
things, out of politics, because we 
must stay out of politics; we must 
not be in politics, because no poli- 
ticlan ever has a permanent job, 
and we have to deal with all the 
years to come. And we have got- 
ten those organizations now. We 
are making progress in that direc- 
tion, to realize what constitute 
good public relations; that good 
public relations is to bring before 
the people of this country the fact 
that the way to employ more peo- 
ple at a better income is to allow 
American inventive and merchan- 
dising genius to have its head: and 
to protect the integrity of Ameri- 
can business by adequate laws, 
which will set up a law of business 
which no man may violate with- 
out danger to himself. That is the 
ideal picture. 

And I give you something else. 


I wrote something about it the 
other day. Don’t forget that when 
you compare the countries and 
business and unemployment, that 
you can’t get a true international 
comparison, where the United 
States or Canada are concerned, 
because in those countries there 
are more jobs due to the fact that 
more people have things that 
make it necessary that more 
things shall be manufactured. It 
is a never-ending circle. No mat- 
ter what you do in Russia, you can 
only give them a certain amount 
of jobs, because they are working 
in a mold. Their people haven’t 
got enough. People have to have 
a lot before you can have plenty 
of jobs. The United States has 
that. We are moving into it. The 
fellows who are telling us there 
were ten million out of work are 
now telling us there are only two 
and a half million. It doesn’t 
mean athing. Daniel Roper made 
a statement the other day that he 
was afraid there was a boom com- 
ing in American business, and he 
meant it. He is afraid that when 
that volume of business breaks 
loose, we will make the same mis- 
takes over again, that we will 
spend too much money, more than 
we should; that we won’t maintain 
our percentages, and won’t set 
aside a sufficient reserve for taxes, 
because as a matter of fact we are 
all tax collectors. You are all of- 
ficials of the government; you will 
be for the next fifty years, and you 
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would be anyway. Taxes will 
come, and we are all responsible 
for them. We wanted a lot of 
things, and we will have to pay for 
them. We found that all the 
gatherings of business men and 
chambers of commerce were ask- 
ing for other things they must 
have, and they thought no one was 
going to have to pay forthem. We 
are going to have to pay taxes. 
Maybe it won’t be so bad either, 
for some of those lousy chiselers 
who were working on a hairline in 
their merchandising may find 
themselves in Atlanta because 
they can’t pay their taxes, and I 
would be glad to make a contribu- 
tion for the enlargement of our 
jails to take care of those fellows. 
And I find many of them are con- 
ducting mail order businesses from 
the jails where they now are in- 
carcerated. 

It is now almost four o'clock, 
and we have a surprise for you, 
so I am going to quit. We are 
going to do something here, and 
then you will really know the key- 
note. Away back in 1403 we had 
a stationer, and that was the guy 
in tights. When I go in swimming 
the girls all want to dive off me. 
They think I am an island—with 
a hill on it. Here comes the orig- 
inal stationer. Mr. President, I 
present you with the key to the 
Five Centuries of Progress Exposi- 
tion. Gentlemen, -you will please 
fall in behind the President and 
the original stationer, and go into 
the Exposition. 


Effect of Increasing Burden of Federal Taxes on Merchandising 


ROM one point of view income 
and profits taxes are fair be- 
cause there is nothing to pay un- 
less profits have been earned. The 
proponents of high profits taxes 
are fond of saying that the govern- 
ment and business are partners 
and that there should be no objec- 
tion to handing over to the gov- 
ernment partner a fair share of 
the profits. This argument is onlv 
one of the ridiculous contentions 
so prevalent today. Partners in the 
true sense of the word always con- 
tribute money or services. They 
permit part, and usually a sub- 
stantial part, of their earnings to 
remain in the business to take care 
of future losses, increasing inven- 
tories, capital improvements, etc. 
Sometimes partners are highly 
undesirable and I have no hesita- 
tion in placing the government as 
a partner in the unwanted and un- 
desirable class. We had a high 
excess-profits tax during and after 
the war. That was when the state- 
ment was first made that the gov- 
ernment merely was a partner and 
you did not have to pay unless you 
had profits with which to pay. If 
the excess-profits tax had been 
even reasonably fair there would 
have been some truth in the state- 
ment, but the law was a mess and 
the results were what might have 
— expected from an unsound 
aw. 
There were no adequate pro- 
visions in the old excess-profits tax 
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law nor are there any in the pres- 
ent undistributed profits tax law 
for the reserves which must be pro- 
vided if a business expects to carry 
on. The government takes its so- 
called share of the — in cash 
and forces its so-called partner to 
take the bricks and mortar. If 
there is a loss the following year 
the government partner bears no 
share of it—what a partner! 

We are now confronted with an 
unsound law. Do not be deluded 
by the thought that after all you 
won’t have to pay unless you earn 
—unless you do a cash business 
and have no desire to increase it. 
I shall assume that there have 
been none such among you, but if 
the New Deal continues it will be 
necessary to consider the possi- 
bility of making many changes in 
your business. The President cou- 
rageously or boastfully (depending 
on whether we are New Dealers or 
not) has stated that there must be 
a redistribution of wealth. Labor 
must get more—capital must get 
less. Large business units must be 
broken up. The army of nearly a 
million federal employees must 
continue to be supported in the 
luxury and in the air-conditioned 


premises to which they are now 
accustomed. Billions of dollars, re- 
cently spent and respent as it was 
distributed, came from borrowed 
money. There is no possibility of 
its continuance no matter who 
wins the election. There is no pos- 
sibility of low taxes in the near 
future. 

I am very serious about this. I 
was asked to speak on the effect 
of the increasing burden of tax- 
ation on merchandising and I am 
stating facts which you cannot ig- 
nore. You are facing a real danger 
in apparent prosperity. If your 
business is good can you resist the 
temptation to increase it? If you 
do increase it and spend money for 
new buildings and new equipment 
and fixtures and then increase 
your profits, will you have suffici- 
ent reserves in cash to take care 
of the inevitable slump in business 
or in profits or in both? Remem- 
ber that the government will have 
taken its part of the profits in cash 
and will not share your losses. 

Present conditions call for more 
careful planning than ever before. 
You cannot afford to take the old 
chances in your merchandising 
programs. You cannot risk provid- 
ing new facilities in the use of 
which you may have to sell your 
product at a small margin of prof- 
it. When costs and taxes go up as 
they are now going, the dangers of 
expansion are increased many fold. 

Now is the time to make a new 
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survey of every item of your as- 
sets. Have you overvalued any one 
of them? Is every item producing 
for you to its full value? Are you 
using expensive equipment to pro- 
duce inadequate profits? Are you 
making full use of your accounting 
records? In short, do you look at 
every item in your monthly trial 
balance and do you make each and 
every item talk to you (some of 
them should shout at you) or do 
you merely ask your bookkeeper 
for net results? Up to now you 
may have thought that good mer- 
chandising consists of buying low 
and selling high. It does, but you 
can’t keep track of all of the de- 
tails in between unless you use 
your accounting records. And 
what good will the profits do you 
if you never get them? 

American business men are 
alarmed at the increasing tax bur- 
den, and they are right. Any one 
of us who cares to take a look at 
the future of taxation can quick- 
ly conclude that the burdens of 
future years are going to be heavy 
and hard to bear. The magnificent 
billions of the federal deficits are 
not astronomical figures; they are 
unthinkably large numbers of dol- 
lars which have been spent by the 
government—for which the gov- 
ernment owes money. The total 





federal debt of 34 billions must 
eventually be paid by the taxpayer, 
or at some time in the future it 
will have to be defaulted, or else 
wiped out by inflation of the cur- 
rency. 

You, perhaps, of all people, 
should be least alarmed at the pos- 
sibility of real currency inflation. 
It may be that the commercial sta- 
tioners constitute the only indus- 
try which would not suffer very 
much, if our experience should be 
anything like Germany’s. In that 
country, ordinary account forms 
and account books became obsolete 
every few days as each additional 
three cyphers required bigger and 
better books! 


The Tax Burden 


But the wee pee of sharply in- 
creasing federal taxes, at any rate, 
seems a plain certainty. Your in- 
dustry must tackle this problem in 
much the same manner as other 
industries—and it is a problem 
which is going to require a large 
part of your time and energy. Busi- 
ness men have expressed to me the 
opinion that the consideration of 
taxes has become one of the most 
important functions of business 
management. I believe this to be 
true, and expect to see this im- 
portance grow as the tax burden 
increases. At present, under the 
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1936 Revenue Act with its tax on 
undistributed income, the total 
federal tax of a corporation may 
exceed 32 per cent of its net in- 
come, if its management elects to 
pay no dividends. At present rates, 
the treasury expects to collect an 
additional 600 million dollars or 
so of income taxes for 1936 under 
this law; yet the federal deficit, 
according to the President, will be 
about two billion dollars for the 
fiscal year ending June 30, 1937. 
That leaves plenty of room for 
further increases in tax rates. 

The increase in recent years of 
the number of different taxes, both 
state and federal, has also been 
causing much concern. Not so long 
ago one large corporation, which 
does business in many different 
states, included the following sen- 
tence in the annual report to its 
stockholders: 

“A recently prepared list of the 
various taxes to which your Com- 
pany is subject totals 284 separate 
items, and with the multiplications 
of taxing agencies there has been a 
big increase in the accounting cost 
of tax compliance.” 

However, we should lose no op- 
portunity to find a silver lining in 
the dark and menacing clouds of 
taxation. Speaking for the ac- 
countants, I am glad to say that 


; Er4 
+f. 
. ‘ al 


- 4 


Lapies Wuo Won Paizes at THE Bripce Party Linen Up Awattine Recerrt or Tuer AWARDS. 


Inset: Some of the ladies displaying their beautiful prizes. 
Left: Mrs. Jack Kennedy, Mrs. John Sullivan, Mrs. Harold 


Graves. Right: Mrs. W. H. Doerr, Mrs. Edwin I. Baer, 
Mrs. Charles Underwood. 








~ 


56 


we have been favored with a large 
amount of additional work, for 
which we are grateful. In the 
course of our work we find that our 
clients are using more stationery 
than at any time in their history. 
So-called paper work is increasing 
by leaps and bounds. This applies 
particularly to the work incident 
to such taxes as are imposed by 
the Social Security Act. It may be 
that stationers will find that their 
profits from increased business will 
be sufficient to pay that one tax. 
And so we find a silver lining in 
the Social Security taxes. 
The Federal Tax Law 


Before making any attempt to 
suggest ways and means of dealing 
with the tax problem or the pos- 
sibilities of making the burden 
lighter, I will try to give you some 
sort of description of the new law. 
The income tax has been growing 
more and more complicated every 
year since its enactment—even be- 
fore the 1936 Act it was so compli- 
cated that those of us who have 
been studying the law for years did 
not pretend to understand it fully. 
Now we have, superimposed over 
the old difficulties, the new tax on 
undistributed corporate income. 
The new law embraces a new the- 
ory of taxation, based upon the 
idea of forcing the distribution of 
income to stockholders so that 
these, in turn, will be taxed at 
steeply graduated rates. 

The undistributed profits tax 
was proposed by the President in 
his message to Congress of March 
3, 1936, to supersede the income 
tax, capital stock tax and excess- 
profits tax, and to stop “leaks” in 
surtaxes on individual incomes. 
Over the protests of a large num- 
ber of trade associations, cham- 
bers of commerce and professional 
associations, whose representatives 
appeared before the Congressional 
committee, Congress finally pro- 
duced, as compromise measure, the 
Revenue Act of 1936, and it was 
signed by the President on June 
22. The corporate income tax was 
not repealed; it was retained as a 
normal tax of fifteen per cent on 
net income in excess of $40,000, 
with a reduction of rates in the 
lower brackets for net income of 
$40,000 or less. The capital stock 
tax and the related excess-profits 
tax were also retained with some 
modifications. As prescribed by the 
President, the exception of divi- 
dends from the normal tax on in- 
dividual incomes was repealed; 
this was in contemplation of the 
elimination of the corporate in- 
come tax, which was. however, re- 
tained. Consequently dividends 
received are now subject to the 
double taxation of both the cor- 
porate and individual normal tax- 
es as well as to the steeplv gradu- 
ated surtax on individual incomes. 
On top of the corporation normal 
tax is superimposed the surtax on 
undistributed corporate income. 

The surtax on “undistributed net 
income” is computed by applying a 
scale of rates, graduated from 
seven per cent to twenty-seven 
per cent to various brackets of 
“adjusted net income.” “Adjusted 
net income” is ordinarily the net 


income, including dividends from 
other corporations, less the normal 
tax. The effect of the surtax is, of 
course, to inflict a penalty for the 
nonpayment of dividends, and this 
penalty grows heavier as the pro- 
portion of retained income in- 
creases. If all “adjusted net in- 
come” is paid out in dividends, 
there is no surtax; if half is paid 
out in dividends, the surtax is 7.5 
per cent, of such income; if no 
dividends are paid, the surtax 
comes to 20.5 per cent. 

Intercorporate dividends are 
taxed. From the normal tax, 
eighty-five per cent of dividends 
received from domestic corpora- 
tions is exempt; the remaining fif- 
teen per cent is taxed at the nor- 
mal tax rate of fifteen per cent. 
The law thus imposes, in effect, a 
levy of two and one-quarter per 
cent, on the dividend income of 
corporations. This dividend income 
is further subjected to the corpo- 
ration surtax to the extent that it 
is not redistributed. 

The Dividends-Paid Credit 

Since the amount of income sub- 
ject to surtax depends on how 
much is paid in dividends, it is im- 
portant to determine what con- 
stitutes the payment of a dividend. 
The general rule is that a corpora- 
tion gets a “dividends-paid credit” 
for all distributions which are tax- 
able as income to its stockholders. 
These distributions must actually 
be made within the taxable year 
for which credit is claimed, except 
that, after the first year of the op- 
eration of the tax, the law allows 
a carry-over for the two follow- 
ing years of any excess of divi- 
dends paid over net income. Stock 
dividends have not heretofore been 
considered as taxable distribu- 
tions, but the new law expresses 
the intention of taxing stock di- 
vidends to the extent permitted 
by the Sixteenth (income tax) 
Amendment to the Constitution. 
Under Supreme Court decisions, 
dividends paid in common stock on 
common stock will remain non- 
taxable. However, in accordance 
with the Court’s decision of May 
18, 1936, in Keshland vs. Commis- 
sioner, dividends paid in common 
stock to preferred stockholders will 
be considered as income and any 
corporation paying such a divi- 
dend will get a credit reducing its 
surtax on undistribued net income. 
According to the law, common 
stock dividends paid to common 
stockholders who had the option 
of receiving cash dividends in- 
stead are in the same category. 

In addition to the “dividends- 
paid credit,” the law allows a cred- 
it when the payment of dividends 
would violate a written contract 
executed prior to May 1, 1936. deal- 
ing expressly with the payment of 
dividends, or, as in many sinking 
fund agreements, dealing express- 
lv with the disposition of earnings. 
The treasury regulations constru- 
ing this provision of the law are 
unbelievably harsh and no doubt 
will be questioned. 


Effect of the Surtax 
The essence of the corporation 
surtax provisions of the law is this 
—most business corporations are 
going to be heavily penalized for 
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not distributing all their net in- 
come. The treasury has made it- 
self ridiculous by implying that all 
undistributed profits represent 
“tax evidence.” Corporate earn- 
ings are withheld from distribu- 
tion for a number of legitimate 
reasons having nothing to do with 
taxes. In the first place, earnings 
are not always received in cash; 
receivables representing earnings 
are sometimes collected long after 
the close of the fiscal year. In the 
second place, funds realized from 
earnings are not all retained in 
cash; part of them may be cur- 
rently invested in increased inven- 
tories or in plant additions or may 
be used to pay debts. Everybody, 
except apparently the federal gov- 
ernment, knew that you can’t pay 
money out in dividends if you have 
already spent the money for plant 
and equipment or for goods—or if 
you have paid it into a sinking 
fund for the retirement of a bond 
issue. 

When the treasury officials final- 
ly realized this, they quickly fell in 
with the suggestion that corpo- 
rations which wish to conserve 
their funds should make their dis- 
tributions in taxable stock divi- 
dends. Perhaps, in some cases, this 
can be done; but it seems a bit 
rough on the stockholders to give 
them paper dividends on which 
they will have to pay taxes in cash. 


Overpayment of Taxes 


It seems to be a human failing 
of the taxpayer to overstate in- 
come and pay too much tax. With 
high and increasing taxes, perhaps 
more attention will be paid to 
proper deductions for depreciation 
and obsolescence of plant and 
equipment and other assets repre- 
senting long-term outlays. These 
outlays should be absorbed in costs 
and expenses over the useful life of 
the assets. It is true that many 
concerns have claimed greater al- 
lowances for depreciation and ob- 
solescence than were justified by 
subsequent history, and in such 
cases the treasury has properly re- 
quired that rates be adjusted. But 
in a vast number of cases at the 
present time the allowances for 
these items are insufficient and 
should be increased. Some taxpay- 
ers may secure a larger aggregate 
deduction if plant ledgers are 
maintained and depreciation is 
computed on separate units rather 
than on a composite basis; in or- 
dinary circumstances the treasury 
is not allowing losses on discarded 
machinery and equipment where a 
composite rate of depreciation is 
used. 

Now, as never before, every item 
on the asset side of the balance 
sheet should be scrutinized. If at 
the end of the year, the book value 
of any asset cannot honestly be 
carried over to the next fiscal peri- 
od, then that item should by all 
means be written down or written 
off. Otherwise taxable income will 
be overstated and the tax will be 
unnecessarily high. 

A good many taxpayers have 
suffered from reporting income or 
deductions in the wrong year. 
There are several factors that 
make the allocation of these items 
as between accounting periods ex- 
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l. Front: R. C. Burnett, Burford Print- 
ing Company, Indianapolis, Ind.; Gene 
Donahue, Yawman and Erbe Manufac- 
turing Company; Ike Cornish, Yawman 
and Erbe Manufacturing Company; 
Claude Dunlap, Rockford Printing & 
Stationery Company. Rear: L. Dunlap. 
Rockford Printing & Stationery Com- 
pany; H. F. Bailey, Yawman and Erbe 
Manufacturing Company; Al Nord- 
strom, Smead Manufacturing Company. 
2. R. R. Fritz, Fulton Specialty Com- 


tremely important. Income may 
be subject to surtax or excess- 
profits tax if accounted for in one 
period, but may escape these taxes 
if accounted for in another period. 
Care should be taken to accrue all 
taxes and expenses in the period 
when they were incurred, or else 
the taxpayer may secure no bene- 
fit at all from these deductions; 
he may find that the deductions 
should have been taken in an ear- 
lier year for which refunds are 
barred by the statute of limita- 
tions. For the same reason the 
taxpayer should protect himself by 
charging off worthless securities, 
bad debts, plant abandonments 
and the like in the earliest possi- 
ble year; otherwise he may find 
that he cannot secure tax deduc- 
tions at all for these items. 
The Natural Business Year 

One serious difficulty in allocat- 
ing profits correctly between years 
is caused by the selection of the 
wrong time to make up the ac- 


pany; Lou Tavernier, Fulton Specialty 
Company; Julius Kahn, David Kahn, 
Inc.; Harry Yager, David Kahn, Inc. 
3. Frank S. Cooper, Codo Manufactur- 
ing Company; Roy Clarke, F. S. Web- 
ster Company. 

t. Wesley Beckwith, W. H. Lewis, J. F. 
Vreeland, Paul W. Jones, G. C. Morley, 
all Royal Typewriter Company. 

5. John Krueger and Ken Pierce, F. S. 
Webster Company. 

6. All from St. Louis. Seated: H. J. 


counts. Too many concerns are 
using the calendar year for their 
fiscal period, although they are 
conducting a seasonal business 
with an annual cycle which ends 
at some time other than December 
31. To try to value inventories and 
receivables when these are at or 
near their peak may lead to the 
overstatement of profits and the 
consequent overpayment of taxes 
in substantial amounts. When in- 
ventories are an important factor, 
the variation of a small percentage 
in valuation often makes the dif- 
ference between a profit or a loss 
for the year. 

Every business enterprise has a 
“Natural Business Year,” which 
should be adopted as its fiscal 
year. It is the twelve-month period 
which constitutes the annual cycle 
of the operations of the business. 
Generally, the natural business 
year will end at the time when the 
business activities of the enter- 
prise are at their lowest point— 


Wantz, M. T. Weingaertner, William 
Schmiederer, William Kennedy. Stand- 
ing: C. H. Everly, E. O. Miller, George 
Duebelbeis. Ted Barthel, A. J. Bartens, 
E. J. Mitchell. 

7. Standing: Dick Healy, Santa Fe 
Book & Stationery Company; Don Peck- 
man. Seated: Jack Kendrick, Kendrick- 
Bellamy Company, Denver; Mary Mor- 
row, Bob Mitchell, Mr. and Mrs. Peck- 
man, Denver Stationery Company, all 
but one from Denver, the mile high city. 


when inventories, receivables and 
liabilities are at their minimum. 
At this point, small variations in 
the valuation of assets are not so 
likely to be serious in their effect 
on the year’s operating results. 
There are many distinct advan- 
tages in closing the books on the 
last day of the natural business 
year. The resulting financial state- 
ments are clearly more informa- 
tive than those which attempt to 
reveal conditions in the midst of a 
period of activity. They reflect the 
outcome of a complete cycle of op- 
erations, and more accurately 
show the results achieved by poli- 
cies initiated at the beginning of 
the period. Such statements will 
show the greatest normal liquidity 
attainable and should therefore 
lead to securing more accurate 
credit ratings. The item in the 
statements can be more quickly 
and accurately determined, be- 
cause there is more opportunity 
for careful and efficient inventory 














l. Jim Cooper, manufacturers’ repre- 
sentative; George B. McGlade, Acco 
Products, Inc.; Pete Masterson, Acco 
Products, Ine. 

2. Jim Ward, Jr.. Shipman-Ward Manu- 
facturing Company; Otto Kretchmer, 
Peerless Key Company, and Shipman- 
Ward Manufacturing Company. 

3. Charles Lipman and George B. Graff, 
George B. Graff Company. 

4. M. J. Nolan, Vail Mfg. Co.; J. G. 
Bates, Automatic Stapler Company; R. 
B. Vail, Vail Mfg. Co. 


taking and because receivables and 
liabilities are at a minimum. 

From the standpoint of taxes, 
the more accurate results obtain- 
able by the use of the natural busi- 
ness year are of considerable 
importance. Of equally great im- 

rtance is the fact that when 

usiness is at a low ebb, the man- 
agement has more time to devote 
to the problem of income taxes. If 
early consideration is given to this 
problem, operating results can be 
estimated and studied a month or 
two before the close of the year, 
dividend policies finally deter- 
mined and necessary steps can be 
taken in time to minimize the sur- 
tax on undistributed profits. To 
this end it will, in many cases, be 
advantageous to take a physical 
inventory at the time these studies 
are made, with a view to obtaining 
at an early date the most accurate 
operating data possible. 

Your association can render its 
members a valuable service in en- 
couraging them to adopt their nat- 
ural business year. Uniformity is, 
of course, desirable but I do not 
mean to imply that every member 
concern has the same annual cycle 
of operations. Our experience with 
clients in your industry indicates 
that the low point for manufac- 
turing stationers occurs about Au- 
gust 31, while the season for jobbers 
and retailers of commercial sta- 
tionery ends some time after the 
close of the calendar year. Perhaps 
these merchandising concerns 
should uniformly adopt a fiscal 
year ending January 31 or Febru- 
ary 28. 


Business Expansion Handicapped 


Unquestionably the small busi- 
ness which is struggling to expand 











its activities so as to compete with 
well-established concerns will be 
severely handicapped by the new 
tax on profits. The New York 
Herald Tribune of May 2, 1936, in 
reporting a hearing before the 
Senate Finance Committee, said: 

“The story told by Mr. Lane, who 
heads a million-dollar furniture 
manufacturing company, was that 
of a small company, started in 1912 
by him and his father-in-law, 
which has grown to the point 
where it employs 500 men. Expan- 
sion of the company, the witness 
said, came only through plough- 
ing back earnings, a building of 
surplus, which would not be pos- 
sible under the House Bill. He ob- 
viously impressed the Committee 
when he said that he ‘never would 
have dreamed’ of starting a new 
plant, as he did last year, if he 
had known the present tax bill was 
in prospect. He said his company 
was committed now to expansion 
and he raised doubt whether its 
surplus could be adequately re- 
stored under the tax schedules of 
the House Bill.” 

The jobber or retailer who wants 
to add to his inventory, so as to 
increase his business or take on a 
new line, will be in the same fix. 

The new tax law has been se- 
verely and, I think, justly criticized 
for penalizing the growth of small 
businesses and for letting off with 
little or no surtax the big, full- 
grown corporations which regular- 
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The Globe-Wernicke Co. 

6. Ebenezer Wallace, Southern Calli- 
fornia Stationers; Gordon Wallace, Ad- 
vertisers Litho Service. 
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ly pay out most of its earnings in 
dividends. But this feature of the 
law may have some beneficial as- 
pects too—it may discourage the 
overexpansion in good times which 
proved so disastrous when the 
crash came. I am convinced that 
the overexpanded concerns suf- 
fered the heaviest losses in the de- 
pression; on the other hand, I 
know of businesses which refused 
to reach for the big profits in 1928 
and 1929, and didn’t lose a nickel 
when bad times came. 


Collections and Inventory Turn- 
over 


Efficiency in the handling of ac- 
counts receivable and merchan- 
dise inventories assumes a great 
deal of importance in connection 
with the tax on undistributed 
profits. 

Here is a way to expand your 
business without additional in- 
vestment—expedite your collec- 
tions and increase your inventory 
turnover. 

In most cases, the desire to mini- 
mize the undistributed profits tax 
by the payment of increased divi- 
dends will require additional cash. 
Again, turn your attention to 
speeding up collections and turn- 
over; the cash can be raised if 
these assets are liquidated more 
quickly. 

My firm’s comparisons of the 
balance sheets of concerns in the 
same line of business show that 
some collect better than others 


1. Elmer Johnson, Markwell Manufac- 
turing Company; Jack Ellis, F. S. Web- 
ster Company; Sol Obstfeld, Markwell 
Manufacturing Company. 

2. J. A. Gilbert, Mrs. William Schuster. 
3. C. W. Sengbusch, G. J. Sengbusch, 
Sengbusch Self-Closing Inkstand Co. 

1. Paul Gosiger, Loose Leaf Metals 
Company; Mrs. M. T. Weingaertner; 
Mrs. Paul Gosiger; Ernie Hazel, Jr., 
Lockwood-Hazel Company, Atchison, 
Kas. 

5. Joseph Meyer, Standard Office Supply 
Company, Pittsburgh; Walter P. Nichols, 
Weis Mfg. Company. 

6. E. A. Nichols, The Daniels Company, 
Muskegon, Michigan; J. GC. Burgess, 
Zion Industries, Zion City, Ill.; R. C. 
Nichols, The Daniels Company. 


1. J. M. Campbell, National Blank Book 
Company; O. M. Rodenkirch, Fond du 
Lac Office Stationery Company, Fond 
du Lac, Wis.; Ed. T. Battey, Boorum 
& Pease Company; Stanley O. Coe, 
Berndt Printing Company, Fond du 
Lac, Wis. 

2. H. O. Praetorius, John P. Morton 
Company, Louisville, Ky.; Bob Hengge, 
Columbia Ribbon & Carbon Manufac- 
turing Co. 

3. Milt Shuster & Tracy Higgins, Charles 
M. Higgins & Co. 

4. Stan Hanssen, Hanson Scale Co. 

5. George E. Ousterhouse, M. Massot, 
Browne-“forse Company. 


from the same customers and that 
some have relatively less money 
than others tied up in inventories. 
Everybody knows this to be true 
but many do nothing about it. Fre- 
quent surveys of receivables and 
inventories will prove illuminat- 
ing. Find out whether your cus- 
tomers are paying as promptly as 
they should; be sure that there are 
no souvenirs in your inventory. 
Hermon F. Bell’s new book, “Re- 
tail Merchandise Accounting,” 
contains some valuable sugges- 
tions along these lines; in discus- 
sing inventory control, he says: 

“The most practical approach to 
this problem is through periodical 
inspection of slow-selling mer- 
chandise. At time of inspection, 
record is made of the slow-selling 
merchandise. Customary proced- 
ure is to list the slow-selling mer- 
chandise in detail in columnar 
departmental forms which provide 
space for showing monthly 
throughout a season the quantities 
and unit retail prices of these mer- 
chandising items, thus affording 
a Me oer view of quantities 
month y and also of unit prices. 

“At times of inspection, conclu- 
sion may be made as to the reason 
why the merchandise is slow-mov- 
ing and a remedy for the condition 
may be adopted. For example, it 
may be desirable to display the 
goods differently, to advertise 
them, to apply mark downs, to 
offer premiums to sales people for 
moving them, or to change selling 
or advertising methods. 

I notice that your Association’s 
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research department reports an 
increase in your industry’s average 
inventory turnover from 2.7 times 
in 1926 to 3.24 times in 1935. Have 
you asked yourself if your indi- 
vidual results show a commensu- 
rate improvement? Do not over- 
look the fact that the most effi- 
cient members of the industry 
must have done even better than 
these average figures. 

Before concluding that the tax 
on undistributed profits will ruin 
your business because of necessary 
investment in inventories and ac- 
counts receivable, check and dou- 
ble-check those items to be sure 
that your collections and turnover 
compare favorably with those of 
your most efficient competitor. 

Some Complications 

To understand and deal with the 
new tax law is a complicated job 
for the business executive. Con- 
sider the tax problem of a corpo- 
ration with a number of subsidiar- 
ies. It cannot make a consoli- 
dated tax return and therefore 
must consider the effect of the law 
on each corporate entity separate- 
ly. How much will each corpora- 
tion earn during its taxable year, 
and can the situation be avoided 
when some subsidiaries have losses 
which cannot be deducted from 
profits of the enterprise? Can ex- 
cessive-profits taxes be avoided? 
How much can each subsidiary 
pass on to the parent company in 
dividends? What proportions of 
its earnings should each retain, 
under penalty, for expansion, the 
discharge of its debts, and the 
like? What about the two and one- 
quarter per cent tax on intercom- 
pany dividends, the surtax on the 
parent company if these dividends 
and other earnings are not passed 
on to its stockholders? How can 
tax savings be made by liquidating 
subsidiaries or by merging one or 
more corporations. if this be fea- 
sible? Can stock dividends be used 
to alleviate taxes? 

Fortunately, most of you prob- 
ably do not have problems as bad 
as that. But even in a relatively 
simple case, where an enterprise 
consists of only one corporation, 
the manager must judge each 
business policy in the light of any 
tax penalty attached to it: to com- 
pute the amount of tax that will 
have to be paid, he must estimate 
in advance the amount of income 
that will be earned during the 
taxable year and regulate his poli- 
cies accordingly. 

Necessity of a Budget 

Business managers who desire to 
look ahead at their tax problems 
will find they cannot very well do 
without an effective budget. In his 
recent book on “Budgeting,” Prior 
Sinclair says: 

“Consideration of the need for a 
budget shows that it is a device 
or tool for the business executive 
to aid him in doing his work. It 
is the responsibilitv of the chief 
executive to determine future poli- 
cies. The budget crystalizes those 
policies into a plan. It is his duty 
to decide upon the character and 
volume of business to be handled 
during the months or the year to 
come. The budget formulates these 


policies into a program. It is his 
duty to set up a business organiza- 
tion which will put his plans into 
execution. The budget organiza- 
tion provides instruments for that 
purpose. .. . Finally, the executive 
must lay before his Board of Di- 
rectors on the one hand, and his 
departmental assistants on the 
other, a definite, well considered 
administrative program. The bud- 
get is the best form in which these 
procedures can be formulated. 

I think you will agree that it 
will be difficult indeed for the 
business executive to know how he 
is coming out under the various 
tax laws, and especially under the 
undistributed profits tax, unless he 
undertakes careful budgetary 
planning. His plans and policies 
with respect to costs, profit mar- 
gins, plant additions, liquidation 
of indebtedness and dividends, to 
name a few, all need to be con- 
sidered in the light of federal 
taxes. 


The Importance of Uniform Costs 


A thorough and timely knowl- 
edge of manufacturing costs, as 
determined by an adequate cost 
accounting system, is going to be 
increasingly necessary if the man- 
agement of a corporation is to deal 
adequately with high taxes. To as- 
certain correctly the amount of 
income at frequent’ intervals 
throughout the year, a procedure 
vitally necessary to determine divi- 
dend policy and the tax implica- 
tions of other financial plans, cur- 
rent knowledge of costsis essential. 
No capable manufacturer is going 
to wait until inventory is taken at 
the end of the year to find out 
what his results were and how big 
a tax his company will have to 

ay; he will want his cost system 
o give him urgently needed cost 
data periodically throughout the 
year. 

With the income tax taking a 
larger share of business profits it 
becomes increasingly important to 
maintain adequate profit margins. 
A good many trade associations 
have adopted uniform cost systems 
which have proved invaluable to 
their members and their particu- 
lar industries in making available 
a real knowledge of costs and in 
exerting their influence toward 
maintaining price structures. Of 
course, trade conditions and com- 
petition. as well as costs. deter- 
mine price levels; these influences 
sometimes appear to overshadow 
costs in importance. In addressing 
the National Association of Cost 
Accountants some years ago. Mr. 
Howard Coonley, president of the 
Walworth Company, had some in- 
teresting remarks to make on this 
subject: 

“Trade conditions do govern to 
a large extent (in setting prices), 
but the costs can be used very 
wholesomely as an influence in 
several ways. In the first place, on 
these lines in which our costs are 
very close to the price received, we 
minimize sales effort while accent- 
ing the drive along more profitable 
channels. We have also for years 
discussed costs with our competi- 
tors, and that is where the real 
benefits arise. We try to get a 
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common knowledge of costs and 
then leave it to the other fellow 
to use his own judgment as to 
what he does about it. To my mind 
knowledge is power. I think there 
are very few individuals in this 
country who are not in business 
for a profit. The only trouble is 
that they do not know what is and 
what is not a profit. Now the real 
influence on prices is knowledge of 
costs, and that is the way we use 
costs to influence prices.” 

Probably there are a good many 
more industrialists today who will 
agree with Mr. Coonley than there 
were in 1926, when he expressed 
those opinions. It is often said that 
the most dangerous competitor 
is the man who does not Know his 
own costs, and we know that he 
often represents the small or 
medium-sized business which has 
no adequate cost system. He is 

rone to guess too low on his costs; 
be has not allowed enough for 
overhead, for depreciation and ob- 
solescence of equipment, or for any 
of a number of factors which a 
good set of cost accounts would 
bring to his attention. Under the 
circumstances, he will be likely to 
undersell you, to his own detri- 
ment and yours. 


Cost Under the Robinson-Patman 
Act 


Important questions of a cost 
accounting nature are being raised 
by the recently enacted Robinson- 
Patman Price Discrimination Act. 
Although the Act is vague, and 
authoritative official interpreta- 
tion by the Federal Trade Commis- 
sion is still lacking, numerous 
commentators are in agreement in 
laying emphasis on the need for 
good cost accounting. The Act 
makes price discrimination prima 
facie unlawful,and this puts on the 
accused the burden of proof that 
his acts are justified within the 
law. When costs of manufacture 
are claimed to differ as between 
somewhat similar products sold to 
different classes of customers, it 
will be important for producers to 
be able to justify quoted differ- 
ences by actual figures based upon 
trustworthy cost methods. 

These concerns, which do not 
have adequate cost accounting 
methods, or which may have more 
or less ignored the subject in the 

ast, will be interested in the fol- 
owing comment upon the Act re- 
cently made by Hon. Nelson B. 
Gaskill, a former member of the 
Federal Trade Commission: 

“And it appears at once that 
due allowance for cost differences 
is practically useless to the manu- 
facturer who has not a good cost 
accounting system, or to one 
who does not apply it properly. 
To advance this defense the re- 
spondent tenders himself as a wit- 
ness. He offers cost calculations 
taken from his own records. He 
can be cross-examined and com- 
pelled to answer, and his records 
are open to inspection and his sub- 
mitted data to check by govern- 
ment accountants. 

“Consequently, if he has no cost 
accounting system he had better 
set one up or abandon this ground 
of justification. If he has a cost 
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accounting system but is not sure 
of it, he might well have it checked 
up or not rely too heavily on this 
defense.” 

Even concerns which have ex- 
cellent systems for determining 
manufacturing costs are going to 
have to revise and expand their 
methods in order to obtain data 
for the purpose of establishing and 
supporting their merchandising 
policies. In all probability price 
differentials will have to be de- 
fended under the law largely by 
proving differences, as between 
customers, in distribution, selling 
and administrative costs. The or- 
dinary manufacturing cost ac- 
counting system does not deal with 
these items at all. 

Consequently, a good many 
manufacturers are now having 
studies made to determine what 
their selling and administrative 
costs are for different kinds of 
products and different classes of 
customers. Scientific methods for 
the equitable distribution of such 
costs are not in so advanced a 
stage and are not so widely un- 
derstood as methods for the de- 
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termination of manufacturing 
costs, but they will have to be 
promptly worked out to fit the par- 
ticular circumstances found in 
each type of business. Some sell- 
ing and administrative expenses, 
such as the expenses incident to 
billing, customers’ bookkeeping, 
collections, preparation of ship- 
ping documents, warehouse opera- 
tions, sales analysis and the like, 
may be largely dependent upon 
the size of individual orders. 
Salesmen’s salaries and expenses, 
when converted into cost per unit 
of product, may vary considerably 
as between various customers; for 
example, one salesman may 
handle a few large accounts, while 
a dozen salesmen may be required 
to produce an equal volume of 
business among a large number of 
small and scattered buyers. The 
effect on unit costs of different 
methods of distribution may vary 
widely depending on whether they 
are served by direct shipments 
from the home office warehouse or 
through branch sales and ware- 
house organizations, or through 
jobbers. 
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To get reliable answers to such 
problems as these and to establish 
cost differentials which will, if 
necessary, stand up in court, is go- 
ing to require study and effort, and 
an exchange of ideas on these sub- 
jects among the members of your 
association should prove invalu- 
able to you. That is another good 
reason for establishing a uniform 
cost accounting system. It seems 
to me that uniform methods 
throughout your industry in fixing 
price differentials would be of im- 
measurable assistance in estab- 
ee fair competition under the 
aw. 

Profits and Codperation 

There is one good feature of any 
income or profits tax, and we 
ought not to lose sight of it. Un- 
less you make a profit you don’t 
have to pay any tax. The income 
tax on business profits has always 
been, and still is, the government’s 
share of the profits of a business. 
When the tax rates are high, and 
the government is getting a large 
share, business management is 
vitally interested in making a 
profit which is big enough so that 
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H. D. Hoops, Moore Push Pin Company. 
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a satisfactory amount will be left, 
after taxes, for the owners of the 
business. 

In this era of taxes and bureau- 
cracy, every legitimate method of 
increasing business profits must be 
sought out and used, and in this 
direction your association can be 
of the greatest assistance to you. 
It keeps you posted as to what is 
rs in Washington—with- 
out almost daily knowledge of 
what is going on down there a man 
can no longer manage his business 
properly. Rules under the Securi- 
ties Act concerning the registra- 
tion of securities, tax regulations, 
reams of administrative law for 
the regulation of business, opin- 
ions concerning laws which nobody 
understands, like the Robinson- 
Patman Act, emanate in a steady 
stream from Washington. Which 
of these should you know about; 
which ones affect your business? 
The Association’s Washington 
office should continue to keep you 
advised—daily, if necessary. Your 
trade association should be used to 
the fullest extent permitted under 
the anti-trust laws, and competent 
legal advice should be had as to 
the extreme limits of such use. 

A trade association which brings 
about codperation among the 
members of your industry, insofar 
as this is permitted by law, should 
prove to be one of your most valu- 
able assets. I read with a great 
deal of pleasure one of the gov- 
ernors’ monthly bulletins of The 
National Stationers Association, 
which contained the following 
paragraph: 

“Another phase of this year’s 

icture has been the ready will- 
ngness of prominent members of 
our administration to share their 
trade secrets with other members. 
Some of these men have gone to 


The Economic Case 


OTH the importance and the 

complexity of the Robinson- 
Patman Act are attested by the 
cloudburst of explanatory lan- 
guage that has attended its birth. 
It seems important to an under- 
standing of the details of this law 
to first examine its nature. Mr. 
Garvin has asked me to develop 
that side of the story. 

A short while ago a noted lawyer 
said, in effect, that this law was 
passed because a year ago a small 
minority group in one industry, 
headed by a vociferous leader, set 
about through political fanfare to 
secure national legislation in the 
interest of its members. At the 
same meeting an equally well 
known economist called the Law 
“a reaction to basic competitive 
relationships which have taken on 
new aspects under the impact of 
the depression.” Thus one of the 
less discussed but basically im- 
portant issues is drawn. 

Personally I do not believe that 
the Robinson-Patman Act could 
have been passed had it been fa- 
vored only by the group that was 


great length to be of definite as- 
sistance to smaller and less suc- 
cessful members who have asked 
for information and for help. 
There hasn’t been a single in- 
stance this year when we have 
asked for information and codp- 
eration for one of our members 
through information in the pos- 
session of other members where 
we have not had a splendid re- 
sponse from outstanding, fine gen- 
tlemen of our business who have 
been willing to share the best that 
they have with the other fellow.” 

That is the sort of codperation 
that will be invaluable to you for 
improving your business methods 
and your profits. 

Another activity of your associa- 
tion impressed me as being highly 
beneficial, and that is the dissemi- 
nation among your membership of 
information about the trend of 
sales volume, of cost and expense 
percentages and of profit margins. 
This sort of information should 
prove to be of great assistance to 
each of your members in manag- 
ing his own enterprise. The ut- 
most in codperation is, of course, 
necessary to make this kind of in- 
formation useful. If the figures 
are to represent a real average of 
the operating results in your in- 
dustry, every member, large or 
small, profitable or unprofitable, 
must send in a monthly statement 
so that it can be used in compiling 
these figures. Then the manager 
of each enterprise will be able to 
get a comparison of his own results 
with the average of the trade as a 
whole and with the average for the 
district in which he is located. 
Such a comparison will tell him 
where he stands and will warn him 
when he is falling behind. Inves- 
tigation of these factors is sure to 
give him ideas for the improve- 


By Edward B. George, Dept. of 
Economic Research, Dun & Brad- 
street, Inc., New York. 


noisiest in its promotion. It could 
not have been passed had not re- 
cent political, economic and legal 
history been what it was, and had 
not thousand of business men been 
sympathetic or at least tolerant of 
its general purpose. Numerous 
manufacturers and _ distributors 
who might actively dislike the spe- 
cific terms of the Bill, have not 
been entirely satisfied with the 
existing balance of competitive 
forces and were willing to see 
“something” tried, even as forty 
odd years ago small interests were 
anxious and others willing to give 
the new and strange anti-trust 
laws a fling. 

Nor does this law stand alone. 
It is of a piece with other measures 
designed to help the little man in 
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ment of his business methods and 
his profits. 

To get the most good out of this 
kind of information, it is, of 
course, necessary that the figures 
be reported on the same basis by 
each member enterprise, and that 
the accounts of each enterprise be 
kept on this basis, so that com- 
parison will be trustworthy. To 
this end a uniform system of ac- 
counts is needed so as to place 
each member’s accounts on a 
strictly comparable basis. 

I have suggested the adoption of 
a uniform system of cost account- 
ing for your manufacturer mem- 
bers and also the establishment of 
uniform accounts for members 
who conduct a merchandising 
business. You will find, too, when 
you sit down together to work out 
systems of accounts, that in your 
attempt to choose the best avail- 
able system you will be helping 
many of your members to improve 
their accounting methods and 
practices. This by-product of your 
efforts might prove to be one of the 
finest rewards of your cooperation. 

In this era of high and increas- 
ing taxes, the business executive, 
whether manufacturer or mer- 
chant, will have to use with intelli- 
gence every source of trustworthy 
financial information at his dis- 
posal. 

The friendly cooperative ex- 
change of information among the 
members of your association, the 
use of timely financial reports 
based upon reliable, uniform ac- 
counts and cost systems to guide 
you, the control of your business 
and the planning of your policies 
by means of a well conceived 
budget—these are the props and 
stays which will help you to bear 
the increasing burden of taxes. 


For and Against Control of Price Discrimination 


his highly advertised battle to sur- 
vive. The Robinson-Patman Act 
and the Borah-Van Nuys Act 
spring basically from the same 
stock as the chain store taxes, 
numerous State Fair Trade Laws, 
the momentous Goodyear case so 
recently brought to a conclusion 
by the Federal Trade Commission 
after two years of debate, demands 
for resale price maintenance, even 
the existing graduated corporation 
and undivided profits taxes. 


More Laws 

And there will probably be more 
laws in this field before there are 
less. A strong effort will be made 
to put little Patman Acts through 
the various state legislatures in 
order to step over the limitations 
of inter-state commerce as defined 
by the courts. The various States 
are, of their own initiative, passing 
fair trade and unfair practice laws 
right and left. Two bills to still 
further enlarge the powers of the 
Federal Trade Commission were 
actively sponsored in the last Con- 
gress and will doubtless reappear 
in the next. The drive is still on. 
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We are in a cycle, even though its 
long terms aspects may be evolu- 
tionary. I may not dare to predict 
how the unwieldly Robinson-Pat- 
man Act will work, but I do con- 
sider it a safe guess that its failure 
would never of itself deflate the 
urge that produced it. I do not be- 
lieve that a failure would do much 
more than influence changes in its 
forms, admitting that among them 
could be a contraction of its 
present ambitious scope. Some 
parts of this Act may even join our 
fascinating little body of “Now you 
see them and now you don’t” laws, 
which Congress conceives out of a 
theory, the courts destroy with a 
phrase, and Congress revives with 
fresh paint. 

The ultimate fate of the Act will, 
of course, depend in large part on 
the ministrations of the Federal 
Trade Commission and the Courts, 
but by no means on them alone. It 
is almost a byword in this country 
since prohibition days that passing 
a law will not make it stick unless 
the people want it. Business opin- 
ion will be the first court before 
which this law will have to stand, 
and business behavior will be the 
sign of its verdict. The law is so 
complicated that it would be hard 
to administer with everybody will- 
ing. If a majority is unwilling the 
predicament of the Commission 
and the Courts will be a pretty one 
and the chances of smooth opera- 
tion very low. 

On the other hand, business ac- 
quiescence may “carry” the more 
important parts of the law, mould- 
ing and adjusting them in practice 
to actual operating necessities. It 
already shows signs of doing so. 
Such sympathetic realism could 
lay the foundation for a really 
workable document to which ten or 
twenty years from now we might 
find ourselves conforming as a 
matter of course. 

Business discussion of this law 
has been so continuous that I am 
going to skip rather lightly over 
what normally should be the prin- 
cipal part of the subject, namely. 
“What does the law require.” Each 
vart of it, as in the case of all law, 
is an expression of social, economic 
or political conviction on the part 
of Congress and a rule of conduct 
based upon that conviction. 

Congress says in effect: 

1. We believe that large buyers 
are securing excessive advantages 
over their small competitors by 
virtue of their sheer size and pur- 
chasing power, and that advan- 
tages from this source rather than 
those flowing from their vaunted 
efficiency are crushing competi- 
tion. The old Clayton Act forbade 
such discriminations on “like 
grades,” “qualities, and quantities” 
as might lessen competition or 
tend to create a monopoly. Ex- 
perience has proved that that is 
not enough, and we now make the 
prohibition personal as well as 
general: hereafter competition 
must not be lessened either gen- 
erally or among individual sellers 
or buyers. 

Arbitrary Standard 

2. There must of course be some 
arbitrary standard by which the 
Federal Trade Commission and the 


Courts may determine when dis- 
crimination is likely to pass the 
above limits. For that standard 
the old law selected differences in 
price exceeding differences in cost 
of selling and transporting, but 
emasculated it by also permitting 
discrimination on account of 
quantity in the abstract. This last 
vague language proved too big a 
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loophole for the Commission and 
the Courts to guard, so we are 
eliminating it. We are retaining 
however the standard of differ- 
ences in cost and in doing so are 
permitting manufacturing costs to 
be taken into account as well as 
those of selling and transportation. 

3. In spite of these two restric- 
tions we, the Congress, fear that 
a few buyers may take such large 
quantities that allowable differ- 
ences in price will still be so great 
as to prevent smaller customers 
from competing with them. We 
therefore empower the Federal 
Trade Commission in such cases to 
set a limit to the quantities on 
which such premiums may be 
earned. 

4. We realize that these restric- 
tions may obstruct some forms of 
normal and necessary business in- 
tercourse that the laxity rather 
than the purpose of the old law 
made it unnecessary to formally 
set free, so we exempt discrimina- 
tions resulting from changing 
market conditions, deterioration of 
perishable goods, obsolescence of 
seasonal goods, distress sales under 
Court process, or discontinuance 
of lines. We continue the right 
bestowed by the old law on sellers 
to select their own customers if 
not in restraint of trade. 

5. It is often easy for discrimi- 
nation in fact to occur outside of 
discrimination in bare price by the 
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use of liberal advertising allow- 
ances and services, and of special 
sales aids. We therefore insist that 
these be extended to all competing 
customers, and in the case of spe- 
cial services and aids to all cus- 
tomers, on proportionately equal 
terms. 

6. Brokerage has likewise in 
many cases degenerated into an 
extra discount exacted by the 
buyer in return for services that 
are never given. Legitimate brok- 
ers have been hurt and competi- 
tion further curtailed. This prac- 
tice is now forbidden, as is, of 
course, its reciprocal. In addition, 
we insert the words “except for 
services rendered,” as a special 
prize puzzle contest for the enter- 
tainment of business men, lawyers 
and the Courts. 

7. One of the most serious injus- 
tices of the old law, or what would 
have been an injustice had that 
law been sufficiently definite to be 
enforced, was that it put all of the 
blame for unfair discrimination on 
the seller. We now correct that 
error by — it unlawful for 
any buyer knowingly to induce or 
= a prohibited discrimina- 

on. 

8. We are transferring the bur- 
den of proof from the Commission 
(but not in civil or criminal pro- 
ceedings in the Courts although 
we don’t specifically say) to the 
Seape discriminating, because 

hey alone are in possession of the 
necessary records upon which to 
determine innocence or guilt. How- 
ever, the prima facie case created 
by the proven existence of dis- 
crimination may be rebutted by a 
showing that the bo price 
was made to meet competition, al- 
though it cannot for that reason 
go below it. 

Borah-Van Nuys Act 

9. In order to compromise our 
own internal quarrels and so 
enable us to pass any law at all, 
we, the Congress, hereby incorpor- 
ate another law—‘“The Borah-Van 
Nuys Act” inside the one we have 
been explaining. This law within 
a law sets up sufficiently different 
definitions of discrimination and 
of rules governing it to give busi- 
ness its exquisite and ultimate ex- 
perience with the heebie-jeebies. 
For violation of this concession to 
Congressional harmony we provide 
criminal penalties of fine and im- 
prisonment. 

This is what original law making 
does to a principle. But as I have 
already implied, the formal lan- 
guage of even a law is not always 
a good forecast of what may hap- 
- under it. It will be beat upon 

y the even sterner forces of 
realism of operating practicalities. 
of administrative expediency, of 
legal resistance, and of public 
opinion. Complex hodge-podge 
though it may now be, there is a 
principle running through it that 
might very possibly withstand all 
these strains, and in the end leave 
us with a law on our hands capable 
of being really woven into business 
conduct and not merely imposed 
upon it 

Vital Tests of Unfair 
Discrimination 
Now it is repeatedly being 
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brought out by level headed au- 
thorities in the trade practice field 
that the law need not throw busi- 
ness into a state of panic. Busi- 
ness is not an unrelieved aggrega- 
tion of evil practices. True, there 
are outstanding cases of discrimi- 
nation which almost everyone re- 
sents, and these, if not modified, 
are bound to meet with trouble. 
True, there are many implications 
in the law for ordinary buying and 
selling relationships that a mean 
and waspish administration could 
exploit with horrible effects. True, 
there are some human beings of 
ambulance chasing disposition 
who would like nothing better 
than to slink through the broad 
purposes of the law and ensnare 
the morally innocent in technical 
triple damage suits. But if we 
were to look at old and accepted 
law as closely as we are looking at 
this new one, we might find that 
such possibilities have always ex- 
isted. Without attempting to mini- 
mize the law’s complications, it is 
its newness as well as its specific 
content that is provocative to such 
minds. And I doubt if we will find 
anything sinister in the attitudes 
of the Federal Trade Commission 
and the Courts. Business as a 
whole is honest, business as a 
whole is fair. Administrative agen- 
cies are not likely to forget this 
when spiteful litigants attempt 
to cross the discretionary areas 
that even the crowded details of 
this law have entrusted to their 
sense of fairness. 


Executives’ Mistake 


Many executives are making the 
mistake of peering at random de- 
tails in the law and moaning over 
their utter destructiveness. As 
with all problems, there are or- 
derly ways of approaching this 
one, and details cannot even be 
evaluated until their place in the 
central scheme is fixed. What are 
some of the principal steps that a 
man’s thinking must take? Let us 
put ourselves in his place for a mo- 
ment. 

1. First of all is there a differ- 
ence in my prices to my different 
customers? That one, of course, is 
easy. If I have a one price policy, 
presumably I'm all right. There is 
one militant school of thought 
claiming that if savings are earned 
by any customer for any reason 
they have to be passed on, but ma- 
jority opinion runs against this 
view. 

2. Are differences in quality of 
merchandise the only basis for my 
discriminations? If ae are, and 
I’m certain that the distinctions 
are real, I ought not to have much 
trouble. But I better look over my 
price lists and catalogues to make 
sure; also to see if they couldn’t 
be readjusted to meet such a test 
without too greatly upsetting my 
necessary selling policies. 

3. Is all my business intra-state? 
And by the way are my favored 
customers selling across state lines 
so that discriminations in their 
favor can boomerang on me, even 
though delivery is taken within 
my own state? 

4. Are my customers and my 
customers’ customers in competi- 
tion with each other or with me? 


Admittedly this will often be the 
case, due to the telescopic lengths 
to which Congress stretched the 
application of the law. Some even 
conceive competition to run be- 
tween any two points along com- 
— channels of distributions, as 
etween wholesalers and retailers, 
in the view that Congress wanted 
the chances of success of at least 
of survival to be kept in some sort 
of equilibrium throughout the 
whole merchandising field. This, 
however, involves the question of 
functional discounts which I will 
dodge for the minute. At any rate 
I am now certain to learn more 
about my customers and about 
trading areas than I ever knew be- 
fore, which in itself is an asset 
rather than a liability. 

5. Where I do find myself dis- 
criminating, is the discrimination 
of a size or character capable of 
really injuring competition with 
me or my customers, or with those 
buying in turn from such of my 
customers as know they are being 
favored (but not the customers of 
the others)? I must also remem- 
ber that this doesn’t mean merely 
competition in the sale or re-sale 
of my own goods. I have to watch 
lest my competitors of their cus- 
tomers can build up a claim that 
they are being injured by any dis- 
crimination I grant no matter 
where or to whom. Literally that 
could include sales to the govern- 
ment or to a stray customer a 
thousand miles away. 

Now note that the territory into 
which we are now drifting is less 
and less plainly marked. We have 
gradually been dropping such pre- 
vision instruments as we had fash- 
ioned largeiy out of our own fa- 
miliar books, plants, and knowl- 
edge of the trade and picking up 
the rubberv and unfamiliar tools 
of economic measurement. Here 
is top heaven for the man who 
would rather argue than eat. As 
one of the simple examples of the 
problem of determining injury I 
refer you to the Goodyear case. 

Scene Shifts 


6. Now let us shift the scene 
back to your own office and your 
own records, but be prepared to do 
new and strange things with them. 
If my particular style of discrimi- 
nation does not drop beyond the 
law’s reach by any of the previous 
tests, can I justify it by differences 
in cost of manufacture, sale or 
delivery to the differently treated 
customers? This contemplates a 
more startling advance in cus- 
tomary accounting methods than 
a great deal of violent preaching 
has been able to accomplish in a 
quarter of a century. But never 
mind; the profit is on the line now 
in plain sight and is no longer 
just a vague reward supposed in 
the vague future to follow the “ap- 
plication of scientific methods of 
distribution.” Whether or no. cost 
allocation by individual products, 
quantities, customers, territories, 
sales and profit returns from par- 
ticular sales and advertising pro- 
grams, etc., now seems to be with 
us. It’s cheaper than vicious pub- 
licity, triple damages or a term in 
jail. It looks as if we had contem- 
plated a life cycle and that arith- 
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metic was about to be pounded in 
with the birch rod again. 

7. What shall I do about func- 
tional discounts? The law doesn’t 
say I can’t give them, but it doesn’t 
exempt them. If I can’t give my 
wholesalers the little extra dis- 
count that they have been getting 
for fifty years, I may as well give 
up. Why, business is built around 
those discounts. They surely can’t 
destroy or injure competition with 
anyone. I guess I'll take a chance, 
but I’ll make sure that they only 
go to the people who really earn 
them and not to anyone who tries 
to hold me up for them. Even so, 
I better take pains for once in my 
life to see that the customer classes 
I set up make sense, that there are 
real and necessary differences in 
the functions they perform, and 
that the extras I give for special 
services are reasonable. No more 
classes of the kind that I forget 
why I made them a year later. I 
might as well have given a special 
cut to red-headed steeplejacks in 
Oklahoma for all the good some 
of them have done me in the long 
run. 

A Good Idea 

Or—and there will also be a lot 
of thinking along this line: That’s 
a good idea. I'll be glad to get rid 
of the kind of customer discounts 
I’ve got. I’m willing to assume 
they are out except for quantity 
differences. They are all jumbled 
up anyway among all sorts of cus- 
tomers and this is a way to clean 
house and play safe at the same 
time. If the law turns out to per- 
mit them I can always put them 
back later on a more orderly basis. 

It’s up to you which one of these 
shadow boxers you choose to be. 

8. While I am at it I better look 
at some of my other selling habits, 
such as payment and delivery 
terms. Maybe the law will regard 
them as parts of my price. True 
they were at one phase of its 
enactment expressly dealt with 
and later deleted; but there are 
still plenty of lawyers who would 
be glad to drag me into court for 
somebody on a contingent fee basis 
if I even appear to be using them 
as a means of showing special fa- 
vors. And by the way, am I still 
letting some of my heavy custom- 
ers get away with unearned cash 
discounts? 

9. Has the market gone up or 
down since my last sale to an ex- 
tent justifying this new price that 
I want to quote? 

10. When I can’t be sure that I 
am _ technically satisfying the 
above tests, how does my consci- 
ence feel about it? Have I come as 
close as I can, or—and let’s be 
honest now—am I making this 
concession just to get a particular 
piece of business? I know that 
Congress has its ax out for dis- 
criminations that it thinks have 
given large buyers too much of an 
edge. A lot of lesser ones are going 
to be tripped on the technicalities. 
Congress couldn’t cut different 
sized holes in the fence for every 
cat. Am I well on the safe side? 
Maybe I better join up with some 
of the other men in this industry 
on the open price plan Charlie 
Garvin talks about. At any rate it 
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ought to clear me of suspicion and 
petty snooping. 

These are, of course, limited il- 
lustrations but they are among the 
most important. 


More Can Be Drawn 

I will not further strain your 
imagination by trying to draw 
similar pictures for advertising al- 
lowances, sales aids, brokerage, 
etc., but they can be drawn. If you 
will excuse the temerity of a ref- 
erence to some of our published 
work on this subject, Dr. Thorp of 
our organization and I have tried 
to cover most of the known pros 
and cons cast up by this law 
in our two pamphlets—“The Fed- 
eral Trade Commission Decision in 
the Goodyear Case,” and “Check 
List of Possible Effects of the 
Robinson-Patman Act.” 


Illustrative Problems 

Beyond the most basic tests, and 
even within them, it would be a 
disservice to pretend that embar- 
rassing problems are not going to 
arise for both business men trying 
to obey the law and official agen- 
cies trying to administer it. 

Business is an exceedingly com- 
plex affair and the simplest rules 
rarely apply uniformly to its vari- 
ous competitive phases. When a 
manufacturer makes a sale he does 
a hundred petty things in the 
course of it, from institutional ad- 
vertising to final banking of the 
proceeds. This is the kind of law 
that to control the sale must con- 
trol many of the steps by which 
it is built up. 

For today’s limited program, I 
will do little more than mention 





the main categories into which the 
details of your new problems are 
likely to fall. The principal effects 
of the Act wili apparently be on 
kinds of products manufactured, 
prices and price structures, cus- 
tomer classifications, or channels 
of distribution, cost accounting 
and cost allocation, allowances and 
services and brokerage. These are 
examined in great detail in the re- 
cently published “Check List of 
Possible Effects” to which I have 
referred. 

There is one question mark in 
the foregoing area, however, that 
is bigger than most, and about 
which controversy is particularly 
bitter and important. Because of 
the limitation of time it is the only 
one I shall touch upon. The law 
says nothing about customer clas- 
sification. One of the early drafts 
did provide for this, but the refer- 
ence was later deleted. Does the 
law’s silence on this subject mean 
that they are not permitted or that 
the law does not intend to inter- 
fere with them? Lawyers have 
gone on record both ways. Some 
say that the Courts would never 
permit so sweeping an assault on 
long established and traditional 
practices in which no harm had 
been disclosed. On the other 
hand, Congress deliberately de- 
bated the wisdom of an exemption 
in favor of functional discounts 
and decided against it. Whether 
this decision was reached because 
of the impracticability of defining 
complex functions in a law, or 
whether they ultimately consid- 
ered such a safeguard necessary, 
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the Courts again may have to de- 
cide. The old law likewise ignored 
them, but the old law was never 
subjected to the legal attacks that 
this one will be. The difference, 
obviously, is tremendous. If func- 
tional differentials are not per- 
mitted, business may have to 
modify many of its present dis- 
tribution structures. If they are 
permitted, the legal confusions 
may be very disturbing. We all 
know that there are no such things 
as clear-cut layers of functions but 
that they criss-cross each other 
over the whole distribution field. 
What value to assign to each, 
singly and in combination, is a 
problem I for one prefer to leave 
to others. 
Cash Distinction 


What precise cash distinction 
will the Law allow a manufacturer 
to make in the field of wholesaling 
alone, between service wholesalers, 
mutual wholesalers, short line 
wholesalers, chain store ware- 
houses, cash and carry wholesalers, 
drop shippers, voluntary chains, 
retailer owned wholesalers, mail 
order wholesalers, and wagon dis- 
tributors? Multiply these varia- 
tions by such special factors as 
whether they carry specialties or 
only established brands, whether 
or not they provide storage facili- 
ties; whether they aggressively 
push sales or merely take orders: 
whether they sell in well developed 
markets or in new territories, 
whether they aggressively push 
sales or merely take orders; 
whether they finance their cus- 
tomers or merely extend normal 
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credit. Now consider these func- 
tions in all their possible combi- 
nations. Now get really into the 
spirit of the game by making per- 
mutations and combinations out of 
your results at this point with each 
of the functions performed at 
other levels, such as converting, 
assembling, jobbing and retailing, 
where the customers operate at 
more than one level. To assign 
fair comparative values to all these 
minutely different functions would 
be like trying to distribute flea 
powder mathematically according 
to the size and location of the fleas 
on the dog. 

Now I realize that I am exag- 
gerating the problem and that in 
the great majority of cases there 
may be arbitrary ways of reducing 
these differences for administra- 
tive purposes. Major standards 
may be set up and valued, such as 
wholesaling and retailing in their 
most orthodox forms identified by 
such reliable characteristics as 
stock carrying, passing of title, 
character of re-sale, etc. Although 
this may stir resentment among 
the thousands of merchants who 
do something different, if the 
thing has to be done it probably 
will be done in one way or another. 

The Economic Issues 

There is no blinking the fact 
that we have started something 
that will take a long time to get 
under control. But through the 
haze and dust of immediate con- 
flict, let us take a final look at the 
fundamental issues involved. The 
battle is really being fought on two 
fronts. The more familiar one is 
that of the ancient and unabashed 
struggle for personal advantage 
among different types of manu- 
facturers and distributors. That 
we can understand. It is native to 
our competitive system. It is also 
part of our tradition that when- 
ever such struggles take on a 
group character so as to pit sub- 
stantial fractions of our business 
population against each other, an 
appeal is frequently taken by the 
weaker to politics and legislation. 
Some time before that point, battle 
lines begin to form in another 
area. Naturally, we do not pass 
laws for everyone who wants them. 
There must or should be serious 
social or economic issues at stake, 
framed in terms of national rather 
than partisan good. I admit that 
this is somewhat of an ideal, more 
frequently observed in history in 
the breach than in the observance. 
However that may be, what are 
they in this case? 

Summarizing very briefly, the 
disinterested advocate of anti-dis- 
crimination laws contends that the 
preservation of small independent 
distributors is a paramount social 
issue, and that the independent is 
losing ground not because of in- 
efficiency but because of the 
bludgeoning tactics of large buy- 
ers. Under a discriminatory sys- 
tem, small buyers must carry 
much of the selling and distribut- 
ing expenses both for themselves 
and for their rivals. Conversely, 
the manufacturers of less well- 
known brands are saddled with 
more than their share of the dis- 
tributor cost in mass outlets. 


The opposing view is that the 
small operator should serve only 
to the extent that he is economi- 
cally justified. The large buyer has 
a peculiar value to the producer 
both in utilizing excess capacity, 
and by permitting a more stable 
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case. Furthermore, the small in- 
dependent can easily survive in 
small local markets to which his 
adaptation is superior and in the 
large field can obtain the eco- 
nomics of large scale purchasing 
through such devices as retail 
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and predictable level of operations. 
From the viewpoint of the general 
~~ the final result is claimed to 

e lower prices, which, however, is 
not at all an open and shut 


owned wholesalers and voluntary 
chains. In any event economic 
progress should not be retarded 
merely to continue an established 
but inefficient system. 
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The second main contention lies 
in the field of monopoly. Sympa- 
thizers with this law, ignoring the 
rebuttal of their first argument on 
the ground that the social value of 
the retailer is much more im- 
portant than the type of re-ad- 
justments urged by their oppon- 
ents, hurry on to denounce the 
concentration of buying power in 
relatively few hands as a develop- 
ment of practical monopoly. Ac- 
cording to this belief, a high cost 
form of distribution can win out 
because of its wealth and bargain- 
ing power in contrast with tradi- 
tional theory that real progress is 
achieved by the automatic victory 
of low cost methods. 


Opponents’ Viewpoint 


The opponents of this position 
point out that the large buyer 
must expect other mass distribu- 
tors to invade any territory which 
he finds especially profitable and 
that there is no apparent trend 
toward consolidation of all mass 
distributors. 

The third area in which the 
battle rages has to do with the 
politically burning issue of the 
effectiveness and propriety of gov- 
ernment interference. The affir- 
mative case is that the Govern- 
ment intervenes only to the extent 
of so defining fair competition as 
to avoid giving undue advantage 
to enterprises strong in bargaining 
power over their worthy but less 
powerful competitors. Opponents 
stress the technical difficulties of 
controlling prices by any kind of 
fiat. They lay emphasis on the 
difficulties of defining, detecting 
and proving real price discrimi- 
nation, and openly wonder how 
yardsticks are to be fashioned from 
so many conflicting cost practices. 
The technical problems involved 
in obliging prices to serve doc- 
trinaire objectives are bad enough 
in themselves without the risks 
and arbitrariness that come of en- 
trusting such a broad idea as un- 
fair discrimination to governmen- 
tal definitions of cost and econ- 
omies. 

In closing, I would like to men- 
tion briefly two of the economic 
aspects of the problem. One is 
concerned with cost accounting, 
the other with the distribution 
structure. 


O* the 21st of April, 1932, I re- 
ported to our New York 
Branch. On my arrival the prob- 
lems confronted me. First, busi- 
ness was plunging into the worst 
year of the depression. Secondly; 
approximately 1,000 dealers with 
whom I had to become acquainted, 
were utter strangers to me. These 
were trying days, and I must con- 
fess I frequently found myself sit- 
ting in our office at the end of a 
hectic day, wishing I were back in 
that part of the country which 
James Whitcomb Riley so beauti- 
fully describes in his story, “Isn’t 
God Good to Indiana.” 

The new market and its differ- 
ent methods of carrying on busi- 


It is possible that one of the long 
run effects of this law, provided it 
leaps its legal hurdles, may come 
chiefly from its insistence upon 
greater knowledge, knowledge of 
costs and knowledge of prices. I 
am speaking now not in praise or 
defense of this exact law, but with 
respect to a possible by-product of 
this kind of law. If the law is 
good, a better knowledge of costs 
will supplement its value. If it is 
wrong, or its technical faults are 
too abysmal, such a development 
might prove a backhanded sort of 
compensation that we could accept 
with a wry face, but nevertheless 
accept. As matters now stand, 
business policies are all too fre- 
quently formulated on the basis of 
guess work. We are inclined to in- 
sist that our judgments once 
made, are right, even though they 
have merely grown upon us and 
not been deliberately planned. 
But now business must face some 
specific questions concerning price 
structures and concerning chan- 
nels of distribution. They are 
questions which should be asked, 
law or no law. This is the direc- 
tion which leads toward a better 
business system. 


Price Level Emphasis 


The second is that customary 
emphasis, both business and eco- 
nomic, has been on price levels. 
At what price can sellers make a 
profit. and what price level will 
stimulate the largest possible pro- 
duction, consumption and employ- 
ment. These questions will always 
be vital, but the function of price 
in shaping the distributive struc- 
ture now takes rank with them. 
The strength and sometimes the 
very existence of different chan- 
nels of distribution are in large 
part determined by their price re- 
lationship to the rest of the sys- 
tem. Price is their link to commer- 
cial life, and if that link is poorly 
fitted, their chances of survival are 
definitely lessened. Price struc- 
tures, ranging down from raw 
materials to finished roducts, 
have become as important as price 
levels in determining the kind of 
economic world in which we are to 
live. The Robinson-Patman Act 
definitely puts an end to our “os- 
trich” period of disregarding these 
facts. The present approach may 
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ness was a challenge to me. Now, 
four years later, I have learned to 
like New York and I’m thoroughly 
enjoying my associations with the 
New York stationery dealers. 

Even though I had been associ- 
ated with the stationery industry 
for ten years prior to my reporting 
to New York, it was necessary for 
me to relearn retailing of station- 
ery. Many of the retailing prac- 
tices you retailers in the middle 
west were kind enough to teach 
me simply did not, nor do they 
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not be the correct one, but, at least 
we are being forced to attack the 
problem. 

You will note that I have not 
tried to pass judgment on either 
the motives or the consequences of 
this Act. My only clear feeling 
about it is that it is a glimpse of 
evolution at work, a fragment 
briefly illuminated by our own 
sense of awareness. This old world 
is passing through one of its 
periodical and sometimes wild 
metamorphoses. No circumstance 
can be judged except in terms of 
its setting, and ours at the mo- 
ment is particularly confused. All 
that we can be sure of is that 
change is certain. There is no use 
in merely oa at it. While 
like everyone else I am always un- 
comfortable in a period of change, 
I can’t help but feel that intel- 
lectually the only position a busi- 
ness man of today can take is to 
try to influence the form of change 
as his conscience a dictate, 
rather than stand futilly in its 

ath. It is so much easier to de- 

ect than to block, to influence 
than to suppress. 

While I do not think anyone will 
take issue with this philosophy no 
one can be sure that under given 
circumstances he is correctly ap- 
plying it. Almost every business 
man in the country is going to 
think of the Robinson-Patman 
Act primarily in terms of its threat 
or promise to himself. He is going 
to lose some of his power to influ- 
ence and to suggest unless he does 
his best to think of the Act in 
terms of the business system as a 
whole and to do it fairly. It is one 
of the hardest tasks in life, and 
man’s average inability to keep a 
grip on perspective has lain at the 
bottom of more than one war, pes- 
tilence and economic disorder. I 
realize that these remarks are 
somewhat afield from bucolic table 
pounding on what to do and what 
not to do under this Act. Without 
trying to argue the relationship, 
however, I can’t help feeling that 
it is there, and that it is very real, 
and that its symbols are tolerance 
and a conscientious struggle for 
perspective without which the best 
way out of trouble is almost never 
found. 


exist today in New York retail sta- 
tionery stores. For example, few 
New York dealers have stock rec- 
ords of their inventory, very few 
have sales records by customers, 
and I believe I can say without 
exaggeration, few New York sta- 
tionery retailers devote much time 
to budgeting of sales and expenses. 
From you who are managing your 
business with some degree of sys- 
tem, therefore, the expression “be- 
hind the times” would be apropos 
to the New York dealer and, too, 
undoubtedly running through your 
mind, is the question whether you 
can learn anything from the New 
York stationery retailer. I can ap- 
preciate your scepticisms, never- 
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theless, I am very confident, after 
four years’ association with the 
New York retail dealer, that I can 
bring you a message which will be 
of interest to you. As John Wana- 
maker once said, “Every man in 
business will have to go over a 
hard road and find out its turnings 
for himself, but he need not go 
over his road in the dark, if he can 
take with him the light of other 
men’s experiences.” 

Let us, then, look into the New 
York merchant and try to find out 
how he makes the grade, in spite 
of the fact that the general opin- 
ion is that the New York retailer 
practically gives his merchandise 
away. 

Just one point, if I may digress 
for a moment: please to not con- 
clude the observations I am bring- 
ing to you have all been acquired 
from one dealer. It is a tabulation 
of observations from many retail- 
ers who are serving all types of 
consumers, and also observations 
of my associations in the profes- 
sion of selling. 

Frequently, one hears this state- 
ment; the world has made tremen- 
dous strides in all methods of 
production; whereas, the methods 
of distribution have not kept pace 
with the progress and economics 
of production. This statement is 
substantiated by pointing to the 
$800 automobile of today which is 
equivalent in speed and comfort to 
the $1800 car of five years ago— 
production economies being re- 
sponsible for this accomplishment. 
Another example of modern pro- 
duction is the present method of 
drilling for oil. Heretofore, wells 
were usually drilled by the hunch 
method; today, the scientist and 
the geologist know beforehand 
where a well should be drilled and 
frequently forecast how many feet 
down it will be necessary to go, be- 
fore oil is reached. Research and 
the scientific laboratory has made 
this possible. 

These examples of production 
progress are a real challenge to 
those of us in the distribution field. 
While we may console ourselves in 
our slow progress by arguing that 
we, in selling, deal with human be- 
ings and we can not research hu- 
man beings, nevertheless, I can as- 
sure you that you will find the 
successful New York retailers have 
in their own unscientific way made 
some study of human nature. 

To succeed in New York, one 
must absolutely give some thought 
to the make-up of people. There 
are over six million people con- 
centrated in a small area and be- 
lieve me when I tell you no matter 
where you go, subways, highways, 
theaters, or restaurants, frequent- 
ly you have the feeling the whole 
six million are all going to the 
same place. 

To me, therefore, New York is 
the greatest laboratory in the 
world to study that animal called 
man, however, to thoroughly study 
the intricate and involved patterns 
of the human personality is the 
work of a lifetime. I am but an 


amateur in this particular branch 
of human knowledge, nevertheless, 
I hope you will accept me as an 
amateur to present to you a few 
fundamental facts of the human 


personality that I have learned in 
my short business experience. 

Let us select as our subject for 
study what one might term the 
average consumer; the type of hu- 
man being with whom we in busi- 
ness are mostly concerned and let 
us try to probe into his mind and 
analyze his traits and behaviors 
that determine his actions as a 
consumer. 

Since time immemorial the aver- 
age man’s wants and desires have 
grown far beyond the necessities 
of life. He is forever seeking that 
which he does not need but which 
he desires and driven on by his 
impulses, he often does not know 
what he wants or why he wants it. 
These impulses which force him to 
seek this or that possession spring 
from his subconscious mind. They 
are likened to the unseen forces 
that determine the direction of an 
iceberg. 

Which way the iceberg moves 
does not + upon the stray 
winds that blow upon the small 
gon rising from the ocean. It 
s the tugging of the ocean cur- 
rents at the vaster bulk under the 
water that determines its destina- 
tion; and so it is with the con- 
sumer’s mind; it is the tugging of 
the subconscious impulses that in- 
fluence his purchases. On my first 
chart (Exhibit A) I have this ice- 
berg to which I refer. As I have 
stated the part above the water 
does not determine its direction; 
it’s the forces below the surface 
and likewise, it is what goes on 
deep down in the consumer’s head 
that determines what he buys. To 
me, the most influential of these 
impulses in the unconscious mind 
is Personal Importance. 

Whether or not we realize it, 
everyone of us has a desire of per- 
sonal importance to be satiated 
and our average consumer is no 
exception. May I recall the days 
when you and I were kids—on 
Saturday afternoon following a 
scrubbing and a brushing of scat- 
tered locks we were given a nickel 
or a dime and permitted to go 
down town. Were we important—of 
course we were, and this feeling of 
importance never leaves us when 
we have the necessary where- 
withal to purchase something. The 
consumer with money in his pocket 
possesses a high degree of this 
self-importance. As he enters a 
store, he consciously or unconsci- 
ously wishes his importance to be 
recognized and only can it be rec- 
ognized by sales clerks who are 
genuinely alert to and interested 
in, the customer’s importance. This 
is further substantiated by sur- 
veys which report over fifty per 
cent of the customers cease trad- 
ing at retail stores because of in- 
difference either real or imaginary 
on the part of the sales clerks. 

On the other hand, one of the 
best commercial examples of capi- 
talizing on the impulse of personal 
importance is the automobile show 
room equipped with mirrors, so 
situated that it is possible for the 
prospect to see himself or herself 
seated at the wheel of the latest 
model car. 

Moreover, the consumer in his 
self-esteem desires to be taken se- 
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riously and above all, to be re- 
spected. To him, no flattery is 
greater than that of being consid- 
ered trustworthy and reliable. 

Believe in him and rely on him, 
and it will pay you as it has such 
an organization as the Jewel Tea 
Company who gave the housewife 
her premium on the first pound of 
tea and then collected it from cou- 
pons on later purchases, or the 
Exchange Buffet in New York 
where there are no checks but a 
system whereby the customer on 
his way out tells the cashier what 
he had to eat. 

Our next impulse which many 
people will consider as important, 
as if not more so, than our first 
impulse is that eternal desire for 
youth. What one might term a 
hangover from ancient days of civ- 
ilization when  self-preservation 
was the most important drive in 
human nature; then, man fought 
against the elements of nature 
with his brute force to avoid ex- 
tinction. Today, man in his highly 
civilized state fights against this 
extinction and seeks his self-pres- 
ervation through the retention of 
his youth. 

How well this fact has been 
proven by the millions of dollars 
spent annually on the commodities 
sold to fulfill the consumer’s desire 
for perpetual youth. Women in 
their purchasing of cosmetics to 
retain that skin you love to touch; 
in the buying of electric washing 
machine to avoid the heavy fatigue 
and aching backs so that she may 
be young and chipper when her 
husband returns from the office on 
Monday. These are but two out of 
thousands of illustrations of this 
important motive for buying. 
There are sun lamps, food with 
youth retaining vitamins, oil burn- 
ers, electric iceboxes—and so on 
with an almost endless list. All of 
them are designed to satiate that 
desire in all of us to keep our 
youth. 

The third and least important 
impulse—but one not to be over- 
looked is really a product of the 
modern era. Today, the consum- 
er’s time means money to him, and 
why? There is a new disease called 
Americanitis. They say the ma- 
chine age has created this epi- 
demic. Just how serious it is na- 
tionally, I do not know. Neverthe- 
less, I do know that every day in 
New York thousands of people 
dash from a local subway to an 
express to save two minutes; soda 
fountains, luncheonettes and au- 
tomats have usurped the more lei- 
surely restaurant field. 

Daily, business is being geared to 
a faster and faster tempo with 
millions of transactions being com- 
pleted between nine and five. 

What has this trend of things 
done to our average consumer? It 
has done this: when you get in to 
see him, he is keyed up to this in- 
tense pitch of the business days; 
to your interview, four natural and 
what might be termed impatient 
reactions should be anticipated. 
Those reactions are Ho-hum; Why 
bring that up; For instance; and 
So what? It is up to you, therefore, 
to recognize your prospect’s frame 
of mind. 
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Left: J. Nathan Black, assistant sales manager, M. M. Mor- 
rissey, Chicago division manager, C. C. Frederick, vice- 
A. Rucker, sales manager, wholesale, all 


president; W. 


First and most important—crash 
his resistance, crash his—Ho-hum 
attitude and crash it quickly and 
sharply with a positive statement 
that will immediately demand his 
whole-hearted attention. Then, 
smoothly launch into your sales 
argument before he has an oppor- 
tunity to resist your efforts with 
“Why bring that up.” Fortify your 
sales talk with well-prepared “For 
instance,” that is, examples that 
will prove your argument and nul- 
lify any negative response on the 
part of the customer. When you 
come to the final closing stage of 
the “So what” action ask definite 
action from your prospect. 


The best example I have ever 
seen of a salesman whom I felt 
recognized all of the attitudes was 
one day when I was standing ina 
stationery store talking to two of 
the boys on the floor. A bearded 
gentleman came in, walked up to 
us and he said “My name is Levine 
and I sell neckties.’ No sooner said 
than done, his case was opened 
and there before our eyes was an 
assortment of neckties. “Bar- 
gains,” said Mr. Levine, “three for 
a dollar, how many would you like 
to have?” 


So much for our brief probe in- 
to the consumer’s mind. Now then, 
let us take a look at the nerve 
channels that carry messages to 
his mind. There are twenty-five of 
them. The most important chan- 
nels conduct sight, hearing, taste, 
smell and touch and they either 
register favorable or unfavorable. 
(Exhibit B) Now these channels do 
not function with equal power in 
all people. You get some people 
who are eye-minded: they like to 
look at an item—others like to feel 
it and others like to be told about 
it. If you’re trying to sell Presi- 
dent Roosevelt for instance, you 
must be a darn good talker for he 
is decidedly ear-minded. Unfortu- 
nately, many salesmen conclude 
everyone is ear-minded and ram- 
ble on and on when the customer’s 
decision to buv will be influenced 
by the sight impression and not 
the ear impression. The smart 
salesman, therefore, doesn’t wait 
for the prospect’s final reaction to 
his sales talk. He notes the expres- 
sion registered by each idea as he 
presents them and builds his line 
of attack accordingly. 


Two Company Groups aT THE CONVENTION 

Parker Pen Company. Right: Phil Shinn, William Block, 

Jim Cooper, Reg. Tussing, and Cort Horr, all Victor Safe 
& Equipment Company. 


So much for the individual; now 
let’s digress for a moment and see 
the respective fields where our 
consumers will be found. (Exhibit 
C) On this exhibit, “Where the 
customers are” I have taken a 
square and divided it into four 
fields showing the approximate 
dollars and cents volume in the 
various fields. This square is only 
approximate since it isn’t possible 
for me to secure the exact dollars 
and cents business sales in each 
classification. Joining the square 
is a triangle which is approximat- 
ly equal in area to the square. This 
illustrates the number of custom- 
ers in each of the respective fields 
illustrated in the square. 


You will note particularly the 
few customers in the large cor- 
poration field but yet their pur- 
chases represent a tremendous vol- 
ume, also a comparable volume 
in the individual user field but 
with many more customers. 

Obviously, this diagram shows 
us the number of fields that are 
being served by the retailer. Also, 
it points out the fields wherein the 
direct seller and the chain store 
are the keenest competition. The 
two middle fields seem to have 
been the most successful; for the 
retail stationer, however, there is 
also a volume in the large corpora- 
tion and in the individual user 
field for the retailer. There auite 
definitely is volume there but. to 
get this volume in these two fields, 
retailers must be geared up to 
match the selling efforts of com- 
petitors who are concentrating in 
these fields. 


I have given vou a very brief 
outline of the human factors in- 
fluencing the customers’ buying; I 
have also told vou briefly where 
this customer is to be found. Now, 
if I may, I would like to place be- 
fore you suggestions as to the 
needs and requirements of you and 
vour staff to sell this customer. 
(Exhibit D). 

To an efficient organization 
must also be added this aualifica- 
tion: the art of showmanship. The 
mention of the word showmanship 
probably brings to your mind 
someone like Fannie Brice who is 
now appearing in the Follies on 
Broadway; showmanship, how- 
ever, is not confined to Broadway. 
The radio has brought showman- 


ship. Who thinks of Maxwell House 
coffee without the Show Boat, who 
thinks of Jello without Jack Ben- 
ny—showmanship is taking ideas 
that have dramatic interest and 
translating them into consumer 
attention. The I. J. Fox window 
display of a banquet attended by 
moths who are eating into furs is 
an excellent example. I have no 
liking for the barker, the ballyhoo 
artist, but I do maintain it is pos- 
sible to set up an idea, glorify it 
and still keep it dignified. It is a 
trimming to your selling and if well 
done your customers will like it. 
One of the best examples of show- 
manship in a retail stationery field 
in New York is located down in 
Park Row. The J. Redegeld Com- 
any. This organization has been 
n business for a good many years. 
While it may be difficult for you to 
appreciate this, nevertheless, this 
store still has the old cannon stove 
in the middle of the store. Natur- 
ally, in my enthusiasm for the 
“up-to-date,” I asked Charlie 
Wertheimer one day why in the 
heck he didn’t throw that stove 
out the window. “Ah,” says 
Charlie, “that stove contributes to 
the atmosphere of our store. Some- 
how it fits in with our clientele, it’s 
a part of the institution. There’s 
a message there.” Showmanship is 
there with originality designed to 
please the audience. 


Between now and November 
watch the administration’s show- 
manship. There is a ten million 
dollar order at stake; Mr. Farley 
and other Democratic leaders will 
use every means of the selling pro- 
fession to get this order. 

We in the east become quite 
worried sometimes over all these 
government projects—if they build 
any more tunnels we fear the 
whole middle west will cave in. 


I mentioned in the early part of 
my report progress and economies 
of production are a real challenge 
to those of us in the field of sell- 
ing. Unfortunately, many of us do 
not have the time to approach this 
problem of selling from a scien- 
tific standpoint, because the rou- 
tine of business deprives us of the 
necessary time to give to the solv- 
ing of distribution problems. How- 
ever, it is possible for you to inject 
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at least one scientific phase into 
your — 

Under all conditions, remember 
this: Never have a sour or nega- 
tive attitude toward your custom- 
er. ays maintain a positive 
alkali attitude no matter how 
much you may dislike your cus- 
tomer’s mannerisms, his appear- 
ance and his reactions to your 
endeavors to sell him. 

A sour attitude on your part will 
a hundred times out of a hundred 
arouse a similar feeling of dislike 
for you on the part of the cus- 
tomer. So, seek something in that 
customer that appeals to you; if 


| bowt mind telling you that 
when I came into this work, I 
had no intention of staying with it 
any length of time. My impres- 
sion of men who headed trade as- 
sociations was that they were 
quasi-lawyers, or men who had 
been in Congress, or had lost a job. 
I had no intention of staying in 
this line of work, because I was 
forty-two when I came on the 
job, and a man of that age is 
thinking pretty much of what he 
is going to do the rest of his days. 
Naturally, he is looking for the big 
opportunity which may confront 
him. Frankly, I never was very 
much satisfied in business, because 
there were many things I could not 
do. And I liked to push a pencil 
and to shoot off my mouth, and I 
wasn't getting an opportunity to 
do it. I am a man of few words, 
but I get a large turnover on the 
few I have. I am almost totally 
uneducated. but I came into a 
company of men of high intelli- 
gence, many of them men of fine 
educational equipment, and over 
eight years I have learned much 
from those men. I am becoming 
convinced I can now safely sit with 
them and offer suggestions and 
take criticisms as one of the 
crowd. I find myself, after eight 
years, still a general manager. I 
find we have had the greatest 
meeting the trade has ever known, 
and the greatest meeting I have 
ever seen. 


Old Stuff Is New Stuff 


It was my privilege this year to 
be invited to deliver the keynote 
speech to the Automobile Acces- 
sories and Standard Parts groups, 
about 3,500 men, down in Atlantic 
City, and the crowd was so large, 
they broadcast it, so that the va- 
rious groups in the different hotels 
outside of the 1.200 present in the 
session, could get what we were 
talking about. I appeared on the 
same platform as B. C. Forbes, fol- 
lowing immediately after him. I 
told that group some of the simple 
things we accept in our business as 
basic. the things we do not think 
unusual, the approaches we are 
making to the solutions of mer- 
chandising problems. and to them 
it was all new; they hadn’t heard 
of it. It suddenly occurred to me 
that perhaps this trade association 


there isn’t anything about the cut 
of his jib that impresses you, per- 
haps his necktie or his suit may 
strike you favorably. Take that, 
concentrate on that and maintain 
always a positive and alkaline at- 
titude towards your prospect. Keep 
on the alkaline side. 

I have here a bottle of Heinz’ 
vinegar. Let’s be pessimistic and 
assume our prospects are the vine- 
gar. Over here I have a bottle of 
milk, an alkali. If I were to take 
a portion of the milk and a portion 
of the vinegar, abruptly pour them 
into a vessel it would curdle and 
would be of no value. However, 


The Year Ahead 


By Charles P. Garvin, General 
Manager, N. S. A. 


work was more important than I 
had ever thought it was, that 
there was something in it that I 
had never realized. Of course, I 
had always been able to measure 
the value of friendship and the 
contacts that we had in our busi- 
ness but I find there was some- 
thing else; that we were farther 
along the road than many of those 
industries; that they have no con- 
ception of the type of collective 
thinking we have been able to de- 
velop in this industry. 

There was a great business, a 
business that runs into a great 
deal more money than ours, and 
they had no idea of issues, no idea 
of the type of collective thinking 
that we have practiced. Just by 
telling them things we have dis- 
posed of, and accepted as regular 
parts of our ordinary thinking, I 
found I was giving them a message 
that seemed to astonish them. 

When I got through, after some 
forty-five minutes on the radio, I 
was invited to fifteen sales meet- 
ings. And I had the unusual ex- 
verience of going into a sales meet- 
ing and talking about things that 
were old stuff to us, and when I 
came outside, the head of that 
company, who had his group there. 
handed me $100, and he said, “It’s 
worth a thousand.” I tried to give 
it back to him — not very vigor- 
ously—but he said, “No, you must 
have that.” And I went out on the 
boardwalk that day and got $450 
talking to sales meetings. telling 
them things we know all about. 

The thing that was interesting 
was that it illustrated to me that 
we have made more progress than 
we think we have. Sometimes we 
are impatient with what we have 
been able to do. and we fuss and 
fume about it. but we are so far 
ahead of these other businesses 
that it is funny. 

I want to give you this thought: 
the men of business in the nation 
today have got to think: we have 
a responsibilitv that we have got 
to assume, and to continue to as- 
sume. All over the world we see in 
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after a little study of the vinegar, 
I learn with the application of 
heat, and after studying the milk 
I learn there with a little applica- 
tion of heat, that these two liquids 
can be blended together with a 
dressing in the making. Please note 
this has been made possible by a 
little study of the vinegar and a 
little study of the milk and the ad- 
dition of warmth to both liquids. 
Now then, add a little salt and a 
little pepper as a finesse and your 
sour vinegar becomes a _ salad 
dressing; a finished product for 
the most discerning appetite— 
Gentlemen! It can be done. 


countries a breakdown of what you 
might call the regular order. We 
see a second rate nation like 
Spain in a position where it may 
plunge into war all the nations of 
the world. We see a small nation 
of that kind being used by other 
nations and other movements as a 
battleground or experiment sta- 
tion, to see whether one fellow 
shall rule or another shall rule. 
And in those countries the busi- 
ness man is on the spot. The busi- 
ness man can no longer conduct 
his business in free and unre- 
stricted competition, as we some- 
times hear it called, or under any 
circumstances. Those countries 
have reverted to the old way of do- 
ing things, which is not new at all, 
but which is the vicious restriction 
of individual effort, that existed 
one hundred and fifty or two hun- 
dred years ago. I do not think that 
restriction will ever succeed in this 
country. I can’t see how it can, 
but the salvation of this nation de- 
pends on the people who know how 
to think, and do think. We must 
keep on fighting the battle. We 
must establish finer public rela- 
tions in this country. We have got 
to sell the masses of the people 
upon the fact that without the 
leadership and initiative and ac- 
complishment of the individual 
business man of this country, the 
nation cannot go on as it has in 
the past, and can only follow the 
path being used by other nations 
which are headed toward chaos 
and nothing else. A country that 
has a strong business leadership. 
initiative, never has to worry about 
religious or economic liberty, be- 
cause this country has been able, 
down through a period of years, 
starting with a president who was 
a business man. to set up some- 
thing in the world that was differ- 
ent from anything that existed be- 
fore, and hasn’t worn out. 


Must Go Ahead! 


We must go ahead. Our people 
are keen people. We must main- 
tain the kind of relationship we 
have built up here. We must re- 
tain the progress we have made. 
We must not be willing to sink the 
ship because some of the sails get 
torn. or because we get off the 
course sometimes, or because some 
of the sailors become dissatisfied. 
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We must dig a channel and follow 
it. True enough, every individual 
cannot expect to prosper in the 
same degree. Neither can we ex- 
pect to set up a competitive con- 
dition that will be peculiar to all 
the cities and sections of the coun- 
try. It always will work that in 
certain places you will have more 
vicious competition than in other 
places. But it occurs to me, as I 
have studied the thing over a pe- 
riod of years, that these vicious 
conditions which exist have one 
compensation, in that eventually 
they bring around a condition, due 
to the results of what has hap- 
pened, that of itself compels the 
attention of the best thinking of 
the industry, and many times 
those places where the situation 
has been worst, by reason of the 
very fact that they have drawn to 
themselves the services of men 
who are willing to do something 
about it, become the places where 
the best conditions exist. 

There is always a danger in 
every competitive field that is too 
good, where the folks feel that 
everything is perfect. We must 
watch out then. But I think that 
if we continue in a simple way to 
develop in this industry what I call 
the first main method of codépera- 


Convention Workers Who 
Paused Only Long Enough 


to Be Pictured. To p. 
left: Rose Cushman, see- 
retary to General Man- 


ager Garvin. Center, left 
to right: Editorial staff of 
the daily Conventionali- 


ties,—Bert Abrams, Mod- 
ern Stationer, and 
Charles H. Everly, Office 
Appliances. Top, right: 


Harry Tehan, Charles M. 
Higgins & Company, new 


tion, we are going to get some- 
where. 

The finest statistics that could 
be accumulated in this business is 
that at our conventions it is the 
minority that have to say “Mister”; 
that there are hundreds of people 
in this business that over a period 
of years in competition have 
learned that they can know the 
other fellow as “Bill,” both socially 
and businesswise. 

Another thing important along 
that line is that as the years roll 
on, we begin to evaluate more that 
side of our business life. We find 
that men, social, agreeable, fra- 
ternal, possessed of a fine human 
impulse, will more readily correct 
mistakes that are made—and it 
has been my experience that most 
of the time it is a mistake that 
has been made. The type of men 
who associate and go along with us 
very seldom do a vicious thing by 
premeditation. 


Association Been a Joy 


Iam glad I have stayed with this 
for eight years. It has been a joy, 
because I have accumulated per- 
sonally a group of friends and a 
contact with a group of men that 
have made my life richer, as they 
have in turn made the lives of the 
other men they know in this or- 
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ganization richer and finer. I have 
at home attestations of friendship 
from men in this business that are 
beyond value. They are things I 
can sit down at night and look at, 
and realize that no matter how big 
the world is, I have those anchors 
to tie to, and that these ties are 
the ties that bind you to better 
living, and that give you a better 
chance to get out of the world the 
only thing that a man can get out 
of the world that is worth a cuss, 
and that is the respect and love of 
his friends and of the ple with 
whom he is associated in business. 


Thought for Year Ahead 


So the best thought I can give 
you for the coming year, the year 
ahead, is to tell you that the eco- 
nomic road is smoother, that the 
destination is becoming clearer, 
that the business weather condi- 
tions have cleared to the point 
where we can see better where we 
are going; that with the develop- 
ment of business traffic signals 
along the road, we do not have to 
make so many detours. I com- 
mend to you this thought: Don’t 
try to do too much business. Try 
to do as much good business as you 
can. Don’t worry too much about 
some fellow doing more than you 
are, because that with him may be 
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vice-president, sales man- 
agers division, who was in 
charge of the business 
show. Bottom: The regis- 
tration desk with Andy 
Maish in the center, in an 
attitude of repose. This 
was about the only time 
during the convention 
that he was motionless. At 
the lo wer left is Miss 
Esther Herskovitz of Of- 
fice Appliances answering 
an inquiry. 





66F 


a burden. Let us try to do the best 
job we can do with the things we 

ave to work with and in the terri- 
tory that is logically ours. And, 


J subject would seem on the 
surface to be one that lends it- 
self too easily to a certain amount 
of glittering generalizations, to the 
utterance of platitudes, of course, 
we all believe in teamwork. .Why 
not take it for granted? Why talk 
about it. We talk about it, gentle- 
men, because we are dealing with 
the heart and with the secret of 
organization. There isn’t a phase 
or a function of organization or of 
management which can prosper if 
we just take it for granted. Only 
the person accustomed to the 
method of trial and error takes 
things for granted. The mark of 
the trained mind, the training it- 
self is indicated by that capacity 
not to take a phrase or a situa- 
tion for granted. Progress always 
comes when we take fresh notice, 
a new interest in what has always 
been familiar. 

When we take fresh notice, 
when we define over again the 
terms that we use all the time, 
when we analyze, when we criti- 
cize constructively, when we com- 
pare the phrases we constantly use 

we are apt to stumble on some- 
thing new. This is the work and 
the duty and the sign of the alert 
intelligence. It is the test also of 
a growing as contrasted with a 
stagnating organization. So we 
had better start out consistently 
by looking at this phrase, team- 
work and getting a picture of 
what it really is. When we have 
it, then we are for the first time 
in a position to know what practi- 
cal course to take to suggest, to 
guide, to influence—that may be 
called teamwork 

One way to analyze any propo- 
sition, any phrase, is to take its 
opposite. Let us consider what 
isn’t teamwork. You may be sure 
that you do not have teamwork in 
that group the individual members 
of which are thinking of them- 
selves. That is the final negative 
test. Any group, any company, 
any organization, the individual 
members of which are thinking of 
themselves, that group is not en- 
gaged in teamwork, whatever else 
it may be doing. A group cooper- 
ates when it thinks cooperation. 
Please consider that statement, 
criticize it. if you will. I repeat 
that a group cooperates when it 
thinks codperation, there is no 
other way. Teamwork means that 
the individual forgets himself, his 
own interest, his own purposes, for 
the sake of the team interest, the 
team motive, the team result. The 
controlling motive is the team suc- 
cess, everything else is subordi- 
nated. 


Management Skill 


It is very easy to present a state- 
ment of this sort, an analysis, a 
reminder, if you will, and yet we 
all will agree that to achieve this 
sense of cooperation, this sense of 


gentlemen, if we can do that, when 
we come back to the next conven- 
tion, we will look back at a year 
that has been worthwhile in the 


Teamwork 


By Otto Ejisenlohr, the Dorsey 
Company, Dallas, Texas. 


merging self into the larger inter- 
est of the team, represents a high 
water mark of management skill. 
It doesn’t exist in every organiza- 
tion, plant or institution. All sorts 
of other forces may throw men to- 
gether, but to bring about that 
cooperative result which may be 
genuinely labelled “teamwork” is 
some job. I have said it is a high 
water mark, it is really a triumph 
of executive ability, or skill or 
whatever you may wish to call it, 
to bring about real team results. 
We often have the appearance of 
the team result. I know of no 
worse shock or tragedy in the lives 
of very fine employers and execu- 
tives, than, when after years of 
effort in building up their organi- 
zation, after years of peaceful re- 
lations, after years of feeling that 
they have really brought about a 
happy family so to speak, they 
wake up some morning and in the 
face of an emergency, they sud- 
denly find that those loyalties, 
which they had taken for granted 
existed, vanished like dew in the 
morning sun. The loyalties of the 
men belonged elsewhere. I'll have 
something to say about loyalty a 
little later. What happened to the 
team? What broke things up over 
night? It is pretty hard to try to 
analyze a result of that sort in the 
life of an executive. It is about 
as hard a test as I know for a man 
of goodwill to face—to find that 
his efforts have apparently gone 
for naught. Strong indeed is he 
who isn’t disheartened or worse 
still cynical about doing anything 
further. Yet we must goon. We 
may say there is little difference 
between teamwork and codpera- 
tion, yet we generally think of 
teamwork as related to members 
of a group and codperation as 
numbers of groups. Continuance 
of either results in increased effi- 
ciency and over a period of time 
leads to prestige. 

Prestige in American business is 
ascendency given you because of 
your achievement, dependability, 
institutional conduct and “cali- 
ber.” In the form of goodwill, this 
prestige can be capitalized and 
sold for money, is sometimes sold 
for millions. Prestige is such a 
positive and precious thing that 
its building and maintenance ex- 
act the constant attention of busi- 
ness and professional men. 

In modern business the differ- 
ence between big profits and little 
profits is whether the individual 
unit is “stuck on his job” or 
whether the incentive in the wav 
of dollars and permanent and 
hopeful opportunity is sufficient to 
fully induce the individual to re- 
main with you and to sell his or 
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finer things. We won't have any 
regrets, and we will know that the 
job we have done has not harmed 
any friendships. Thank you. 


her full capacity or not. Seldom 
are conventions held, whether it 
be in our line of business or not, 
without the same or similar topics 
being discussed and rightly so be- 
cause in practically every instance 
new ideas are brought out but I 
know that in the average audience 
sits the man or men whose atten- 
tion must be held by something 
tangible, who isn’t willing to think 
or work things out for himself 
much preferring to take ready 
made opinions from some printing 
press than to go to the trouble of 
building something out of the 
mental materials at hand. I also 
know that we are all too prone to 
accept statements as truths based 
on too few facts and in the major- 
ity of cases we want someone else 
to make the first venture. We are 
somewhat like that individual at 
prayer meeting whose voice could 
be heard above all others. He 
prayed the longest and the loudest 
but did nothing more. Merely to 
pray and then look for bountiful 
rewards is absurd. Likewise is it 
of little value to recognize existing 
weaknesses in our individual or- 
ganizations and do nothing about 
it. Every man owes something to 
the industry or institution of 
which he is a part. If we are to 
be happy and contented, we must 
serve. Civilization is ultimately 
dependent on the ability of men to 
cooperate and present indications 
are that civilization is being 
threatened. Cooperation is a great 
fertilizer. Enthusiasm is a great 
business producer. Indeed what 
has enthusiasm not accomplished. 
There is no substitute for it. It 
makes all the difference between a 
half heart and a whole heart, be- 
tween defeat and victory. That 
person who goes to his task with 
energy and determination and en- 
thusiasm gives confidence that the 
thing he undertakes will not only 
be done but that it will also be well 
done. When a person drags him- 
self about as though existence 
were a burden, when he takes hold 
of his work with repugnance or as 
though he dreaded it, the em- 
ployer has a right to feel that he 
will never amount to anything. 
Stored up energy like stored up 
knowledge, is of no value, not until 
it is put into use is its value recog- 
nized. 


Value of Enthusiasm 


No matter how strongly and per- 
fectly constructed, or how power- 
ful a locomotive may be, unless the 
water is heated to 212 degrees, the 
train will not move an inch. Warm 
water, water even at the boiling 
point will not answer. No matter 
how fine a brain or how good an 
education we may have, without 
the steam of enthusiasm, which 
propels the human machine, our 
life will be ineffective. It is the 
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enthusiastic man with fire and 
iron in his blood, ginger in his 
brains, who makes things move in 
this world. The world has ever 
made way for enthusiasm. It 
multiplies a man’s power, raises 
whatever ability he has to its 
highest. Enthusiasm is a great 
business getter. If your heart is 
in your work your enthusiasm will 
often cause a would-be customer 
to forget that you are trying to 
make a sale. Unless you are in- 
terested, enthusiastic about your 
proposition how can you expect to 
interest a customer? I firmly be- 
lieve that the enthusiastic man 
has a definite ideal—for that mat- 
ter every person has an ideal, 
either worthy or unworthy, and 
that ideal has a tremendous influ- 
ence on one’s life. The ideal is 
something distinct from one’s oc- 
cupation. Of what value is an 
ideal? That depends upon what 
kind it may be. It may not have 
any value, it may be a distinct loss 
to the individual and a detriment 
to those with whom he comes 
in contact. The ideal may be 
changed and change is not so un- 
usual as to be regarded as a mir- 
acle but seldom is it possible for 
one in later years to change with- 
out holding to something that he 
had before. A habit is something 
built on to the dynamic force 
within. While it is difficult to 
change a habit, how much more 
difficult is it to change the inner 
force that gives trend to the life 


Some California Station- 
ers and a Group of Old 
Timers.—Top, seated: 
Harry Morgan, Stationers 


Corporation; Ed. Wobber, 
Wobber’s, San Francisco: 
Carl Grimes, Grimes- 
Stassforth Company, Los 


Angeles. Standing: Eben- 
ezer Wallace, Southern 
California Stationers; Ed. 
Crandall, Schwabacher- 
Frey, Los Angeles; Wil- 
liam F. Johnston, Schwa- 
backer-Frey Company, 
Los Angeles; D. C. 


and is a mighty contributing fac- 
tor in the development of all hab- 
its and tendencies. 

Distracting Influences 

A thousand influences come into 
a man’s life, to distract him, to de- 
lay him—influences he little reck- 
ons and cannot count upon. Peo- 
ple contact him who sap and rend 
him. Little, little things throw his 
switches for life, to send him off 
upon strange rails—carry him to- 
ward destinations from which 
there is no returning. Few men 
can sternly order the destinies of 
their lives. The few who do, make 
little progress. They have to re- 
main static, colorless, kept in life’s 
back-waters where the mighty 
currents of human existence can’t 
twist them. 

The world is a mighty flood of 
those currents and though the 
swimmer be lusty and strong of 
heart, iron of will, and rugged of 
purpose, they’ll bear him bodily 
along whence they flow. 

The real success isn’t the man 
who adamantly plans his career 
and then wades through slaughter 
to the throne of his ambition. The 
real success is simply the man 
who holds true to his aspirations, 
despite the influences—the cur- 
rents—the people—the thrown 
switches and does the best he 
knows how, with the material to 
his hand —the situations which 
develop, despite the best he can 
do to thwart them, the mistakes 
he is bound to make—the wisdom 
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which lingers when mere knowl- 
edge is forgotten. 

Speaking of loyalty, when you 
use the word or hear it used as de- 
scriptive of an attribute of any in- 
dividual endeavoring to codperate 
with his superiors or associates in 
business, ask yourself whether the 
term as used implies all of the fac- 
tors that enter into that attribute. 

Loyalty does not mean blind ad- 
herence to instructions or orders. 
If the man professing such loyalty 
lacks the intelligence to discern 
that unless he has the capacity 
and courage to use the God-given 
organ enclosed within his skull, he 
falls far short of a proper concep- 
tion of its meaning. 


Tell Progressive Ideas 


No man connected with a great 
enterprise like ours is loyal to the 
management or himself if he re- 
tains in the recesses of his mind 
any knowledge or any ———- 
ideas that have developed that 
will be useful to himself or those 
associated with him. The loyal 
man will frankly and courageously 
lay before his chief such well con- 
sidered plans or projects as may 
have developed in his mind. 

Courage and boldness are un- 
questionably two of the most im- 

rtant elements of effective 
oyalty—loyalty in act as well as 
spirit. Fear that a man may be 
misunderstood or snubbed if he 
proposes an innovation, no matter 
how radical, sometimes nullifies 


MeMillin, Zellerbach Pa- 
per Co., San Francisco. 
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Johnson, Office A pp li- 
ances; William J. Ken- 
nedy, St. Louis; Wash 
Jaques, Jaques & Com- 
pany, New York, N. Y. 
Standing: Charles A. Stev- 
ens, Stevens, Maloney & 
Co., Chicago; J. H. Scher- 
merhorn, Joseph Dixon 
Crucible Company. 
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what might become genuine prac- 
tical loyalty. 

A man can save twenty years of 
his life by studying the experiences 
of others, therefore the value of 
our modern trade associations 
where we meet and talk with our 
associates in our industry. Lead- 
ership develops from meetings of 
this kind. I will quote from a 
splendid piece of advertising which 
The Clegg Company, of San An- 
tonio, produced for our Texas re- 
gional meeting. It gives reasons 
why everyone in our trade should 
attend these regional meetings. 
Here are the reasons given: 

“It brings me in contact with 
the leading stationers who give me 
new ideas. 

“It makes valuable friends for 
me. 

“It creates initiative in me which 
spreads into my organization. 

“It only takes two days a year. 

“It is my duty to my profession 
to be there if possible.” 


Why Attend Conventions? 


We pass through this life but 
once, and therefore we owe it to 
ourselves and to those with whom 
we come in contact and whom we 
influence, to spread sunshine and 
—— wherever we may be. 

ne of the purposes of any con- 
vention is to promote sociability, 
not only that we may gain happi- 
ness for ourselves but also that we 
may become inoculated with that 
contagious germ of good cheer that 
will affect us and be communi- 
cated to every person whom we 
contact. 

Most of us live too seriously. We 
make the mistake of deceiving 
ourselves into believing that all we 
are here for is to keep our noses to 
the grindstone and work until we 
close our eyes for the last time. 

We should work. We should 
make sacrifices. We should re- 
spond to the duties which come to 
us, and there are times when we 
must be sober and serious. But 
let us not. forget that as a reward 
for duty well done we are entitled 
to our full measure of pleasure, jov 
and happiness and let us not pull 
down the blinds which will keep 
the sunshine out of our lives. It 
was said that Napoleon’s presence 
in a battle doubled the strength of 
his forces. Half the effectiveness 
of an army or any organization re- 
sides in the individuals’ faith in 
their leader. Where the leader 


The 


WAS given the subject of “Man- 

ufacturers’ Problems,” but due 
to one thing or another I never got 
to that subject, and I am very glad 
I didn’t. After these four days of 
convention, after the instructive 
thinking we all have experienced, 
it would be criminal for me to res- 
urrect a lot of so-called manufac- 
turers’ problems. We would all 
rather go away from this Conven- 
tion remembering all its joys and 
pleasantries, with the idea we 
haven’t any problem, but that, 
rather, we do have some jobs to 
perform. 


doubts, hesitates, wavers, the 
whole army is thrown into con- 
fusion, but his confidence doubles 
the assurance of every man under 
him. When a man is facing the 
necessity of a vital decision, how 
does he make up his mind; when 
he stands at the crossroads and 
must turn to the right or the left, 
what are the elements which de- 
termine a wise decision? America 
was two and a half years in mak- 
ing up its mind to enter the World 
War, and it went into that war 
with flaming purpose and undi- 
vided soul because the nation had 
waited until it was sure of its duty. 

At a Kiwanis meeting in Dallas 
some few weeks ago Dr. Raphael 
Harwood Miller, of Washington, 
D. C., said, “The critical issue of 
the hour is not what type of eco- 
nomic and poltical system will 
emerge, but what kind of citizen. 
The final test of any social system 
is—what does it do to men? More 
important to America than a 
high standard of living, is a high 
standard of character. Ours is a 
government not so much by laws 
and constitutions but rather a gov- 
ernment of character. America 
needs for this hour such men as 
the world has never before seen. 
We have intellectual vitality and 
emotional overstrain accompanied 
by volitional debility. Our wills 
are weak. We devise schemes 
and organize plans but fail at the 
point of realization. America was 
founded by men with superb wills.” 

The close of 1936 is here. We are 
about ready to set forth into a 
new year. What’s ahead? Not 
one of us can say, for now as al- 
ways we travel into the future un- 
der sealed orders. 

I was interested in an article I 
read some time ago dealing with 
the story of how the battleships, 
merchant convoys, even small 
freelance craft must leave port 
during war times without knowing 
where they are bound. Not that 
these ships sail an uncharted 
course, but because the destination 
and movement of each vessel is too 
important to leave to any single 
captain for individual handling. 
The seaway of each ship must con- 
form to the routes of other vessels. 
For this reason all sailing orders 
are issued by the chief naval oper- 
ator, delivered by an officer mes- 
senger and at the last minute be- 
fore leaving port they are placed 
in the hands of the captain of the 


By R. A. Maish, Dennison Man- 
ufacturing Company, Framing- 
ham, Mass. 


Charley just said to me, “This 
page of the program has got to 
be filled out, and I'll just stick 
your name in. Maybe we'll get to 
you, and maybe we won’t.” On the 
way home on the train I thought 
I would jot down all the problems 
of which I could think. It didn’t 
take long before I had a page-long 
list. I studied those various nota- 
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Ship. He is instructed not to open 
them until well out at sea. As di- 
rected he proceeds to a certain 
point, then opens the sealed en- 
velope. He finds there directions 
as to where he is to go. Also in the 
envelope is another envelope— 
sealed. He is told when to open 
the second order which generally 
instructs him as to his final des- 
tination. 


Destination Hidden 


Only on the last lap of the voy- 
age do those aboard know their 
actual destination. The ship might 
even be stopped en route to engage 
in maneuvers with sister ships, all 
sent to a given point without 
knowing the others were bound for 
the same place. After maneuvers 
each would go its separate way 
again. 

Our voyage through each year is 
like that. We know the ultimate 
destination we would like to reach 
—we work toward that end, but 
none of us knows what is ahead in 
any one year. We may be called 
on to draw aside from the regular 
course, stop for maneuvers, as it 
were. Even so, we set out with ab- 
solute confidence, for we know our 
course is charted by an intelligence 
greater than our own, and orders 
are sealed for our protection. Our 
responsibility is to steer according 
to the rules. Seamen who disobey 
nautical laws discover the reefs, 
the icebergs and other dangers of 
the deep. Those who follow rules 
will, in the course of time, encoun- 
ter some stormy weather, but if 
the ship they sail is seaworthy and 
they keep to their course, they will 
come through safe. 

The laws of life are as irrevoca- 
ble as those of the sea. We who 
put forth into a new year find 
established practices, accepted 
routes and methods of reaching 
the destination named in our 
sealed orders. For us there can 
be no contraband practices if we 
expect to reach port. 

For 1937 I ask no better fate for 
myself and for those who are my 
fellow voyagers than a seaworthy 
ship, which means health, the 
courage and the intelligence to 
obey the rules of life: then the 
privilege of receiving from the 
chief operator, Destiny, a package 
of sealed orders that will take me 
into the adventure, joy, and satis- 
faction of another year. 


Manufacturer and His Problems 


tions. and, like a cross-word puz- 
zle. one notation seemed to meld 
itself into another, and before long 
I had just one problem of the 
manufacturer. After I got down 
to that one problem, old as the 
hills, I realized it didn’t belong to 
the manufacturer exclusively, but 
belonged as much to the retailer 
as to the manufacturer. That one 
problem was the problem of dis- 
tribution. In a nutshell, we all 
want to sell more goods, and more 
profitably. 
Good Meetings 
I could not add to the expres- 
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sions made at this convention 
along that line. I shall not go 
away from here having talked the 
last minute about problems; I am 
going away thinking, in behalf of 
the manufacturers I represent, of 
the jobs we have to do coopera- 
tively with the dealers, the jobs of 
selling more merchandise, of 
creating more uses for merchan- 
dise, and doing best the duties this 
stationery industry has to per- 
form. 

We have had good manufactur- 
ers’ meetings, not only yesterday 
afternoon, but we have had many 
meetings when you gentlemen 
came to our booths, and in the 
lobby of the hotel. As vice presi- 
dent of this Association, represent- 
ing the manufacturers, I am pretty 
proud of the part the manufactur- 
ers have played in this conven- 
tion. The exhibit room was perfect 
evidence of the enthusiasm and 
, desire to codperate of the manu- 


facturers. There may have been 
a little hesitancy or skepticism 
about the exposition being held 
this year, but I have just come 
from the exposition room, where 
one manufacturer after another 
is packing up his samples, and 
I made this observation, one 
I never made before: those fel- 
lows were packing up, not saying, 
We are glad this is all over and 
we don’t want to do this again, 
but they are packing up with a 
spirit of happiness and a spirit of 
having accomplished things at this 
convention. This was a conven- 
tion of friendliness, promoting 
more codperation than we have 
had in the past. 


Don’t Get Excited 
As we have said in some of our 
manufacturers’ meetings, we have 
seen good evidences of why we 
should not get excited when cer- 
tain things bob up. We have had 
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certain things come into the pic- 
ture, and some one starts thinking, 
What is this going to do to me or 
my business? Oftentimes we draw 
water from the hydrant, and it is 
cloudy. . But let it stand a little 
time, and it is drinkable and 
quenches our thirst. 

We of the manufacturers are 
going to think forward, not to next 
year’s convention, but we are com- 
ing to next year’s convention, 
wherever it may be held, and on 
behalf of the manufacturers, I 
thank every dealer who came to 
this convention, every dealer who 
participated in the convention by 
talking with the manufacturers 
and viewing our merchandise, and 
on behalf of the manufacturers I 
sincerely pledge to The National 
Stationers Association the most 
hearty support and codperation 
during the next twelve months to 
come. 


What the Fair Trade Acts Do for the Outside Salesman 


N order to fully appreciate just 

what it does for the salesman 
let me refer to conditions in Cali- 
fornia in the stationery industry 
prior to the signing of contracts 
between manufacturers and deal- 
ers for the distribution of the 
manufacturer’s products under the 
provisions of the act. 

At that time, in Southern Cali- 
fornia, and in Northern California, 
we had _ stationers associations 
made up of more than ninety-five 
per cent of the dealers. Through 
information at hand, the cost of 
various products was well deter- 
mined and prices to the consumer 
based upon varying quantities 
were recommended. 

To that extent everything worked 
out well enough, but the five per 
cent who were not association 
members, but who located them- 
selves on side streets, and depend- 
ed strictly upon price cutting to 
secure business, continually caused 
the ninety-five per cent of our 
dealers an endless amount of an- 
noyance by selling at wholesale 
prices to the consumer. 

Understand, we had recommend- 
ed prices, reasonably based—we 
were rendering a superior service, 
our stores were centrally located— 
yet we were confronted with this 
serious situation—the destruc- 
tionist was firmly intrenched, fi- 
nancially strong, and with the ad- 
vantage of strong buying power, 
we found ourselves fighting with 
our backs to the wall. 

The question was—“Whether to 
meet this competition and retain 
the customer without profit—or to 
maintain prices that allowed a 
reasonable profit. but with the 
probable loss of the customer. 

We chose the former course, 
meeting this competition wherever 
we found it—but we were soon 
brought to a realization of the 
fact, we were conducting our busi- 
ness with little or no profit for our 
endless efforts. 

This practice being carried to 


By Ed Wobber, Wobber’s, Inc., 
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the extreme completely wiped out 
some of the smaller dealers. 

Wages for employees were neces- 
sarily lowered, vacations eliminat- 
ed and working conditions gener- 
ally made more difficult. 

Fair Trade Act 

Conditions like these in many 
lines of retail trade finally brought 
about the introduction in our state 
legislature of what is known as the 
California Fair Trade Act. This 
act permits manufacturers to en- 
ter into a contract with the retail- 
er, in which the manufacturer 
stipulates the lowest price at which 
he will permit his merchandise to 
be sold to the consumer. 

This act was passed by the leg- 
islature in 1931 and in 1933 was 
amended to include what is known 
as Section No. 14% which reads: 

“Wilfully and knowingly adver- 
tising, offering for sale or selling 
any commodity at less than the 
price stipulated in any contract 
entered into pursuant to the pro- 
vision of Section 1 of this Act, 


whether the person so advertising, 
offering for sale or selling, is or is 
not a party to such contract, is un- 
fair competition and is actionable 
at the suit of any person damaged 
thereby.” 

This amendment provided the 
one thing necessary to make the 
Fair Trade Act effective; it pre- 
vents non-signers of contracts 
— making the contract null and 
void. 

As was to be expected; the price 
cutter challenged the legality of 
the Act, and it was finally carried 
to the Supreme Court of California 
for decision. 

The Supreme Court in its wis- 
dom rendered a decision uphold- 
ing the constitutionality of the 
Fair Trade Act. It held “The Act” 
as passed, and as subsequently 
amended, “is not unreasonable or 
arbitrary.” 

Summarized, then the Fair Trade 
Act gives the manufacturer the 
right to fix the retail price on his 
branded products and to protect 
their good name against the ruth- 
less policies of the price cutter. 

The stationers of our state 
were quick to realize here was the 
opportunity to improve conditions. 

They met in general convention, 
and adopted a resolution wherein 
they pledged their utmost support 
to manufacturers who issued con- 
tracts and who distributed their 
products under the provisions of 
the Fair Trade Act. 

The basis upon which contracts 
were issued by manufacturer and 
accepted by dealer was the com- 
monsense basis of reciprocity. 

“The dealer simply offered to 
exchange his support for price pro- 
tection.” 

And so, in a brief space of time, 
the salesman in the stationery 
business found himself doing busi- 
ness on a higher plane—no need 
to longer do a lot of bargaining 
each time a price was asked for. 

Now the salesman goes forth 
with greater confidence, knowing 
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“Personality, willingness to serve 
and knowledge of his merchandise, 
are the things that help him to 
secure the business.” 

He knows the purchasing agent 
knows prices are uniform, reason- 
able and consistent with quantities 
purchased. 

He does not have to fear intru- 
sion of mail order solicitation, 
because his prices now are so ar- 
ranged as to allow for large sav- 
ings upon quantity orders. 

Act Benefits All 

In a measure the Fair Trade Act 
benefits him in the same way that 
it benefits his employer. Auto- 
matically his compensation in- 
creases whether he is paid upon a 
commission basis or upon volume 
of sales made and it permits him 
to carry on his occupation peace- 
fully and successfully and in ac- 
cordance with good standards of 
business ethics. 

The fact that he no longer needs 


T the outset I would like to say 
that I am essentially associa- 
tion minded. Naturally so per- 
haps, for when I came into the 
stationery business for a life’s work 
I found myself in an association 
atmosphere. I have worked for 
two presidents of this association, 
incidentally both members of the 
same firm. I have seen the bene- 
fits of associated effort, both as an 
observer and, in more recent years, 
from our own business experiences. 
Some of our problems can be 
solved only by associated effort, 
others only by individual effort, 
but beneficial results of this indi- 
vidual initiative can and will ac- 
crue lasting benefits to the indus- 
try as a whole. 

It is about such a problem that 
I would like to talk for a few brief 
moments—better selling or more 
specifically, “sell up.” Nothing 
new, but as old as business itself. I 
would like to talk about this from 
the very practical point of view 
rather than theoretically. 

As most of you know, a little 
more than five years ago we found 
ourselves in the clutches of the 
worst depression of modern his- 
tory. Without a doubt our indus- 
try came through far better than 
the average line of business. This, 
I think, was due to several reasons: 
First, we had as a result of pre- 
vious surveys by the Harvard Bu- 
reau of Research and later by The 
National Stationers Association 
figures to show us the proper 
mark-up and cost of doing busi- 
ness that we should strive to main- 
tain. True, we could not maintain 
them but they served as a beacon 
light. Next, we had stock control, 
sponsored by a president of this 
association, which we did use to 
the fullest advantage. Without 
this many of us would have faded 
out. 

Then there was a sympathetic 
understanding between dealers 
and manufacturers and manufac- 
turers and dealers, which held the 
distribution of the products of this 


to give most of his time to wrang- 
ling with the customer over price, 
permits him to give more time to 
understanding the merits of his 
merchandise, for the introduction 
of new items and for developing 
new customers. It gives him op- 
portunity also to educate himself 
concerning the quality difference 
between competing articles. He 
must familiarize himself with the 
comparative utility and conven- 
ience of the items in the line, and 
all in all, it gives him more time 
for self education. 

Likewise, the Fair Trade Act 
gives the sales manager more time 
for training his salesmen in the 
art of selling. Sales meetings are 
not taken up with grief about 
prices quoted by this or that price 
cutter, but are devoted to the other 
selling problems of the business. 

“Many customers, seldom, if 
ever, enter the stores of their sta- 
tioner. They only know the store 
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industry in line in a most admira- 
ble manner. 

Next, but not least, there began, 
and was operative during a part 
of this period, the building of con- 
fidence and understanding and 
friendly codperation between com- 
petitors. I am happy to tell you 
that this was, and is, a marvelous 
truth in our city and state today. 
Every dealer in Atlanta will bear 
testimony to this fact. 

Now, up to the present time. 
Can we afford to sit back and wait 
for our past accomplishments to 
carry us forward? I think not. I 
am afraid the rough going we have 
had has left too many of our peo- 
ple in a state of lethargy and 
caused us to lose sight of the fact 
that we are supposed to be sales- 
men. The depression is fast pass- 
ing as a reality, and now is the 
time to start selling. Today we 
find many of our staple items be- 
ing passed across the counters of 
chain stores and department 
stores where no selling is required. 
In most instances, this is mer- 
chandise of cheaper quality, or 
imitations of the better merchan- 
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through the service it renders and 
through its outside salesmen.” 

Inasmuch as a better class of 
salesmen are attractable to a busi- 
ness that is based upon sound 
methods of selling, the caliber of 
the men seeking positions in the 
industry is gradually improving 
under the new order of things. 

The salesman now giving a serv- 
ice to his trade that is worthy of 
its name, need no longer fear the 
legitimate fruits of his efforts will 
be stolen by the price cutter—on 
the other hand, he must keep con- 
tinually on his toes to successfully 
compete with the personal popu- 
larity of the representatives of 
other firms. 

For the outside man, the game 
will ever be competitive, but work- 
ing under the Fair Trade Act his 
opinion of his competition be- 
comes more kindly—his feet may 
be weary, but his heart is lighter 
when his day is done. 


dise sold by legitimate stationers. 
The answer to this is, to begin to 
sell and “sell up.” 

Likewise, let us stop selling an 
item because it is as cheap or 
cheaper than a competitor is sell- 
ing it. This invariably is the road 
to “patched breeches.” There is no 
mistake about this. It is much 
more profitable for you and far 
more satisfactory to your cus- 
tomer for you to sell him an ar- 
ticle of dependable and first grade 
merchandise than one which will 
just answer the purpose. The aim 
is to sell better merchandise. 


Want Better Goods 


I want to tell you that I believe 
that the buyers of our merchan- 
dise are in a mood to buy better 
merchandise than at any time 
since 1929. If they are, it is our 
duty to our customers to sell them 
better merchandise. 

I am sure some of us, in recent 
years, have been casting about 
seeking to find a desk that sells 
for $25. The sale of such an item 
profits neither you nor your cus- 
tomer. True, a great many people 
have had to buy cheaper items due 
to a lack of cash, but now things 
are different; money is more plen- 
tiful and the necessity of squeezing 
the pennies is not as great as it 
has been. I confidently believe 
that our buyers will buy up if we 
will only let them. 

During the depression some of 
us may have had to buy a cheaper 
suit of clothes, but we would not do 
so if conditions would permit us to 
buy a better one, because we are 
satisfied in our own minds that the 
better suit gives more personal sat- 
isfaction than the cheaper one and 
is more economical in the long run. 

Office chairs offer another ex- 
ample. Many of us have been sell- 
ing the price factor in chairs in- 
stead of comfort. If there is one 
single item in office furniture that 
should be of a good quality, it is 
the chair. The trade on which we 
call, for instance, in buying a 
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mattress for the home will, ninety- 
nine times out of a hundred, buy 
the best. Why? Because he spends 
eight hours a day on it and wants 
comfort. Likewise, he does so in his 
chair, yet we say, “here is a chair 
for $14.” 

We wonder sometimes why some 
of our customers go to distant 
markets to buy furniture. I think 
the fault is, to a large extent, ours. 
I had an experience not long since: 
A secretary persuaded her boss to 
come in to see a particular chair, 
list price of $52. I thought I would 
do a very creditable job if I sold 
it. He came in, and while sitting 
in the chair in question, saw a bet- 
ter chair across the room. With- 
out any comment he moved over 
to the other chair, and within two 
minutes’ time had bought a chair 
listed at $90. My point is, we 
should grant everybody the priv- 
ilege of seeing better merchandise. 
You will be surprised how many of 
them like it. 

I am sure some of you have had 
this experience. Did you ever have 
a customer say to you, after you 
had made up in your own mind 
just what you would sell him, 
“That is not good enough?” I 
have found it a not comfortable 
feeling. Bear in mind always that 
you cannot offend a buyer by of- 
fering him the top. 

Another Thought 

I give you another thought. As 
we have said, it has been necessary 
in many cases in the years past, to 
let the customer out with the 
cheapest thing he would buy. 
Some of these same customers are 
ready to dispense with their part 
of the folly, are ready and will re- 
place it with better merchandise. 
It is now our move. This, also was 
proven to me. A customer who 
had bought furniture five years 
before, said to me: “One of my 
typewriter desks is bad. We have 
to have another one.” He bought a 
better desk. I didn’t sell it. He 
further suggested he might give 
me an order for another one as 
well as a new desk for himself. He 
would let me know, etc. About one 
week later he called me on the 
‘phone and asked me to send over 
the other typewriter desk. Also, I 
might select him a desk to match 
and send it over at the same time. 
Rather than send it over without 
his seeing it, I suggested that he 
come by and see his own desk. hav- 
ing in mind the possibility of sell- 
ing him something of a better 
grade. He agreed to do so and did. 
As he came in our store, we hap- 
pened to have a $200 desk in the 
window with another of those $90 
chairs. I suggested that he look 
at it as a selection for the ranking 
official. He did this without com- 
ment. We went on to the furni- 
ture floor and not only did he buv 
the better of three desks that I 
showed him for his own use but 
bought two sixty-six-inch execn- 
tive desks, with chairs to match. 
and then as a final word, asked me 
to send the desk and chair in the 
window over to the ranking offi- 
cial. So, gentlemen, I suggest 
there mav be equally as great pos- 
sibilities in store for you. 

Let us consider the supplies. The 


same solution applies here also. 
For instance — typewriter paper. 
Why should we keep what could be 
a most profitable item in our sta- 
tioners line on a level with the way 
it is marked by any and every back 
room printer. I really believe that 
we can sell considerably more vol- 
ume on this item, and at a hand- 
some profit, if we selected a good 
advertised brand of typewriter 
paper, or if we elect to cut and box 
our own paper—assign it a number 
foreign to any number used by flat 
paper stock distributors, box it 
properly, label it properly and fea- 
ture it as a brand of our own, or a 
brand that we have exclusive dis- 
tribution on. This method of sell- 
ing this item I am sure you will 
find profitable. A great many 
dealers have taken advantage of it. 
To the others who have not, I 
would suggest that you waste no 
time in doing it. 

Another item—pencils. It costs 
not any more to sell a good pencil 
than a cheap one. Without doubt 
the pencil market has been mur- 
dered, and we have allowed our 
customers to buy down and down 
until the pencil volume is far from 
satisfactory. We can concentrate 
for a few months on selling better 
pencils and get rid of much of this 
distressing condition. In the end, 
our customers will thank us. 

Let us take another item — sta- 
pling machines. Stapling ma- 
chines can be bought from $3 to $6 
and you find quite a few most 
anxious to give them away, but we 
can lick this situation also. 

I am satisfied that most of us 
have had a bad condition to deal 
with on this item. Such as an up- 
stairs man competing with our sta- 
ples and giving away a machine. 
In most every instance, this up- 
stairs man has an inferior staple 
and the customer invariably has 
trouble. Here is the opportunity 
for you to fit into the picture. 
Place a good $6 stapling machine 
on his desk, loaded with the best 
staples you can buy, tell him that 
if he will use this machine and the 
staples you recommend, you will 
personally guarantee his stapling 
troubles will be over. In the midst 
of his disgust in using the inferior 
products, there is an order for a 
good product. Forget the fact that 
you can buy cheaper staples; buy 
a good product from a reputable 
manufacturer, sell yourself and 
vour sales organization that the 
better products will be the most 
satisfactory to your customer. 

We recentlv tried, as an experi- 
ment. a “sell up” campaign on 
pencil sharpeners. Not only did 
we sell several times our previous 
sales on pencil sharpeners but we 
raised the average from about 
$1.75 to $3.35 per sharpener and we 
believe created more satisfied cus- 
tomers. 

What can be done with the items 
mentioned above applies equally to 
most other items in our line; such 
as filing eauipment, filing supplies, 
loose leaf. blank books and so on. 


May Cost Order 


Failure to sell up will, in num- 
bers of instances, cost you the or- 
der. We have recently had three 
experiences along this line and I 
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want to say that the experiences I 
have mentioned, as well as these, 
are actual happenings in our own 
business and not based on theory. 

The first one, the company 
wanted to refurnish their offices, 
had little money to spend, etc. Our 
competitor, as well as ourselves, 
quoted on a cheap grade of mer- 
chandise. Before the deal was 
closed, our competitor jumped to 
a higher grade of merchandise. 
We did not, and our competitor 
got the order. 

On the next job, our competitor, 
as well as ourselves, submitted 
written quotations. When the cus- 
tomer visited our sales rooms in- 
stead of showing him the desk on 
which we had quoted for his pri- 
vate office, stepped him up to a 
real high grade piece of merchan- 
dise, with the result that he was 
immediately sold on it, and in view 
of the fact that our competitor, 
even after being asked to show him 
a better desk failed to do so, we 
were fortunate in getting a nice 
order. 

The third instance is identical 
with the two just mentioned ex- 
cept the third competitor sold up 
and got the order. I heard wit 
my own ears from the buyers of 
these three orders that the reason 
for buying was because of better 
merchandise and in every instance 
the price paid was at a higher 
price. 

Now, this word to the manufac- 
turers. Give the dealers better 
merchandise. Give the dealers 
distinguished merchandise, some- 
thing that will enable them to 
build good forcible sales arguments 
and take the product out of cheap. 
ruthless, loft competition. In mv 
opinion, this is one of the best 
ways offered for successful co- 
operation with the dealers. 


Now, let’s see what effect this 
sell up policy has on the profits. 
I think without question that your 
net profits will increase at least 
fifty per cent or two per cent net 
above your present net profits. 
This can be shown by an old 
method of figuring such as most of 
you have seen. Suppose an ag- 
gressive sell up campaign will in- 
crease volume ten per cent and I 
believe this to be conservative. 

Let’s consider an— 

Annual volume of sales of .$100,000 
Cost of merchandise, 64%. 64,000 


oe $ 36.000 
Cost of doing business.... 32,000 
SR ietenl ee ances ow $ 4,000 


Sell Up Campaign— 
Annual volume of sales. . .$110,000 
Cost of merchandise, 64%. 70,400 


Groee Miaraiee oo occecess $ 39,600 
Cost of $100.000..... $32,000 
Cost of 10.000 (In- 

creased selling ex- 

SE: ipinseedas 1,000 33,000 


Net profit ......... $ 6,600 

Now, what can we do with these 
increased net profits? Pay them 
to the government? Not neces- 
sarily. It might be that you could 
stand a raise in salary. If the sal- 
ary at present is satisfactory you 











oS 


can raise it a little anyway and 
buy better merchandise for your 
own use. Then if you were so in- 
clined, you would be able to pay 
your salesmen a bonus which 
would enable them to pay one dol- 
lar for better merchandise than to 
pay ninety-seven cents for cheaper 
merchandise. This will permit 
them to stay out of the stores 
whose methods we do not indorse, 
and buying better merchandise 
will contribute in a small way to- 
ward getting business to sell better 
merchandise, which will in turn 
form a chain of buying and selling 
better merchandise. 
Initiative Beneficial 

This individual initiative in sell- 
ing up, as I have said, will accrue 
benefits to the industry. It means 


HE United States Department 

of Commerce in a bulletin pub- 
lished in 1928 entitled “Retail 
Profits Through Stock Control” 
calls attention to a survey made 
by the Milwaukee Journal in 1926 
in the city of Milwaukee of two 
items sold in every retail sta- 
tionery store—fountain pens and 
mechanical pencils. This survey 
listed one hundred seventy-nine 
brands of fountain pens. Of these 
one hundred seventy-nine brands, 
just seven filled the requirements 
of 83.45 per cent of the consumers 
interviewed. Mechanical pencils 
totaled ninety-seven brands of 
which six accounted for 88.67 per 
cent of the sales. The other nine- 
ty-one brands were in competition 
for the remaining 11.33o0f the busi- 
ness. This would seem to prove 
that consumer preference does 
have a direct effect on sales, and 
it is the function of a stock record 
or control to point out the items 
this preference is for so that the 
retailer can with an adequate 
stock better serve the consumer 
with items which the consumer 
prefers and discard from his stock 
those items for which the con- 
sumer shows no preference. 

A group of representative retail 
merchants in conference at the 
United States Department of Com- 
merce in 1922, observed that the 
retailer’s true function is that of 
serving as a purchasing agent for 
his community; as such he selects 
and carries a reserve supply of 
merchandise to meet the require- 
ments of the individual consumer. 
If he fails in his responsibility and 
performs only as a distributing 
agent for the manufacturer, he 
ceases to be an economic factor in 
the community which he serves. 
Again it is the responsibility of a 
stock control to point out to the 
retailer what this reserve supply 
of merchandise for the consumer 
should consist of, how it should be 
assorted, and in what quantities 
stocked 

Note that these representative 
retailers at Washington said a true 
retailer should be purchasing 
agent for his community and not 
a distributing agent for his manu- 
facturers. Many retailers lose sight 


that you will enable your competi- 
tor to sell up with less effort, 
which will in turn prove beneficial 
to you as well as to our industry as 
a whole. 

Finally, one of the biggest re- 
wards in business today comes not 
only from being able to secure and 
retain a fair profit but the satis- 
faction of having a business that 
can be depended upon; one that 
contributes real service to the 
community of which it is a part, 
proud of the service which it is 
rendering and is recognized as an 
institution for dependability. 

After all, what does your work 
mean to you? The following inci- 
dent, which recently occurred in a 
large city, makes us pause and 
wonder about the attitude with 
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of this altogether in attempting to 
force the sale of what the manu- 
facturers want to sell instead of 
trying to force the manufacture of 
what the consumer wants to buy. 
This policy is unwarranted and 
unprofitable, for students of retail- 
ing find that this consumer pref- 
erence must be catered to with 
merchandise the consumer wants 
to buy, coupled with prompt, 
pleasing and economical service, 
if ea are to be made and good 
will built up. 

Being convinced that prompt 
and more efficient service would 
produce more profits, and in a sin- 
cere effort to find out what the 
consumer really wanted us to stock 
for him so he could always get it 
when he wanted it, and of equal 
importance—to find out what the 
consumer did not want so that we 
could discard it from our stock, we 
devised and put into operation on 
January 1, 1925, a method of stock 
control, which with little or no 
change is still in operation today. 
At last we had awakened to the 
fact that while the manufacturers 
told us what to buy, it was the con- 
sumer who told us what to sell, and 
if we were to perform our true 
function as a distributor by being 
a purchasing agent for our com- 
munity, we could only buy those 
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which we face our daily work. 

A large building was under con- 
struction and as the man who tells 
this story approached, he noticed 
several men who appeared to be 
laying the foundation. Going up 
to one of them he asked, “What 
are you doing?” The reply was, 
“Laying brick.” The same ques- 
tion was then addressed to an- 
other of the workmen, and his re- 
ply was, “I’m making five dollars a 
day.” After watching the work for 
a while, the man finally walked up 
to a third workman and asked him 
what he was doing. The workman 
lifted his head, straightened up 
and answered, “I’m helping to 
build a cathedral.” 

Are you laying brick or building 
a cathedral? 


commodities for which we had 
requisitions from our customers, 
who depended on us as their source 
of supply. 

We began in 1925 by classifying 
and listing in visible record books 
6,314 items which we thought 
should be carried, all others known 
to be slow or dead were not listed. 
In one year we found the record of 
1812 so poor that they were 
dropped. At the end of three 
years, during which time several 
hundred new items were added, we 
found we had only 4,311 left, which 
was 2,003 less than we began with. 

Now let’s see what else happened 
during those three years of 1925, 
1926 and 1927. While we were pull- 
ing our stock down from 6,314 
items to 4,311, a net reduction of 
thirty-two per cent, we reduced 
our capital invested in inventory 
by eight per cent; we increased our 
sales twenty per cent; our profits 
fifty per cent; our turnover from 
3.53 to 5.11, and decreased our 
overhead from 26.25 to 22.80. After 
this three year period we found we 
had about reached the vanishing 
point in reducing items, for while 
many were dropped each year, 
many more were added so that 
after ten years we find them 
standing at a level of around 4500. 
In this number there are of course 
many slow moving items which we 
feel it good business to carry in 
small quantities for special cus- 
tomers who depend on us to supply 
them. 

After all, the chief purpose of a 
stock control is not that of ridding 
the inventory of the loafers, who 
eat up capital and profits, but to 
locate the workers, who make the 
profits and keep more of them in 
the shelves. In these enlightened 
days and times it is inexcusable to 
be short of good, staple, steady 
selling items; it is unfair to the 
customer, and he quickly resents 
it and will leave you to find a store 
where he can get better service. 

On account of the distance from 
our sources of supply, we order up 
to a three months’ stock on most 
items at the end of each month. 
This gives us a fairly rapid turn- 
over of capital invested, and barr- 
ing special large sales, insure an 
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adequate stock. If unusually large 
sales are made, salesmen are re- 
quested to report them to the 
buyer so he can fill in his stock 
with a special order. 

You will probably be interested 
in knowing how we work this con- 
trol. In the first place, there is no 
extra expense incurred in using it. 
Our sheets are divided into eight 
or nine books, four to five hundred 
sheets to a book. On the last day 
of the month these books are dis- 
tributed among the house and city 
salesmen, two men to a book, one 
calls the stock, the other jots it 
down in a space on a sheet pro- 
vided for it. After this they take 
it to the enroute order file and jot 
down any items which may be on 
back order or enroute. Then the 
book is ready for the buyer, who 
writes in the quantity of each item 
which he wishes to order. Then it 
goes to a typist who writes up the 
orders, and checks them back for 
errors. They are then signed and 
sent in, usually on the second or 
third of each month. 

Thus each item in the store is 
counted once each month. A big 
job you say. Not very big, our 
boys seldom spend over three 
hours a month taking stock. Of 
course they have become rather 
expert by this time. The advan- 
tage of this monthly count is that 
at least once each month the 
buyer or manager of a department 
has an opportunity to review each 
item in this department and note 
its sales record. This insures the 
stock being kept up to a three 
months’ supply. 

We find that having each item 
listed separately on a sheet has 
other advantages. On the back of 
our sheets we have a record of the 
cost and selling price, with all 
changes. We thus have not only a 
stock record, but a price list as 
well. With this information our 
annual inventory sheets are neatly 
typed and priced before the close 


of the fiscal year, so that when the 
year closes all we have to do is to 
note on the inventory sheets the 
amount of stock on hand, so that 
annual stock taking is only a mat- 
ter of a day and a half at the most, 
instead of from one to two weeks 
as it used to be in the old days. 

Don’t confuse this method with 
a perpetual inventory. There is no 
similarity. For stock record pur- 
poses, sales tickets are not 
checked. No attention is paid to 
sales. The sale of any item is ar- 
rived at by the simple method of 
subtracting what we have on hand 
from the sum of what we had the 
month before, plus what was or- 
dered. Simple but accurate. Per- 
petual inventories as applied to 
stationery stocks we consider ex- 
pameere, inaccurate and unwork- 
able. 

Through the black years (or 
should I say red?) of ’29, ’30, ’31, ’32 
and ’33, we found this control in- 
valuable. It was our chart and 
compass. Merchants were going 
broke all about us; consumers were 
not buying; stocks were not turn- 
ing; sales dropped to one-half of 
normal; overhead leaped up to 
double; every month showed a 
loss; and the losses kept getting 
larger. During these soul-trying 
years manufacturers, wholesalers 
and retailers alike folded up and 
quit. The way was so dark, and 
the going so rough, that without a 
chart and compass it was next to 
impossible to stear a true course. 
Our stock control did not fail. 
Stocks had to be studied and 
bought carefully. By this time we 
had a four or five year record of 
each item. When an item sold 
down low and its record had been 
good, we gritted our teeth and or- 
dered it in. If an item’s record 
was middling to good we kept it up 
but in smaller quantities. If an- 
other had a rather poor record, we 
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passed it up for the time being but 
did not discard it. 

Thus with the most careful and 
systematic buying we were capable 
of, with this record behind us, we 
kept our stock up to two-thirds of 
normal, with a sufficient quantity 
of good items which customers had 
told us in the past they wanted to 
buy, and would buy again when 
they could pay for them. 

By following this course, we 
weathered the depression with its 
heavy losses without borrowing a 
dollar for operating expenses and 
without missing a cash discount. 

The advantages I claim for this 
stock control are these: 1. Costs 

ractically nothing to operate. 2. 
s adaptable to any size or Hs of 
store. 3. May be installed without 
interrupting store routine. 4. May 
be installed for control of single 
item, department or entire stock. 
5. Reduces investment by eliminat- 
ing dead and slow stock. 6. In- 
creases stock turnover. 7. Shows 
the yearly turnover on individual 
items. 8. Shows the average 
monthly stock carried. 9. Shows 
the average monthly sale. 10. 
Gives a monthly record of pur- 
chases and sales. 11. Gives a 
monthly record of stock on hand 
and back orders. 12. Shows the 
cost and selling price with all 
changes. 

I have watched it in operation 
for ten years, through good years 
and lean, so I have a knowledge 
born of experience that it works; 
that it will turn invested capital 
from bad to good stock; will in- 
crease profits by increasing turn- 
over; will decrease overhead by in- 
creasing sales; will add new cus- 
tomers by ability to give a 
service, and besides all these it 
creates more confidence, more 
satisfaction, and more courage 
among sales people and manage- 
ment alike, than any other one 
thing I know of in the stationery 
business. 


The Robinson-Patman Law and Its 
Effect on the Commercial Stationery 


AM listed this morning to talk 

about the Robinson-Patman 
Bill. We are going to rearrange 
the program, and following some 
very brief remarks that I will 
make, you will be addressed by 
Col. Robert H. Montgomery, and 
then by Edwin B. George. What I 
have to say on the Robinson-Pat- 
man Bill will be very brief, because 
you are familiar with the releases 
we have issued on this new legisla- 
tion, and you all know that we 
have pretty definite ideas on it. In 
the town hall meetings tomorrow 
afternoon we will go into it in 
some greater detail, from the an- 
gle of question and answer. I want 
to state what I think are the basics 
behind this legislation. 

For many years the business 
men, or at least a fairly large 
cross-section of them, have been 
asking, long before the New Deal 


Business 


By Charles P. Garvin, General 
Manager, N. S. A. 


and long before NRA, for certain 
legislative action on merchandis- 
ing practices. Some of those re- 
quests were dealt with to some ex- 
tent under the National Recovery 
Administration, but the treatment 
was inadequate, and the officials 
or administrators of the NRA were 
at a loss, because you can’t under- 
take to administer laws that you 
don’t have on the statute books. 
There is only one way to get laws, 
and that is through the Congress; 
at least that is the way it is writ- 
ten in the book. 

As I see the Robinson-Patman 
Law, it is entirely different from 
NRA, in that it is a law, and while 
I am not an attorney, I can see 


nothing else to that Act other than 
an amendment to Section 2 of the 
Clayton Act. It wanders around 
the lot a little bit, but you can 
boil it down to the point where 
you find you have an amendment 
to the anti-trust laws. That is 
the first thing. 

The second thing is that our 
friends of the legal profession tell 
us that it cannot and will not be 
administered. Well, I don’t know 
that they have any supernatural 
powers, or prophetic vision, that 
enables them to tell what is or is 
not going to be done. I have been 
in Washington since 1928, and I'll 
be darned if I can tell what is 
going to happen tomorrow down 
there, and I don’t think any one 
else can; and in addition to that, 
it is very difficult to decide down 
there what happened Tomensey. 
So when the members of the legal 
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profession say this law will not or 
cannot be administered, I beg to 
differ, and say this, that I believe 
the Law will be administered in 
the same degree that the anti- 
trust laws have been, and will be 
administered in the future, and 
have been in the past, the differ- 
ence being that some very wonder- 
ful legal minds admit that in prac- 
tically all of the decisions under 
the anti-trust laws, the decisions 
of the Supreme Court have been 
what is known as “shades of 
grade” decisions. I think the 
Robinson-Patman Law brings it 
around so that the decisions will 
be more definite than they have 
been, and that the law will be ad- 
ministered. 

The third thing is that it is going 
to be impossible for the courts to 
entertain every miserable little 
complaint that some one wants to 
make, so that the Federal Trade 
Commission finds itself with some- 
thing to do under those; and in 
Section 3 we have them divorced, 
where you find you practically 
have two laws in one; a complaint 
or injunctive relief can be asked 
from a federal district attorney, 


but they are not going to entertain 
every little complaint that some 
one wants to make. 

But the big thing that must be 
considered under this law is that 
it requires the collective thinking 
of the people in business, so that 
they will know what their rights 
are, and will know how to defend 
themselves if complaints are 
brought against them. Closing this 
thing, which will be continued 
further during the convention, I 
do not believe any man in business 
is willing to say that he believes 
that discrimination should be al- 
lowed. Discrimination in itself is 
not a proper ethical proceeding. 
No one can justify the mistreat- 
ment of this man for the benefit 
of that man, where the two are 
performing similar services and 
making a similar contribution to 
the firms with whom they are 
dealing in merchandising and dis- 
tribution. I think we are all agreed 
that discrimination is wrong. We 
are all agreed that something 
should be done about it. We are 
all agreed that the business men 
cannot do it of themselves. 

The other thing that is going to 
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go with it is the further legislation 
which will be introduced in the 
next session. The first one will be 
a bill to prohibit the manufacturer 
from engaging in retail business 
institutions. That is something 
else again. That is a new one for 
you to think about. And then the 
third one, which will provide that 
the person dealing in interstate 
commerce, who does not pay a tax, 
excise or whatever it may be, sales 
or state, will be required to pay to 
the Federal Government an equal 
tax to that which he would have 
been assessed in the state where 
he deals, and that is going to char- 
ity. In other words, eventually 
some of the business men affected 
by the legislation may get their 
money back, or some part of it. 
(Laughter.) 

We are in an era of new legisla- 
tion, and we cannot settle it here, 
and it is going to proceed step by 
step, and we are going to deal with 
it in an organized way on our own 
behalf, for we at least know where 
we stand, and what we require, 
and what we must do, and I be- 
lieve we have an organization that 
can do the job. 


The Bond Between the Traveling Man and the Retail Salesman 


O clarify this discussion, I am 

going to define the word “bond” 

as it is used in the title of this talk. 

Bond is defined as a force or in- 
fluence which unites. 

There is no question but what 
there is a force and influence be- 
tween the man representing a 
manufacturer and the man who 
distributes the products of the 
manufacturer for the retailer. The 
force might be well compared to 
the necessity that confronts each 
of us as the result of our economic 
setup. It is necessary for us to 
work if we are to live comfortably 
and bring to our families and our- 
selves some things that give us 
pleasure that are not in reality a 
necessity as far as our daily living 
is concerned. The influence, as I 
interpret it, is that something that 
urges us to serve our fellow men 
and this in turn results in broad- 
ening not only our lives but also 
the lives of those we serve, if we 
do our work thoroughly and effi- 
ciently. 

Certainly the manufacturer’s 
salesman and the retail salesman 
have one objective in common and 
that is the distribution of the larg- 
est volume possible in the market 
in which the retail salesman oper- 
ates. While the conditions under 
which we are living are changing 
rapidly from many standpoints, 
still underneath it all is the neces- 
sity for securing returns for the 
effort which we put forth, which 
in turn insures a livelihood for 
each one of us. In all walks of life, 
assuming that we as a race are go- 
ing forward, we are finding it 
necessary to bring into the picture 
things that were not considered as 
a part of the functions of a sales- 
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man a generation ago. Some of 
the things that are retarding us, 
causing confusion and misunder- 
standings, are due to a lack of 
knowledge of business and a num- 
ber of things that during the last 
ten years we have endeavored to 
secure through legislation could be 
eliminated for all time if every 
worker in this country would edu- 
cate himself so that he would have 
a keener, clearer appreciation of 
the problems of other workers. In 
using the term worker I am not 
referring to the man who works in 
the mill alone but to every man 
who secures his livelihood as a re- 
sult of the efforts he puts forth 
individually. 


Strengthen Bond 

A manufacturers’ salesman, 
therefore, can strengthen the bond 
by making a better business man 
of himself and carrying to the re- 
tail salesman a message which will 
in turn make a better business 
man of the retail salesman. There 
are a number of things so well un- 
derstood and so often discussed 
that continually strengthen this 
bond, that I do not feel it is neces- 
sary to mention them. A personal 
interest in the retail salesman is 
of tremendous value in strength- 
ening this bond. When I say a 
personal interest, I do not mean 
a superficial interest, but a heart- 
felt interest will produce results. 
Suggestions that improve the re- 
tail salesman from any standpoint 
will strengthen the bond if the lat- 
ter is ambitious and if he is not 
he should not be a retail salesman. 

This bond should increase in 
strength as time passes and from 
this standpoint it is well to men- 
tion some of the things that 
weaken the bond. One thing that 
has been given too little thought 
frequently is injudicious enter- 
taining. Many manufacturers’ 
salesmen have destroyed many re- 
tail salesmen by entertaining them 
on a scale which over a period of 
time creates dissatisfaction in the 
mind of the retail salesman 
through the fact he is not able to 
live on that scale or educate him 
to live on the scale and in doing 
this he spends all that he earns 
and sometimes more. Entertain- 
ing can strengthen the bond but 
it must be done in such a way that 
it is not harmful from any stand- 
point and in such a way as to se- 
cure sound, tangible good from it 
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The manufacturer’s salesman 
should reinforce the leadership of 
the retail salesman and to do this 
he must help build up the retail 
salesman from every standpoint. 
He can, by making suggestions at 
the proper time, improve his mor- 
ale and his habits, and both of 
these are great factors in the suc- 
cess of the salesman. 

Sound enthusiasm is recognized 
as a very great factor in successful 
selling. Enthusiasm is founded on 
confidence. Confidence is estab- 
lished by so conducting ourselves 
that we create dependability to 
the limit in the minds of those we 
contact. This dependability is 
established in and outside of busi- 
ness. 


Serve Personnel 


Anything that any manufactur- 
er’s salesman does that retards in 
any way the productiveness of the 
retail salesman will over a period 
of time weaken the bond. Any- 


T is unfortunate, of course, that 

our general manager did not 
choose someone more capable than 
I to handle so important a subject. 
However, since the die is cast you 
will, I trust, be as patient as pos- 
sible under the circumstances. 
Creative or suggestive selling has 
endless possibilities and while very 
effective if applied with the proper 
amount of tact and diplomacy 
sometimes misses the mark badly 
when tried on the wrong person 
and without good judgment. My 
haberdasher at home will invari- 
ably suggest something you bought 
from him last week or maybe a 
new hat when you already have 
a brand new one on your head 
and you have all heard of the poor 
drug clerk who tried to sell a pack 
of playing cards to the lonesome 
man. Suggesting at random is in- 
effective and frequently would be 
better if not attempted. Then 
there are men who are in no way 
interested in new and better sug- 
gestions. Take for instance the 
railroad purchasing agent who is 
interested only in the matter of 
price. The demand for your new 
and better goods must come from 
and be created with someone 
higher up, which reminds me of 
the strong man in the vaudeville 
story. 

First the strong man lifts 200 
pounds with his left hand, next he 
lifts 200 pounds with his right 
hand and to show how strong he 
really is he then proceeds to lift 
500 pounds with both hands ex- 
tending the weight far above his 
head. As a climax to his act a 
colored boy appears on the stage 
with a silver salver which has only 
one lemon on it. The strong man 
takes the lemon in his right hand 
and crushes it and the juice spills 
on the floor. Then the manager 
appears and offers five hundred 
dollars to anyone in the audience 
who could get even so much as 
one additional drop from _ the 
lemon. Instantly two powerful 
men, evidently in the employ of 


thing that he does that increases 
the productiveness of the retail 
salesman will in turn over a period 
of time increase the strength of 
the bond. 

Today a manufacturer’s sales- 
man should become acquainted 
with every individual in a retail- 
er’s organization who has anything 
to do with the selling of the prod- 
ucts handled by the retailer. He 
should endeavor to serve this per- 
sonnel in every way that he pos- 
sibly can. That will be a factor 
in making the retailer’s organiza- 
tion a stronger organization. 

I would say to the retailers and 
their salesmen who are here that 
they will profit if they will make 
it a practice to become vacuum- 
cleaners of the mind and endeavor 
to bring out of each manufactur- 
er’s representative who calls upon 
them those things that they feel 
will be of value in their business. 
The situation arises where a man- 
ufacturer’s salesman contacts a 
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the act, appeared on the stage and 
although they used each hand and 
then both hands they could obtain 
no further juice out of the lemon. 
Whereupon a small young man 
about five feet four inches high 
and weighing about 110 pounds 
appeared on the stage and asked 
if he might try. This caused a 
good deal of amusement but to 
the consternation of everyone 
when he squeezed the lemon out 
came five drops which spilled on 
the floor. The management was 
very much embarrassed and there 
seemed nothing to do but to pay 
the successful one the five hundred 
dollars promised. The manage- 
ment then explained to the audi- 
ence that this act had been done 
all over Europe and in all of the 
large cities in America and no 
one had ever succeeded in squeez- 
ing even a drop out of the lemon 
after his strong man finished. 
The management then asked the 
successful manipulator of the 
lemon if he would mind giving his 
name and occupation. This was 
promptly done and the man gave 
his name as B. K. Jones, assistant 
purchasing agent of the Ford 
Motor Car Company. 


Selling Is Brain Job 


There are however, thank good- 
ness, many buvers left who are not 
so hard boiled that they can not 
listen to new and interesting sug- 
gestions for their improvement, 
comfort and pleasure. There are 
some people left who enjoy life 
and living. and upon whom your 
creative selling efforts will not be 
in vain. Now creative selling 
means working up an idea so at- 
tractively and presenting it so con- 
cretelvy that the desire to purchase 
is so firmly created as to be over- 
whelming. Sales resistance is com- 
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retailer’s salesman and the retail- 
er’s salesman is the better in- 
formed of the two because of his 
long experience in the field. In 
some cases he immediately comes 
to the conclusion that nothing is 
to be gained through this manu- 
facturer’s salesman. However, he 
should keep one thing in mind and 
that is, that the individual in 
ninety-nine cases out of a 100 is 
sent into the field only after care- 
ful study and that he must have 
some knowledge of his products 
and of selling which will produce 
results or he would not be in the 
work. 

In my business life I have found 
very few men from whom I could 
not learn et I have prof- 
ited tremendously by endeavoring 
to learn things from men in this 
field who may not have spent as 
many years in it as I have. Let 
me leave this thought with both 
of you. Seek the good in each 
other and you will profit greatly. 


pletely broken down and your 
customer feels a compelling desire 
to purchase and only casually per- 
haps asks about the price. A 
salesman without imagination and 
ability to study probable require- 
ments of his customer, and with- 
out the knowledge of the business 
necessary to make constructive 
and helpful suggestive improve- 
ments is just an order taker and 
really not worthy of the title of 
salesman. Selling is a job that 
never ends and a good ingenious 
salesman’s brain is usually work- 
ing whenever he is awake, when he 
is shaving in the morning, eating 
his lunch at noon, or dressing for 
a dinner party in the evening. He 
is on his toes constantly seeking 
an ns oe | and a constructive 
thought he might suggest to a 
prospective buyer. A salesman to 
be successful must know what he 
is trying to sell, he must know it 
backwards and forwards. He must 
be a keen student of the business 
else he will not know what to sug- 
gest. Furthermore, if he can not 
convince the prospective customer 
that he more than knows what he 
is talking about he fails to get the 
customer’s confidence and is com- 
pelled to ring up No Sale. A good 
creative salesman in the stationery 
business must know his stuff and 
must keep abreast of the times. 
Ours is a changing business. new 
ueful items are available almost 
daily, there being todav quite ten 
times the number of articles avail- 
able as we had in the good old 
davs of letter presses and copying 
books. Know your buyer and with 
tact and diplomacy suggest to him 
new improvements as they come 
on the market. 

Several years ago one of our en- 
gravers, a very talented man with 
a genuine lust for experiments, 
seeking always some improve- 
ment, finally accomplished the art 
of making very excellent photo- 
gravure plates. A photogravure 
plate is a picture of your home, or 
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child or dog or just any good 
photograph of anything, maybe 
your wife or your best girl etched 
in a copper plate so that it can be 
plate printed on suitable paper 
stock in some desired color. Now 
the anyone y vehicle for such ex- 
pensive and exquisite work is prob- 
ably in photogravure Christmas 
cards. We succeeded in interest- 
ing perhaps twenty-five or thirty 
friends and good customers in this 
style of Christmas card in our city 
but that was no adequate out-put 
for an article so grand and it oc- 
curred to us that possibly we were 
hiding our light under a bushel 
measure. So I prepared the most 
exquisite sample oks showing 


different sizes available and many 
subjects, all done on the finest im- 
ported hand made stock. I ex- 

ected the cost of the books to 

e high but was shocked when I 
learned that the books had cost 
$20.00 each. It seems however that 
no one else had ever had the 
temerity to assemble such a col- 
lection in a specimen book and so 
simply priced. Well, I took the 
train and visited many large cities 
and confined my efforts to the 
celebrated fine jewelry, stationery 
firms and a few very large depart- 
ment stores with outstanding fine 
stationery departments. They all 
freely admitted it was the most 
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beautiful thing of the kind they 
had ever seen. Almost without 
exception they grabbed the sample 
book. I had shown them a new 
opportunity, exquisite samples and 
opened up a new avenue of trade 
and made it possible for them to 
materially increase their Christ- 
mas card business. This was Crea- 
tive Selling, blazing a new trail 
and whether you buy your photo- 
gravure cards in New York, Chi- 
cago, Boston, Philadelphia or 
Washington, D. C., the chances are 
very great that they will be made 
in Richmond which shows that 
with Creative Selling you can play 
a big league game in a minor 
league town. 


Ten Years of Cost Research in the Commercial Stationery and Office Out- 


T the very outset of this dis- 

cussion I wish to acknowledge 
my feeling of incompetence in un- 
dertaking to bring to you the les- 
sons contained in the results of ten 
years of research into the cost of 
doing business in the commercial 
stationery and office outfitting in- 
dustry. When Mr. Garvin first re- 
quested that I undertake the pres- 
entation of this subject I agreed, 
with much hesitation and some 
qualifications, in the sincere belief 
that there are a number of out- 
standing executives in our associa- 
tion preéminently more qualified 
to present an intelligent analysis 
of the facts revealed in the studies 
that have been made. With no 
apology for this effort but with this 
explanation, I trust you will bear 
with me. 

It was just ten years ago next 
month that The National Station- 
ers Association at its Washington 
convention authorized the first 
thorough study of the cost of doing 
business in our trade, which action 
was the consummation of a most 
careful study of the subject of re- 
search and its value to industry by 
a most capable committee headed 
by Mr. F. P. Seymour of Chicago. 
The association, and the industry 
as well, owes to Mr. Seymour and 
his committee a debt of gratitude 
for their contribution in time, ef- 
fort and thought, which has con- 
tinued to bear fruit throughout 
the intervening years. 

The objective of the association 
in undertaking a study of the cost 
of doing business in the commer- 
cial stationery and office outfitting 
trade was to ascertain facts that 
controlled successful business op- 
eration, establish sound principles 
of business conduct, to provide a 
positive and accurate yardstick for 
successful operation. In engaging 
the services of the Harvard Bureau 
of Business Research, the commit- 
tee, under the direction of Mr. 
Seymour, acquired the facilities of 
the most effective organization in 
the country for gathering and 
compiling vital business statistics, 
thus establishing a broad founda- 
tion for further and subsequent 


fitting Business 


By W. Neill Stewart. Stewart 
Office Supply Company, Dallas, 
Texas. 





Mr. Stewart 


studies made by our own business 
office. 
First Survey in 1927 

The first survey was conducted 
in 1927 by the Harvard bureau and 
the report, based upon 1926 fig- 
ures, was submitted to the Boston 
convention in 1927. No study was 
made of the figures for the year 
1927 but again in 1929 the bureau 
made another study and submitted 
its second report at the Montreal 
convention in October, 1929. The 
second investigation was consid- 
ered more or less of a check-up on 
the facts ascertained in the first 
study and revealed many very in- 
teresting facts, though perhaps 
the most important fact revealed 
was the value to be obtained in 
continuing regular investigations, 
as it was in the continuity of the 
figures that the most important 
factors could be determined. The 
services of the Harvard bureau 
were very expensive, though I am 
not one who believes that the re- 
sults obtained were not worth the 
cost to the individual subscriber 
to the research fund—yet it was 
deemed advisable to discontinue 
the services of the bureau and to 
conduct the research work from 


our own business office, under the 
direction of the general manager. 
Mr. Garvin and his assistants in 
the business office have rendered 
conspicuous service in continuing 
the work, though I am sure he has 
been greatly handicapped by in- 
adequate funds to employ suffi- 
cient personnel to enable him to 
enlarge the scope of the investiga- 
tion from year to year. He has 
been further handicapped by the 
lack of codperation on the part of 
the membership as a whole in sup- 
plying their figures and has had to 
depend almost entirely on the ac- 
tive codperation of approximately 
one hundred dealer members. 

While the figures thus obtained 
are not as representative as if a 
larger percentage of our member- 
ship had participated, I am of the 
opinion that they do represent our 
most successful operators and 
therefore provide a standard for 
expense control, a legitimate and 
recognized figure of the cost of do- 
ing business in our industry. 

Our headquarters office only re- 
cently released an interesting and 
illuminating special report review- 
ing the research activities of the 
association from 1926 to and in- 
cluding 1935. It is to the figures 
and comparisons contained in this 
report, and the trends indicated 
therein, that I wish to direct your 
attention. This report is most 
complete, containing a very thor- 
ough analysis of the figures com- 
piled; therefore, a further discus- 
sion of the subject will of neces- 
sity result in some repetition, for 
which I ask your indulgence. 

Through its research work the 
association has accomplished in a 
large measure its objective, and in 
my judgment has provided a yard- 
stick for successful operation. 
Witness the last ten years of oper- 
ations, revealed by the figures sub- 
mitted in Mr. Garvin’s report, as 
evidence that the commercial sta- 
tionery business was able as a 
whole to adapt itself to the rapidly 
changing conditions of the past 
seven years and to emerge from 
the worst depression in the history 
of the country more strongly en- 
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trenched as an important unit of 
American industry than it was ten 
years ago. 


Future Is Bright 


_We hear many direful predic- 
tions as to the future of our indus- 
try but the record of the past ten 
years does not bear out these pre- 
dictions, and I for one believe the 
future is bright for the well-man- 
aged business, for the stationer 
who is constantly alert to the rap- 
idly changing conditions and who 
has the knowledge, the foresight, 
courage and willingness to adjust 
himself to these changes. We have 
passed through perhaps the most 
acute competitive period in the 
history of our industry, competi- 
tion from other distribution out- 
lets, from direct sellers, from mail 
order houses and others, all seek- 
ing to divert the business from 
the commercial stationer—never- 
theless, we have emerged in a 
stronger position than ever be- 
fore, the recognized source of es- 
sential and necessary service to 
American business. We are yet 
confronted with these and other 
perplexing problems and the indi- 
vidual member will do well to con- 
sider the experience of the past in 
charting his course of the future. 
The oniy basis we have for fore- 
casting the future is the experi- 
ence of the past and our success 
depends in a large measure upon 
our ability in applying the teach- 
ings of experience in administer- 
ing the aftairs of our business. So 
let us give consideration to the ex- 
perience of the past ten years as 
reflected by the figures released by 
Mr. Garvin in his Special Research 
report. 

Your attention is directed to the 
chart showing the trend of “Cost 
of Goods Sold,’ “Gross Margin,” 
“Total Expenses” and “Net Profit 
or Loss.”” You will observe that the 
cost of our merchandise in rela- 
tion to our selling price has re- 
mained fairly stable, there being a 
difference of only 6.41% between 
the peak in 1932 of 68.83% and the 
low of 1935 of 62.41%. Two facts 
are thus indicated, that the sta- 
tionery and office equipment mar- 
ket is generally stable and the re- 
tailer follows the market trends 
very closely. It would also seem 
that our gross margin is pretty 
firmly fixed and we are fairly cer- 
tain of what we may expect in 
gross profits unless some unusual 
condition develops to upset the 
trend of the past ten years. 
Whether we as individual station- 
ers or as an industry can enlarge 
this margin to an appreciable de- 
gree is doubtful. The intensity of 
the competitive situation would 
indicate a likely shrinking, yet the 
fact that 1935 yielded the largest 
gross margin of the ten-year pe- 
riod should be encouraging. This 
fact indicates that the stationer 
was not as active in following mar- 
ket trends in the years 1933, 1934, 
and 1935, believing that he was en- 
titled to the privilege of maintain- 
ing his selling price at a level that 
would permit him to recover in a 
measure the losses of recent years. 
Undoubtedly the stabilization of 
prices under N.R.A. in certain in- 


dustries in the office equipment 
field had a very definite effect on 
the stationer’s profits, and herein 
is a very definite warning to the 
stationer to combat by every legit- 
imate method any tendency to re- 
vert to the old order. Expense 
trend follows pretty closely upon 
Sales levels, as sales rise or fall 
expense ratios react conversely, 
though the reaction was less posi- 
tive in the years 1931, 1932 and 
1933, since stationers as a whole 
did not, and were not able to re- 
duce expenses in proportion to the 
rapidly declining sales volume. 
You will notice the trend of total 
expenses was upward from 1929 to 
1932 when it reached 40.78%, per- 
haps the highest point in the his- 
tory of the industry; then it 
turned downward in 1933 as recov- 
a set in, reaching 34.36% in 1935, 
a level slightly above the figure of 
32.75% for 1930 and below the fig- 
ure of 35.86% for 1931. As previ- 
ously stated, the expense ratio 
pg ang omen in large measure the 
sales trend, thus the figures reflect 
a remarkable recovery over the 
last two-year period. 


Sales Dollar Division 


Your attention is now called to 
the division of the sales dollar for 
the year 1935 as compared with 
the year 1926. In the year 1926 
the cost of our merchandise was 
66.6%, as compared with 62.41% in 
the year 1935. This decrease is the 
basis for the statement previously 
made that the stationers as a 
whole did not follow market trends 
as closely in the years 1933, 1934 
and 1935 as previously. I do not 
consider that this reduction in the 
cost indicated better buying — 
rather do I consider it indicative 
of better selling price mainte- 
nance. Expenses in 1926 were 32.3% 
as compared to 34.36% in 1935. 
While we have not gotten back to 
the expense level of 1926, there has 
been a continual improvement 
from the high of 1932 and if 
the trend downward continues 
through 1936 we should reach the 
1926 level this year. The most in- 
teresting fact revealed by this 
comparison is that we showed a 
better net profit in 1935 than in 
the year 1926 by a margin of 2.1%, 
the figure for 1935 being exceeded 
only by 1929, and then only by a 
margin of 1/10 of 1%. 

The next chart that I present 
illustrates the division of the ex- 
pense dollar for 1935 as compared 
with the division of the expense 
dollar in the year 1929, which 
shows that in the year 1935 sixty- 
one cents out of every dollar ex- 
pended for expense was paid out 
in salaries, as compared to fifty- 
five cents in the year 1926. In the 
year 1935 10.85% was expended for 
rent as compared with 12.4 in 
1926. For all other expenses 28% 
of the expense dollar, as compared 
with 32.2% in 1926—thus it is indi- 
cated that the increase in total ex- 
penses is made up entirely of the 
increase in salaries and wages. 

Many hold the opinion that the 
operating cost in the stationery 
and office outfitting trade is too high 
and must come down or we shall 
ultimately face industrial bank- 
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ruptcy—certainly therein is the 
greatest opportunity for executive 
control, as the chart shows 61.06% 
of the expense dollar in 1935 went 
for salaries and 10.85% went for 
rent, leaving only 28.09% for all 
other operating expenses. To put 
it another way, 71.9% or virtually 
seventy-two cents out of every dol- 
lar paid out for operating is paid 
out in salaries and rent. In 1935 
salaries to owners or officers rep- 
resented 6.53% of sales, and em- 
ployees’ salaries 14.45%, a total of 
20.98%. An item that represents 
61% of your total expenses de- 
mands the closest scrutiny. 


Owner Salaries 


The accuracy of the figure rep- 
resenting salaries paid owners 
and/or officers is questionable. 
While I have never seen any fig- 
ures, I have the very definite feel- 
ing the most of our institutions are 
either partnerships or close cor- 
porations where the stock is al- 
most entirely owned by the head 
of the business or at least con- 
trolled by him or his family. Sala- 
ries paid to owners or officers in 
such organizations are not salaries 
at all, but an advance against 
profits. The size of such salaries 
depends upon the size of the prof- 
its and the capital needs of the 
business. Were it possible to elim- 
inate from the figures that portion 
of executive salaries that actually 
constitutes an advance against 
profits, the results might well be a 
reduced overhead and an in- 
creased net profit. Determining 
what is a fair salary for the head 
of a commercial business is most 
difficult. Perhaps the fairest basis 
for an owner-managed business to 
pay its chief executive would be 
what he would pay to a manager 
who did not have any stock inter- 
est. However, this is a matter 
each individual stationer must de- 
cide, but do not pay exorbitant ex- 
ecutive salaries and cry too high 
operating cost! In a salary sur- 
vey published in 1932 by The Dart- 
nell Corporation the editor has 
this to say in discussing the effects 
of the depression on owner-man- 
ager salaries: “Sheer necessity, 
therefore, will ultimately force the 
heads of every competitive busi- 
ness to bring their own salaries 
into line with those being paid to 
managers of similar businesses 
owned and operated by bank- 
ing interests. Indeed, we, foresee 
where during the competitive 
period ahead, many owner-man- 
agers will cut their salaries below 
those being paid by competitors 
owned by capitalists, just to put 
themselves in an upper-hand - 
tion, and the fact that these busi- 
nesses are not top-heavy with 
debt, will ultimately enable them 
to attain leadership.” Thus it 
would seem that executive salaries 
is a problem common to all indus- 
try. 
Employee salaries present an 
even more intricate problem. Ap- 
parently industry has formulated 
no set policy for meeting the sit- 
uation brought about by the devel- 
opments of the past few years. I 
feel that we should not concern 
ourselves too much about the ef- 
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fects the devaluation of the dollar 
is having, and will have, on liv- 
ing cost, etc.—rather should we 
use just sound business judgment 
in fixing salaries measured by the 
standards of our industry. In our 
industry, as in all others, there 
was undoubtedly a general decline 
in salaries from 1929 to 1932, since 
which time there has been a more 
gradual increase back to higher 
levels as we fought back from the 
depths of the depression and 
prefits again became a reality. 
Ultimately there will be a reaction 
in this upward movement and it 
seems most desirable that we 
should get salaries on some basis 
so that, if, as and when, profits 
again disappear salaries will auto- 
matically adjust themselves to 
the new levels. Fundamentally, 
salaries as all other expenses must 
be held to the level of net sales 
and gross profits if the firm is to 
prosper. To so maintain the sal- 
ary level the safe basis seems to be 
to budget upon a percentage to 
net sales and pay a bonus if the 
year’s profit justifies. 


Probe Salary Trends 


This statement paves the way 
for an extensive discussion of nu- 
merous compensation plans which 
time will not permit, though they 
have a very definite place in a dis- 
cussion of the subject of research 
in respect to the cost of doing 
business. Suffice to say that I 
think the association could under- 
take no more important activity 
than to make a thorough and de- 
tailed investigation of the salary 
trends in our industry and a study 
of the compensation plans in ef- 
fect. Data on salaries paid by 
other industries in the field of dis- 
tribution would also be most valu- 
able. 

The next largest single item of 
expense is rent, which in 1935 
amounted to 3.74% of sales, or as 
previously pointed out, accounted 
for the expenditure of 10.85% of 
the expense dollar. It should be 
emphasized that rent is an inflex- 
ible item of expense once the lease 
is signed or the business home 
purchased, therefore, one cannot 
exercise too much precaution in 
contracting in either instance. In 
addition to the floor area required 
for efficient operation of the busi- 
ness, consideration should be given 
as to what the business can afford 
to pay as rental expense—a care- 
ful study should be made of the 
common averages of the industry 
in comparison with the individual 
record, as the past provides the 
only dependable factor. Perhaps 
the first and equally important 
consideration is the location which 
often determines the method of 
distribution which in turn affects, 
if it does not largely fix, the rent 
expense ratio. Doubtless there are 
stationers today who are suffering 
from high rental expense because 
they are doing a distribution busi- 
ness through outside salesmen 
from a high rental retail location. 
Others are trying to do a retail 
business from a location totally 


unsuited for the purpose of at- 
tracting retail buyers. The situa- 
tion may be the result of an error 
in judgment in selecting the loca- 
tion in the first instance, or it may 
be because the trend of retail 
trade has moved away from their 
location. All of which argues for 
the most serious consideration be- 
ing given to the method of distri- 
bution and the selection of the lo- 
cation of the business. 

The thought prevails that be- 
cause of the shift in the volume of 
sales from within the store to sales 
without indicates that the store 
should be located in a secondary 
retail location, or even outside of 
the recognized retail area. Inci- 
dentally, may I inquire if we have 
definite facts to substantiate the 
theory that there has been a shift 
generally in sales from within to 
without the store? Is it not possi- 
ble that the expansion of the com- 
mercial stationery business during 
the last ten or fifteen years made 
largely through aggressive sales 
methods through outside salesmen 
is responsible for the apparent 
shift in volume? We recognize the 
fact that many of the staple items 
common to our business have 
found their way into other chan- 
nels of distribution in the past few 
years, but the progressive com- 
mercial stationers have not been 
asleep; they have expanded their 
lines to include many new items, 
have done a little poaching them- 
selves, but most important, have 
improved their selling methods. 
The commercial stationer today is 
primarily a service organization to 
business, both large and small, and 
not just the stationery merchan- 
dise store of a decade ago. Yet I 
do not believe that should neces- 
sarily prohibit the development of 
a profitable store business. How- 
ever, the promotion tactics differ 
greatly and the stationer must be 
a merchandiser capable of meet- 
ing the aggressive competition 
from without his own industry. 


Justify Overhead 


I am not one who believes the 
stationer should admit defeat in 
the retail field; neither do I be- 
lieve one should continue his busi- 
ness in a high rental retail loca- 
tion and do nothing about devel- 
oping a retail business to justify 
the increased overhead. There- 
fore, the question is one that the 
individual stationer must decide 
for himself, and one that should 
be given serious consideration in 
order that the rent expense ratio 
be not excessive. Probably I 
should reverse my previous state- 
ment and say the stationer should 
first determine his method of dis- 
tribution and then seek a location 
suitable for the promotion of his 
business along the lines he has 
elected to follow. 

Whether the rental figure of 
3.74% for 1935 is too high as a 
composite figure I do not know; 
that would depend upon the char- 
acter of the business whose figures 
went to make up this ratio—but I 
do know it is too high for a strictly 
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commercial stationer distributing 
largely through outside salesmen, 
though it should not be considered 
too high for the general stationer 
who has developed a store business 
to justify. It is possible that 
should we spend a larger percent- 
age of our sales dollar in advertis- 
ing, the results might be a lower- 
ing of the rent expense ratio. 
Even as the figures stand, a por- 
tion of the rental expense might 
well be considered advertising in 
the case of the stationer employ- 
ing a desirable retail location. 

Most other items of our expense 
remain largely fixed, or they are 
so small in relation to net sales 
that the ratio does not fluctuate to 
a degree that materially affects the 
totalexpense figure. Theoneexcep- 
tion is the tax figure which we shall 
have to watch very closely in the 
future. When we contemplate the 
ultimate high in tax on the pay- 
roll under the Social Security Act 
we may well anticipate an increase 
in the tax expense ratio sufficient 
to wipe out the highest net profit 
figure the industry has shown dur- 
ing these years of study. 


Stationery Business Firm 


In conclusion, let me say that 
ten years of research in our indus- 
try has convinced me that the 
commercial stationery business is 
a very stable business, directed 
generally by an excéptionally high 
type of executive leadership which 
piloted the business through the 
uncharted course of the worst de- 
pression the country has ever 
known, emerging more strongly 
entrenched as an essential unit of 
American industry. The leader- 
ship proved its ability to adjust 
itself to the rapidly changing con- 
ditions and throughout the period 
of the greatest business mortality 
established an enviable record of 
industrial vitality. Ever alert to 
the trend of general business. the 
commercial stationery business 
was one of the first to hit the 
come-back trail and is marching 
back to prosperity along with the 
basic industries of America. In 
this connection let me quote from 
Mr. Garvin’s special research re- 
port: “The stability and strength 
of the commercial stationery and 
office equipment business is easily 
substantiated by the figures cover- 
ing the business during a period 
of years. Ratios to have a value 
must have continuity. It is easy 
to understand that the day when 
the business man might walk in 
the dark without fear of disaster 
has gone forever. The day in 
which we now operate finds com- 
petition so keen, service so expen- 
sive, selling so costly and profits so 
low, that the saving of a fraction 
of a percentage becomes a major 
figure when net profit is finally 
arrived at.” Facts and figures are 
essential to successful operation 
and I urge continued and enlarged 
Research activities by our Asso- 
ciation to guide our industry to 
even greater prosperity and a 
larger contribution to the public 
interest. 
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R.GARVIN has suggested that 

I repeat to you, at least in 

part, a few comments made re- 

cently at one of our regional meet- 

ings. To those who may have lis- 

tened, I extend my apologies for 
the repetition. 

In general, the comments I shall 
make may be grouped under the 
heading of “Business Manage- 
ment” and, since they are merely 
a part of management, it might be 
well to consider that subject as it 
is generally operative in the com- 
mercial stationery business. 

It is not an unfair statement to 
say that, on the whole, manage- 
ment as exercised in our industry 
is very unbalanced. For years 
there has been too much stress 
laid on the sales side of manage- 
ment and too little on the operat- 
ing side. It is as to certain phases 
of the latter I desire to address 
you. 

The operating phase of the 
management of our businesses is 
of course primarily, financial. 
Roughly, the main considerations 
are the purchase and control of in- 
ventory, the control and remuner- 
ation of personnel, and the control 
of the monetary side of the busi- 
ness. Of course, these things are 
very definitely inter-related. 
There should at all times be pro- 
vided adequate working capital. 
Expenditures must at all times be 
kept in control and in proper bal- 
ance to the gross profit on sales. 
Inventory must be provided in suf- 
ficient measure to adequately serv- 
ice the orders in hand and in pros- 
pect and, at the same time, must 
be so controlled as not to go be- 
yond the limits of the available 
working capital. There are so 
many considerations involved in 
this side of the business that no 
one talk could consistently be 
made which would cover all of 
them. However vital to the mat- 
ter in hand, the subject of inven- 
tory control, I do not propose to go 
into that subject. Much has been 
said in the last several years about 
this part of business operation and 
it should be concluded that its im- 
portance is recognized by all sta- 
tioners properly managing their 
businesses. Mind you, I do not say 
that it is, but I do say that it 
should be. 

The particular thing I desire to 
deal with is the forecasting of sales 
for months ahead so that adequate 
budgets may be prepared and nec- 
essary arrangements made for 
properly financing forthcoming 
business. 

Back in the days which possibly 
might have been called “good old 
days,” it was fairly possible to 
measure one year against the pre- 
ceding on the “Beat Yesterday” 
theory and to come pretty close to 
actual results. This type of fore- 
casting passed out about the time 
of the war and, while there have 
been many different and tremen- 
dously varying conditions in the 
twenty years since the war period, 
we are certainly farther away than 
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By H. G. Horder, Horder’s, Inc., 
Chicago, Ill. 
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ever from ability to use this old 
and outworn method. However, 
there are a few relatively simple 
things which may be done either 
in large or small businesses to ar- 
rive at some very good forecasting 
results. We use these methods in 
our own business and I shall ex- 
plain them to you in the hope that 
they may be of some value to you. 


Two Methods 


Two methods may be used to ar- 
rive at the result desired. One is 
for the purpose of forecasting on a 
short range basis; that is two or 
three months ahead; the other for 
the purpose of arriving at some 
conclusions as to sales many 
months ahead. The first method 
may be used independent of the 
second, but the second should in- 
clude the first in order to be more 
perfect. This first method of fore- 
casting is based upon a condition 
which exists in our industry and 
which is operative in each of our 
businesses, no matter how varied 
their fields or methods. It is a fact 
that there is a definite rhythm in 
sales in each year as between the 
separate months of that year, and 
it is a fact that this rhythm per- 
sists with very slight change; thus, 
by a very simple process of review- 
ing sales for years past, a chart 
may be built up to show what this 
rhythm is. On the placard which 
I am now showing you, I give the 
figures which constitute this 
monthly rhythm in our own busi- 
ness. Each figure is a percentage 
of the preceding month and, thus, 
you will see that January. shown 
as 95, relates to the preceding De- 
cember. Take this chart, then, in 
the order of months. We have 
January 95: February 77; March 
105; Avril 93; May 97; June 94; 
July 93; August 106; September 
1096; October 110; November 94; 
and December 137. Obviously this 
particular chart would not be ap- 
plicable to other businesses, but a 
very simple review, as I have said, 
taking in, say, the preceding seven 
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to ten years of sales by months 
would establish an average per- 
centage in each year for each 
month and very definitely demon- 
strate that this rhythmic theory 
is sound. I suggest that you do 
this, if for no other reason than to 
establish the theory as a fact in 
your own businesses. 

Now the a of such a 
chart in the forecasting of sales is 
very simple. Of course, it must be 
assumed that no major a 
will have been made in the period 
to be forecasted, but, given general 
conditions of the same nature and 
basing upon any one month, you 
will see how easy it would be to ar- 
rive at the sales several months 
ahead. For instance, supposing 
the August sales were $10,000. On 
the basis of the chart I have used 
the September sales should be six 

r cent more than August, or 

10,600. The October sales should 
be one hundred ten per cent of the 
September sales of $11,660, and the 
November sales should be ninety- 
four per cent of the October sales 
or $10,960. For short range fore- 
casting, this method is simplicity 
itself and, therefore, I pass on to 
the second method which is of a 
more complicated nature. 

Long range forecasting requires 
a considerable study of the many 
economic services which are avail- 
able today; to mention a few, 
Brookmire’s, United Business Serv- 
ice and Babson. Each of these 
services, several times during the 
year, makes long range predictions 
as to the progress of general busi- 
ness. These predictions, as a rule, 
are fairly accurate and may be 
considered by commercial sta- 
tionery dealers of great advantage. 
The reason that these forecasts 
are more advantageous to the 
commercial stationery trade than 
to many other trades is founded 
on the known fact that this indus- 
try’s volume is in direct proportion 
to the general business volume. As 
the composite industries of the 
United States are more or less 
active, so do they consume greater 
or less amounts of the products 
which we sell. This has been so 
clearly demonstrated during the 
past twenty years that it admits 
of no questioning. Therefore, as I 
have said, the use of these several 
services should be the first step in 
the study. If it appears that busi- 
ness is on the upgrade, an imag- 
inary line may be drawn through 
the forthcoming twelve months 
showing the theoretical position of 
business in any one of those 
months as compared with the pe- 
riod in the preceding year. Thus, 
if business at the present time 
stands at ninety per cent of the 
chart, normal and forecast seems 
to indicate that within the forth- 
coming twelve month period there 
will be a ten per cent advance in 
general business, an imaginary 
line may be drawn through those 
twelve months giving effect to this 
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rise and, thus, a position figure ob- 
tained for each separate month. 
Demonstrates Method 

To demonstrate this method, I 
am placing before you a chart 
which indicates the results of its 
application to our own business. 

e black line on this chart gives 
the position of general business 
over a period of seven and one- 
half years as reflected by the chart 
of one of these services mentioned 
before. The red line indicates the 
month to month position of our 
business during the same period 
and very clearly demonstrates how 
closely we have followed general 
business through these years. 
When it is remembered that, from 
a peak of 111 in 1929, business 
dropped to a low of 50 in 1933 and 
it is considered that in dollars this 
meant that the business income 
through sales was less than one- 
half of the high at the low point, 
it can readily be seen how wide a 
range of sales experience this 
chart reflects. Now, of course, 
from this low of 1933 we have 
climbed to a point where general 
business is now only about ten per 
cent less than the normal figure 
and of course our sales have 
climbed right back on the same 
general incline. 

It seems to me that this chart 
definitely proves the point made 
above—that the commercial sta- 
tionery business follows general 
business automatically and, there- 
fore, since we are fortunate 
enough to be in such industry, we 
surely should take advantage of 
the opportunity to provide our- 
selves with information as to the 
sales of forthcoming periods. In 
the application of this chart to 
forecasting, the same general 
method of procedure is followed as 
in the first method. The imaginary 
line drawn from August to the fol- 
lowing August is based on the the- 
ory that business will be at the 
normal point in August, 1937. This 
line passes over December at point 
95. In forecasting December, 1936, 
therefore, comparison may be 
made between it and December, 
1935, as to chart position. In De- 


Vv* subject is specialty selling. 
Possibly the best way to ap- 
- this subject is to take a 

ird’s eye view of the situation. 

Most of the progress made by 
this country can be attributed to 
specialty selling. It is well within 
the memory of a number of the 
older men in this room when spe- 
cialty items were unheard of and 
possibly the first specialty selling 
done in this country in an agres- 
sive way was when the reaper and 
harvester were invented and had 
to be demonstrated in the fields 
before people became interested in 
them and became convinced that 
here was an article that they could 
save time, effort, material and 
money with if they applied it to 
— business and various opera- 
tions. 


cember, 1935, the chart shows posi- 
tion as 83. Theoretically, there- 
fore, the sales of next December 
should be 95/83 of the sales of last 
December. The sales of next 
March should be 97/85 of last 
March, etc. Since the general rule 
is proven and assuming that, as 
said before, the same general con- 
ditions are operative in the busi- 
ness, the only element of guess in 
the establishment of these sales 
figures would revolve around the 
theoretical rate of increase of gen- 
eral business. 

Having arrived at such long 
range monthly sales figures, the 
first method may then be brought 
into play on a short range basis 
and month to month or on a quar- 
terly basis the long range figures 
may be corrected or revised. It is 
tremendously surprising how close 
these estimates will come to the 
results. 

Now why go to all this trouble to 
find out what sales will be? There 
is every reason in the world if a 
business is to be well managed. 
There is not a dealer in this room 
who does not at some time place 
orders ahead. Such things as lead 
pencils and calendars have for 
years been bought on this basis. 
Unless there is a pretty accurate 
picture as to what fall business 
will be as viewed from the spring 
or as to what January business will 
be as considered in August or 
earlier, some very important errors 
may be made in such buying. It 
would be quite simple in the pur- 
chase of calendars to buy from ten 
to fifteen per cent too many in a 
year when business was slipping or 
from ten to fifteen per cent too few 
in a year of business advance. 
Unless there is this foreknowl- 
edge of sales, it is conceivable that 
the inventory may reflect a very 
heavy loss in times of business de- 
cline or fail to reflect an important 
potential profit in times of busi- 
ness advance. 

A more vital consideration is the 
matter of invested capital, Since 
it is the nature of our industry 
that efficiency ceases at a certain 


Specialty Selling 


By W. F. Block, Sales Manager, 

Visible Division, Victor Safe & 

Equipment Company, Inc., North 
Tonawanda, N. Y. 


Forty years ago in the stationery 
business the stationer’s establish- 
ment was an entirely different 
looking place from what it is to- 
day. At that time the general sta- 
tionery store was a room possibly 
thirty feet wide and seventy-five 
to a hundred feet deep and one en- 
tire wall with shelves from the 
floor to twelve feet high was given 
up to the storing of bound books. 
On these shelves one found bound 
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point of inventory turn over, it is 
obvious that the investment in in- 
ventory must be fixed in propor- 
tion to the business at hand. In 
times of improving business such 
as we now have, it is obvious that 
more inventory will be necessary 
to do the greater amount of busi- 
ness available to all of us. In ad- 
dition, more money must be found 
to finance a growing Accounts Re- 
ceivable Account. This condition 
must be provided for under good 
management and must be fore- 
seen a long distance ahead. Cer- 
tainly no business could be consid- 
ered as well managed which went 
blindly ahead to a point where 
money could neither be provided 
from within or temporarily bor- 
rowed, with the result that past 
due accounts piled up. As a mat- 
ter of fact, it is easier to operate 
a business in a time of declining 
business than it is in a time of im- 
proving business. And certainly it 
can be called a great weakness in 
any business when the supplier 
must be called upon to provide 
part of the working capital by 
means of allowing extensions of 
time in the payment of his ac- 
count. 
More Complications 

I am purposely not touching 
upon the tremendous additional 
complications thrown into this 
management picture by the new 
tax law. bevond saying that it is 
my opinion that so long as this law 
remains on the books American 
business will be throttled and em- 
ployment decreased instead of in- 
creased. 

To sum up, therefore, I suggest 
that consideration be given to the 
subject of forecasting sales as a 
part of good management. If the 
methods outlined here are not im- 
mediately applicable to your par- 
ticular business, there are un- 
doubtedly some portions of these 
methods which are applicable. It 
is my hope that these ideas mav 
be woven into a method which. if 
properly apvlied, must necessarily 
result in better operation and ina 
better business as a part of a bet- 
ter industry. 


ledgers, some of them indexed with 
cut tabs throughout the books al- 
lowing a certain number of spaces 
to each index tab and other in- 
dexes in the front. 

At that time there were no spe- 
cialty items—no typewriters—no 
typewriter ribbons or carbon 
paper. The old letter press was a 
common thing and because the 
copies of letters were contained in 
bound books there were no filing 
cabinets. 

It was the custom in those days 
to purchase a ledger with the in- 
tention of having it last through- 
out the calendar year and when 
purchases of these books were 
made the big item for considera- 
tion was—are there as many sheets 
under the section R or section L as 
we have accounts and might nor- 
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mally fill during the course of a 

year? ; 

The First Specialty Selling in the 
Stationery Business 

Because people using bound 
books found it necessary, when the 
L section filled up, to carry on with 
the postings they had to make to 
the or Z sections, somebody in- 
vented the loose-leaf binder. This 
made it possible for the user to not 
only add as many sheets to each 
section as he needed but also made 
it possible to eliminate balanced 
accounts so that at the end of the 
month it was no longer necessary 
for him to include all the names 
in his trial balance whether they 
had balances or not. 

This selling of the loose-leaf 
binder against the old bound book 
was not so much the selling of the 
loose-leaf binder as the selling of 
an idea to save time, material and 
money for the user. 

Gradually the vertical files came 
into being, flat-top desks, account- 
ing machines, typewriters, etc., 
until today the stationery store is 
an entirely different looking place 
from what it was forty years ago 
and the stationers who are out 
making an attempt to sell ideas for 
the saving of time, methods, mate- 
rial and money are making consid- 
erable money for themselves. 

There are other commodities 
which lend themselves to specialty 
selling. One stationer told me of 
specialty selling he did on pencils, 
where he was selling one of his 
customers ordinary black pencils 
in large quantities over quite a 
period of time and one day he 
mentioned the fact that—“you buy 
a lot of black pencils from me but 
don’t buy any red pencils?”—the 
reply was he couldn’t use any col- 
ored pencils. So the stationer left 
him a few which later resulted in 
colored pencil orders and his sales 
on colored pencils now amount to 
a considerable volume with that 
particular customer. Another sta- 
tioner told me recently of a sales- 
man who demonstrated a lamp to 
him. This is one of these new eye- 
saver arrangements that sell for 
about $15. The stationer purchased 
a dozen of these lamps. Before 
they were delivered to him he be- 
came skeptical as to whether he 
actually did the right thing or not 
but he finally decided to let them 
come along. On arrival he ex- 
hibited this lamp to his salesmen 
at a regular sales meeting one 
morning and on asking one of the 
salesmen where he was going. He 
found that he was going to make 
some of the country territories— 
so he persuaded him to take along 
one of these lamps and show it. 
To his surprise, the salesman re- 
turned that evening with order for 
eleven of the twelve lamps. Dem- 
onstrations sold the lamps. 

I recall some time back one of 
the trade papers where a picture 
was shown of a lady in a stationery 
business who was building up quite 
a sales volume by selling posture 
chairs. The picture in this maga- 
zine showed her wheeling this 
chair along the street to her next 
prospect. 

Personal Experience 
It was my own experience to 


read in the newspaper one morn- 
ing that a large milling company 
in my territory was employing a 
new sales manager. On arriving 
at the office I took a card, wrote 
the name of the firm and the new 
sales manager on it and gave it to 
one of my salesmen—who, by the 
way, was a bookkeeper before he 
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came with me as a salesman to sell 
visible equipment and this was his 
third week in my employ. I gave 
him the card and asked him to 
call on this sales manager in an 
attempt to sell him a sales record. 
It might surprise you to know that 
this salesman within the next 
week’s time closed an order with 
this company for a sales record to- 
taling $3,500. 

It has always been my belief the 
stationer is the logical outlet for 
office equipment and supplies. Be- 
fore 1915—generally speaking—the 
stationer was about the only place 
where an office manager or book- 
keeper or businessman could go to 
purchase supplies for his office. 
However, about 1915 something 
happened, because at that time 
direct-selling organizations came 
into the picture and started to 
outsell the stationer not only in 
volume but also in profit. This 
naturally would not have hap- 
pened if the stationer had him- 
self adopted promotional methods 
which the times required. It is my 
firm belief that the stationer is 
still the logical outlet for office 
equipment and if he is willing to 
put forth the effort, can outsell 
these direct-selling organizations 
because the stationer has the con- 
tacts and if he will properly use 
them he will have little difficulty 
in controlling that volume. 

Opportunity Awaits 

The businessman is hungry for 
ideas that will save him time, ef- 
fort and money in his business. 
Particularly is he interested in 
saving in four different operations 
—the first, ledgers, the second, fil- 
ing—third, stock records and the 
fourth sales records. I don’t mean 
simply the sale of a ledger binder 
—I mean the settling of the cus- 
tomer’s ledger problem which in- 
cludes not only the speed in post- 
ing, the time of the month that 
he gets out his statements but also 
some means for seeing that the 
money represented by the postings 
in the ledger is collected in time. 
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In the sale of a filing system, I 
mean not only the sale of a filing 
cabinet but of the system that goes 
into it so that the = speed 
in filing and finding is maintained. 

Our stock records—not merely 
the sale of so many sheets, cards, 
cabinets or binders but a method 
that will make it easier to get a 
control of inventory—one that will 
automatically show when stock is 
low and when overstock conditions 
exist and from which you can price 
the annual inventory, check sea- 
sonal items and trends without a 
great deal of executive time and 
effort. 

Sales records that will show 
when and where a_ salesman 
should go—when an individual ac- 
count’s total business is falling off 
or when a customer is failing to 
buy an entire line. 

The sales of ledgers, filing sys- 
tems, stock records and _ sales 
records—lead to sales of other 
items. When you sell a ledger sys- 
tem you have immediate contact 
to the other things that go with it 
. . . desks, chairs, lamps, billing 
> trae bill heads, statements, 
etc. 

When you sell a filing system 
you have not only the filing cabi- 
net, you have the indexes, the 
folders, the second sheets, letter- 
heads, carbon paper, typewriter 
paper, typewriter ribbon, etc. 

The same holds true when you 
sell stock records or sales record 
systems. The sale of systems in- 
stead of equipment is real specialty 
selling. It makes real friends of 
your customers and brings about a 
wey firm tie of business friend- 
ship. 

Yet some stationers tell me that 
they have not had very much suc- 
cess in specialty selling. I quickly 
reply, “What have you put into 

Specialty selling properly organ- 
ized helps you do an eighteen 
months volume job in twelve 
months. It saves in general over- 
head, it reduces the percentage of 
cut price sales and in general 
— your business more profit- 
able. 


Common Law 

It is a common law that if you 
put something into a thing you 
generally get something out of it 
but unless you put something into 
it you have little right to get or 
expect anything out of it. It is like 
investing in anything else. Invest 
in men and sales effort the same 
as you do with merchandise if you 
wish to make a success of specialty 
selling. You must organize for the 
job to be done. 

Let’s call this job of specialty 
selling the helping of others to 
save time. effort, material and 
money in their business. Let’s also 
take a firm resolve to not let up on 
this program until all possible 
sales have been made. 

The more sales a salesman 
makes, the more income he re- 
ceives and I am confident that all 
salesmen first, want to get as large 
an income as possible and second, 
that they would rather work than 
waste their time. 

Specialty selling demands that 
the salesman spend the majority 
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of his time in the prospect’s office 
and you as managers have only too 
many times stepped out of your 
office at ten in the morning or even 
eleven and looking out over the 
salesmen’s desks found salesmen 
sitting there only partially oc- 
cupied. 

This is not, as I see it, the sales- 
man’s fault. To me it’s the fault of 
management. Let’s not call it a 
fault as I am not here to make 
criticism but rather trying to pre- 
sent a method which will help both 
the salesman and the manage- 
ment. 

A method which will help the 
salesmen to know where to go each 
day, keep enough work ahead of 
them of a productive nature and 
will get them out of the office ina 
hurry each morning and give them 
the maximum amount of time to 
spend in the prospect’s presence. 

Business is growing. Many new 
items are coming out each year. 
The stationer can’t just add them 
as they come out and expect to do 
a job and make money unless men 
are also added to sell these items. 


Man Power Is Needed 


It is my belief that the man 
power, for specialist selling gener- 
ally —— is inadequate and 
that the stationer must gear him- 
self to the present opportunity. A 
five-ton job cannot be done with a 
one-ton ability. 

To make a success of specialist 
selling, the management must 
have enough men to handle the 
job. This is the best investment 
the stationer can make today. He 
must give his present men new op- 
portunities. He must hire new 
men. 

You can’t just hire specialty 
salesmen or any other salesmen 
and expect him to run himself. 
This — particularly to spe- 
cialty salesmen. In the first place 
there are not enough of them and 
in the second place it is only 
reasonable to assume that the sta- 
tioner must train his own men for 
his own business and the man you 
train yourself is much better than 
the man who was trained by some- 
body else 

In the last three or four years 
the Universities have been putting 
out young men, most of them look- 
ing for jobs, many of them will fit 
well into the stationery business. 
These men must be shown an op- 
portunity. They must be hired and 
then guided. 

You will have a number of fail- 
ures—oh, yes—certainly you will 
have failures but you will also have 
successes and in the end it pays. 
You can afford to hire ten men in 
the course of a few months. Give 
them all a chance and you can tell 
within a week, if you are properly 
organized, whether the man is go- 
ing to be a specialty salesman or 
not. If out of these ten men you 
hire, only one makes good and he 
Stays with you for ten years, you 
have made a wonderfully fine in- 
vestment. It pays 

Specialty selling is not somuch a 
matter of how to sell as it is a mat- 
ter of how to manage 


A Simple Formula 
Let me give you a simple for- 


mula. I think you will all agree 
that— 

1. Sales follow the proper effort. 

2. That calls on potential pros- 
pects makes demonstrations pos- 
sible. 

3. That good demonstrations 
create live prospects. 

4. That prospects make possible 
submitting of propositions or quo- 
tations. 

5. And the total amount out in 
quotations has a direct ratio to the 
orders that will be written the fol- 
lowing month. 

If these things are true then 
good management requires. First: 
that a maximum of new potential 
prospects be called on daily. 

Second: that a complete demon- 
stration be given to all potential 
prospects. 

Third: that a definite proposi- 
tion be submitted to all prospects. 

Fourth: that no salesman’s calls, 
demonstrations or amount of quo- 
tations submitted any month be 
allowed to fall below any previous 
month’s record. 

Now, how are we going to know 
when the maximum of new poten- 
tial prospects are being called on 
daily and that a complete demon- 
stration has been given to all these 
possible prospects. Or that propo- 
sitions have been submitted. 


Simple Way To Get Job Done 


Before me you see two card 
trays. They contain six by four 
cards and represent 800 tential 
places for salesmen to call. Each 
card has on it the name of a firm, 
the address, the line of business 
and what they should be a pros- 
pect for. 

The cards are filed alphabetically 
by street and number. That is, by 
street, name and number and rep- 
resent two territories within a city. 

These names are first created by 
deciding what product in a certain 
specialty line various types of 
businesses could use for profitable 
and practical purposes. Next these 
various businesses were looked up 
in the classified section of the 
telephone book and from one to 
ten names were selected in each 
classification. 

Then individual cards were 
made for all the items each of 
those names could use and where 
we rightfully should have a sales- 
man call as soon as possible if we 
wished to get all the business that 
is rightfully ours and if we really 
wish to help others to save time, 
effort, money and material in their 
business through our suggestions 

This represents a very small list. 
In an average city the stationer 
could follow the above plan in se- 
lecting potential prosvects and in 
one weeks’ time a girl could write 
from two to four thousand poten- 
tial cards. 

Should ever a stationer see two 
to four thousand potential sales 
possibilities each averaging $100 
each and then start giving his 
salesmen these cards and ask 
them to make definite demonstra- 
tions to these names and par- 
ticularly if he kept a record of the 
demonstrations that were being 
made each day, he would soon see 
that it would take him about five 
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years to go over the list and yet 
next month he will buy new items 
and will have more cards to write. 

By pre-listing all the possibili- 
ties for the sale of your specialty 
items as I have it here before me 
you will be in a position to guide 
the salesmen’s efforts which ef- 
forts carefully guided will result 
in an increase in the salesmen’s 
orders and income, and help you to 
open new accounts, be of real 
service to those whom you sell and 
help you to come closer to saturat- 
ing your market. 

With such a method you put 
salesmen on a production basis al- 
lotting tothem a certain jobor jobs 
each day. 

It requires time and effort—yes, 
certainly—but nothing was ever 
gained without spending time and 
effort and in specialty selling more 
than anything else you are not so 
much spending that effort for to- 
day as you are for tomorrow, next 
week, next month and next year. 
It is the one force that will build 
your business, and any expendi- 
tures that you make in this direc- 
tion will bring greater returns 
than any that I know of that can 
be made in other ways, either in 
time or money. 

This exposure of a five-year job 
with a present sales force indicates 
to the management in a very defi- 
nite way that more man power is 
needed and that instead of invest- 
ing in more merchandise in which 
he hopes to make sales he would 
be better off to spend this money 
on increasing his sales force to sell 
merchandise by concentrating on 
the lines he already has and con- 
sequently selling those items to 
every possible user. 

Therefore, with such a method 
of listing potential prospects and 
watching carefully how many each 
salesman takes care of each day, 
the stationer would see in thirty 
days’ time that his man power was 
very inadequate and that he can 
do eighteen months’ business in 
the next twelve months if he will 
hire a few more men. 

Any bookstore can supply books 
bv the dozen on how a man should 
sell. Manufacturers are pouring 
literature into stationers’ estab- 
lishments on how products should 
be used, by the ton. But again I 
say, it is not so much a matter of 
how to sell the merchandise but 
how to manage the men. The men 
carefully managed for specialty 
selling will in a very short time de- 
velop ways and means to sell the 
merchandise. It’s a five-ton job so 
therefore a five-ton equipment is 
necessary. 

Successful specialty selling re- 
quires men and more men, a plan 
of management and then more 
and better management. 

The cost of doing a promotional 
job in the right way is hardly an 
issue, because there is also a cost 
not to do a promotional job, and 
that cost can well be expensive. 

So look ahead, my friends, the 
world is full of fairness: 


For he who works and plans ahead, 
will be alive with others 
dead. 
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Who slaves away without a care, 
for him the weather is 
never fair. 

But faults and stumbling blocks 
he finds, if he only knew it 
was all in his mind. 

What e’re your work you must 


aes shirk, but a creator 
e— 

Of new device to make things nice 

for men where e’re they be. 

Old Fate’s a friend of all good 

men and fairness is his 


tool. 
What he casts out to us today, is 
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what we planned on yester- 
day. 


And if you are one who plans— 
then fate is surely in your hands 
and your next year is sure to be— 
full of success through specialties. 


Selling from the Traveling Man’s Angle 


IRST of all, let us look at the 

picture. It is an interesting 
picture and important to all of 
us, because each one in the in- 
dustry —manufacturer—traveler— 
retailer—has a place in which he 
must function efficiently, in order 
that the industry as a whole may 
continue to progress. Here we 
have a picture or rather a chart 
of the picture that will help us 
set our scene. 

Most of us recall the old defini- 
tion of business that we learned 
years ago, namely, “Business is the 
manufacture and distribution of 
goods at a profit.” Of course, this 
is a broad definition but if we 
break down the various phases you 
will see that we all fit into some 
part of that set up. 

Our thought in this discussion 
has to do with the traveler’s part 
in the industry, so naturally we 
will focus our attention primarily 
on the problems of distribution, 
but no dissertation on the travel- 
ing man in action should omit ref- 
erence to the various roles, related 
to but not specifically selling, that 
the traveling man is called upon 
daily to fill. These extra-curricu- 
lar duties represent fine oppor- 
tunities for building prestige for 
his company and himself. The 
alert traveler takes full advantage 
of them to the benefit of all con- 
cerned. 

The firm that employs the 
traveler is in the manufacturing 
end of business. The traveler is 
the official representative of the 
company in his territory. He rep- 
resents not only the firm and its 
products, but also its policies, its 
management and its factory em- 
ployees. When he calls on John 
Blank, buyer for Dealer, Inc., he is 
the company in the eyes of Mr. 
Blank. and the traveler thinks of 
Mr. Blank as being the company 
bv which the latter is emploved. 
The contest is one of personalities. 
The companies do not meet. except 
as they are expressed in the per- 
sonalities of their representatives. 

To assure the right setting for 
the traveler in our picture, we 
should consider certain factors re- 
garding the manufacturer, his 
products and his policies. A gen- 
eral analysis of types of manu- 
facturers reveals two broad gen- 
eral classes: 

1. Those who originate, create 
and build to meet definite needs. 

2. Those who imitate, offering 
“just as good but cheaper price” 
merchandise. 

Number of Imitators 
Of course in a certain sense a 
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large proportion of the manu- 
facturers of today are imitators, in 
that they are producing items de- 
signed for certain purposes, the 
principle of which was discovered 
years ago. As an instance, with 
a typewriter, typewritten matter 
may be produced. Several makes 
of machines are on the market to- 
day. Each differs from the other 
in design and construction, yet 
are similar in usage. 

The imitator to which I refer is 
the concern with a short line con- 
sisting mainly of “hot” or fast sell- 
ing numbers copied directly from 
originated lines and cheapened. 
The one good purpose served by 
this type of a concern is to spur 
the creative factories to design 
better and finer merchandise. In 
other respects, the imitator is a 
“problem child” of the industry. 
Here we have another chart. 

The traveler who represents the 
“builder type” of manufacturer 
may be compared to the yard- 
master of a metropolitan railroad 
yard. He must keep his firm’s 
merchandise moving freely and 
regularly through all points in his 
territory. Back of him is the 
factory with its many workers and 
their families who are depending 
on his best efforts so that they 
may have steady employment and 
sustenance. Such a salesman, like 
his firm, is a builder. He is vitally 
interested in the success of his 
dealers, for the measure of his suc- 
cess is in direct proportion to 
theirs. 

We will assume that our sales- 


man knows his job, that is, his 
merchandise and has carefully 
analyzed his market. In his mar- 
ket analysis he has selected the 
dealers who logically should be- 
come the distributors of his firm’s 

roducts. We will assume that he 
fon been able to interest the dealer 
in the handling of the line. The 
interest may have been created 
through any one of a number of 
points. The dealer may be ripe for 
such a line, he may like its com- 
leteness, its merchandising possi- 
ilities, the manner in which it is 
packed, the line’s favorable repu- 
tation or any one of many more 
reasons, including the way the 
salesman parts his hair, but for 
the purpose of our point it is 
enough that he is interested to the 
extent of buying the line. 

Many men feel that the job is 
done when they get the order, but 
for the man who would be really 
successful the job is only half 
done. Let us follow through with 
what our successful salesman does. 
First of all, he will see to it that 
every member of the dealer’s or- 
ganization is sold and see that 
they are informed as to the uses 
and the consumer presentation of 
the merchandise. He will acquaint 
them with the various merchan- 
dising plans and each angle of 
every plan. He will spend time 
when possible with each member 
of the dealer’s organization, in- 
dividually and whenever possible 
promote and take part in the sales 
meetings of the group as a whole. 

In order that these meetings are 
made a real success the traveler 
will prepare himself so that his 
part in the meeting will be inter- 
esting and profitable to the deal- 
er’s men. Such meetings are usu- 
ally held outside of regular busi- 
ness hours and the persons attend- 
ing should be compensated with an 
informative and remunerative idea 
giving program. It is not always 
possible to bring out an abundance 
of new ideas, but if the work is 
well planned, some new angles will 


be developed. 
A Good Idea 


A new idea that we are going to 
use to make money with all the 
rest of our lives is certainly worth 
spending some time reiterating 
a few things we already know just 
to get a new viewpoint. We never 
know when or from what source a 
new idea will be developed. 

I am reminded of the experience 
of a professor of mine. a Doctor 
Busse, during the World War. As 
a recent graduate of a course in 
salesmanship, he felt that he was 
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well acquainted with all of the 
ins and outs of the job of selling. 
Because of his background, he was 
given the job of selling war risk in- 
surance to the soldiers. He made 
a fine record of success with the 
white boys, but one day he and his 
staff were assigned to the job of 
selling insurance to a colored regi- 
ment. The sales campaign began 
on Monday. The total result was 
one colored boy signing up for in- 
surance. Tuesday they went back 
at the boys hammer and tongs 
without any results whatever. 
Wednesday they tried harder than 
they had the two previous days 
and succeeded in signing up two. 
In discussing the difficulties of the 
situation, a colored orderly over- 
heard some remarks and said: 
“Say, Lieutenant, you all been 
working hard on dose boys but you 
all don’t know how to talk to ’em. 
If you give me about five minutes 
tomorrow mawnin’ I'll git ’em 
signed up.” Having failed thus far 
to get any results in spite of the 
fact that he knew the approach 
was right, the sales argument was 
right and everything about the 
situation was being handled tech- 
nically with skill, Doctor Busse 
thought he might just as well let 
the colored boy try it. The next 
morning the regiment was all as- 
sembled and the colored orderly 
addressed them as follows: “Boys, 
youse in de army now. Youse goin’ 
to France. No question about dat. 
I want to tell you that there is 
only two kinds of boys goin’ to be 
in France. One is the boys goin’ to 
be in the front line digging 
trenches with bullets flyin’ all 
around. The other boys are going 
to be behind the lines takin’ care 
of the mules. Those boys up there 
diggin’ trenches is goin’ get drilled 
with bullets every once in a while 
and if they’s got insurance, Uncle 
Sam's goin’ to have to pay ten 
thousand dollars. The boys back 
tending mules will be far away 
from danger. Now, who do you 
think Uncle Sam is goin’ to send 
to the front line trenches?” The 
whole regiment signed up. 

Ideas are strange things. Let 
me show you how they work out. 
Charlie, can you let me have a dol- 
lar? Now here is a dollar of mine. 
We have exchanged dollars and we 
are right back where we started in 
that we each have but one dollar 
in our hands. Too many of us 
have been doing this sort of thing 
too long. Now if we had exchanged 
ideas we would each have two 
ideas—ideas that will grow better 
with the using and as I said before 
we could use the ideas to make 
aay all the rest of our working 

ays. 


Traveler Aids Dealer 


So much for the sales meetings. 
In this training process the trav- 
eler welcomes opportunities to aid 
the dealer and his salesman to dis- 
cover the true value of the mer- 
chandise through demonstrations 
to consumers. Personally, as a 
rule I do not care to call on a pur- 
purchasing agent or consumer 
alone without some member of the 
dealer’s organization with me. 
True I may make a sale but if a 
dealer’s salesman is along he will 


learn how to make those sales too 
and that is far more important. 
Then too many times I have gone 
alone to purchasing agents and 
explained certain items to them, 
referring the P. A. to our dealer in 
that locality, and passing the lead 
on to the dealer. When the deal- 
er’s salesman called the P. A. 
says, “Oh yes, the factory salesman 
said I could buy that item for such 
and such a price’”’—quoting a price 
under the market on the item. As 
a matter of fact in the cases I 
have in mind, I did not quote any 
price to the consumer and so I like 
to put myself in the position of 
the little boy in school. 

A supervisor of a school was 
trying to prove that children were 
lacking in observation faculties. 
To the children he said, “Now, 
children, tell me a number to put 
on the board.” One child said, 
“36.” The supervisor wrote “63.” 
He asked for another number and 
the response was “76.” He wrote 
“67.” When the third number was 
asked for, a child who apparently 
had paid no attention called out, 
“Theventy-theven. Change that, 
you thucker.” 

But there is another important 
angle to the consumer call. In 
the average stationer’s stock of 
from eight to sixteen thousand 
items, ninety per cent are sold on 
the basis of utility, because they 
have some definite use, fill some 
definite need. Solving consumer’s 
problems by demonstrations of the 
utilitarian products, in the com- 
pany of the dealer, or his sales- 
man, is an effective procedure fol- 
lowed by the experienced traveler. 
It is an expression of that proved 
sales adage, “To sell more—dem- 
onstrate more.” 

Consumer contact is as valuable 
to the traveler as to the dealer. He 
should be an expert at solving 
consumer problems. It is among 
users that the demand for new 
items is created, so that in his con- 
tact with consumers the factory 
salesman assumes a dual role. He 
must be a salesman and an an- 
alyst. He must sell his firm on the 
fact that there is a real need for a 
certain new item that he suggests 
and that it can be sold in suffi- 
cient quantities to justify its pro- 
duction. Once his firm is sold, the 
salesman must sell the dealers in 
his territory on the belief that a 
definite need exists for the new 
item. Through his personal con- 
tacts with consumer, the traveler 
acquires an assurance that there 
are certain number of people do- 
ing a particular kind of work, who 
would gladly purchase a new 
= that would solve their prob- 
em. 


Another Phase 


That statement calls to mind 
another phase of the work of a 
traveling man. As previously indi- 
cated, the competent traveler an- 
alyzes his market. This analysis 
includes the consumer market as 
well as the dealer market. Gen- 
erally he is willing to put at the 
disposal of his dealers everything 
he may have accumulated regard- 
ing the consumer market in the 
area served by that dealer. 
Further, he will help the dealer 
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prepare an analysis covering all of 
the items in the dealer’s inventory, 
should conditions warrant. Such 
an analysis should provide a solu- 
tion to the problem of the size of 
the inventory the dealer should 
carry to serve his customers prop- 
erly with the specific line of mer- 
chandise. It also serves as a gauge 
of the proposed sales activity and 
inventory turnover in accordance 
with the dealer’s capital. It is im- 
—- that all these matters be 

ept in line with the capital of the 
business or the traveler will be 
called upon to play another one of 
his roles, that of credit adjuster. 
As we are all looking forward to 
better and brighter times, we’ll not 
dwell on that phase of the sales- 
man’s work, giving time instead to 
constructive matters. 

As the salesman calls on you 
from time to time it is important 
to your best interests that he be 
informed of your stock inventory 
of the line he is representing. This 
will enable him to check the slow 
moving items and concentrate his 
time with the dealer’s salesmen on 
these items along with any new 
items he may be introducing on 
his trip. Remember, slow moving 
items on your shelves not only fail 
to make money for you, but they 
also do not make any profit for the 
traveler or his firm. Congestion 
on your shelves means congestion 
all the way back to the factory and 
to the original sources of the raw 
material. Many times it is merely 
lack of information regarding 
these items that causes their 
failure to move. Remember that 
if it is merchandise of a “builder” 
manufacturer, it was created to do 
a definite job. The need of this 
merchandise still exists and is pos- 
sibly being met by a better in- 
formed competitor. We of course 
are not speaking of the outmoded 
or obsolete items. but rather of 
slow moving lines in current staple 
stock which should have a certain 
annual turnover. 


Deserves Confidence 


The traveling man can be one of 
the greatest factors in a dealer’s 
success, and, as stated before, he 
is vitally interested in that success. 
Take up your problems with him 
frankly and fairly. If his firm is 
right and his merchandise is right, 
the chances are that he deserves 
your confidence and will be a real 
help to you in solving your prob- 
lems. Due to the very nature of 
his work in calling on many deal- 
ers he becomes an excellent source 
of new ideas and information on 
all phases of the dealer’s business. 
As a purveyor of these ideas, the 
traveler has earned for himself a 
large measure of credit for having 
assisted stationers in raising their 
achievement-quotient, in becom- 
ing better merchants and business 
men. It is profitable to have con- 
fidence in the salesmen whose lines 
you carry. 

Salesmen everywhere refer to 
their profession as a game. And so 
it is, but it differs from other 
games, if it is played according to 
the rules of good conduct and in- 
telligent appreciation of-the op- 
portunities resident in the “game,” 
in that both parties to a transac- 
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tion, buyer and seller, benefit. 
There is no loser. When a traveler 
sells a dealer merchandise that he 
can resell readily, both profit. In 
turn, when the dealer sells to a 
consumer who finds service and 
satisfaction in using the product, 
both profit. 

Knowledge of the four basic 
steps in any sale—getting atten- 
tion, arousing and holding interest, 
creating desire, and _ securing 
action—is common. In conscious 
and undeviating adherence to this 
procedure resides a tendency to 


become concerned primarily with 
the mechanics of selling. The 
salesman is likely to become tinged 
with a whipmaster-complex, and 
his work with high-pressurism. If, 
instead, he knows his proposition 
from A to Z, evinces a desire to 
serve, to help increase profits for 
the customer, the four steps in the 
sale will be automatic. 

We have said very little about 
the salesman’s story to you re- 
garding his merchandise, for very 
few of us present the same story 
in the same way. However, if, as 
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we said before, his firm is right, his 
sales talk to you will be based on 
good common sense, fair dealing 
and good business judgment. He 
naturally will try to prove to you 
the superior advantages of his 
line and demonstrate how it will 
promote increased sales for you 
through greater consumer satis- 
faction. 

He is the yardmaster and must 
keep distribution flowing through 
the dealer from the factory to the 
consumer. 


Steel Equipment, Its Problems and Possibilities 


tg has been my pleasure and 
privilege to appear before you 
on several previous occasions, but 
each time before I have appeared 
simply as an individual, with a 
little knowledge of what is going 
on in the metal office furniture in- 
dustry, trying to bring closer to- 
gether the manufacturers and 
their principal outlet for trade— 
the dealers of this country. 

But today I appear as an official 
representative of the Steel Office 
Furniture Institute, and I shall en- 
deavor to explain some of the 
things that are happening and 
have happened in our industry 
since I saw you last. 

Just why I was selected for this 
important duty is not clear, unless 
it was the thought that Charlie 
Garvin has a blind eye and I might 
be more successful than some in 
sneaking up on his blind side while 
he was arranging his program. 

To begin with, I must explain 
that we have in our institute just 
twelve companies against a total of 
approximately thirty-eight manu- 
facturers now engaged in the fab- 
rication and sale of metal office 
furniture. The reason I say ap- 
proximately is that the number is 
constantly changing and in fact, 
increasing. Every now and then 
we hear of some new company that 
has broken out in some part of the 
country, and within the last year 
or so, about three of the smaller 
companies have discontinued op- 
eration. The total number in busi- 
ness remains fairly constant at 
about thirty-eight. The twelve 
member companies of our Institute 
however, are responsible for about 
eighty per cent of the volume. All 
of the twenty-six companies out- 
side of the Institute cannot be 
classed as small by any means, al- 
tho all of the largest companies 
are in our group. Some of those 
outside the group are fairly good 
size, and cannot be laughed off, 
and while no one of them is big 
enough and active enough in their 
operations to be of such tremen- 
dous consequences, in the aggre- 
gate they are a factor that decid- 
edly must be reckoned with. 

So that you will get the back- 
ground a little more clearly, I think 
you should bear in mind this fact: 

Fine Methods 

There are at least five methods of 
merchandising their products now 
being employed by various com- 
panies. We have one company sell- 


By E. A. Keeling, Art Metal 
Construction Company, James- 
town, N. Y. 








Mr. Keeling 


ing direct only, several companies 
selling direct through branch of- 
fices in the large metropolitan cen- 
ters and through dealers else- 
where, several companies selling 
through exclusive dealers only and 
several selling to any dealer. There 
is one list of companies, and thank 
the Lord it is a smaller group, sell- 
ing to anybody anywhere, whether 
dealer or consumer, and all at the 
same price. Some of this last is 
mail-order business and I am glad 
to be able to say that we have none 
of that type in our Institute. A 
number of the larger companies 
outside of the Institute play 
along very closely with the meth- 
ods of those in the Institute and 
seem just as anxious to get fair 
prices for their merchandise as 
any, but for some reason prefer to 
be on the outside looking in than 
to be on the inside looking out. 
Now, all these various companies 
must get some business, and how 
are they going to get it? First, they 
try the dealers. Outside of New 
York and Chicago where there 
seems to be hundreds of dealers, 
large and small, and maybe Phila- 
delphia, Boston and possibly one or 
two others of the larger centers, 
no town has over six or eight deal- 
ers of any real standing, and most 
of them have been selling the line 
of one of the better known manu- 
facturers for years. It is difficult to 
make them change, so failing in 
his efforts to get a dealer outlet, 


what does our friend do? He sends 
a man to the town to work the city 
directly, deliveries to be made from 
the factory or from some town 
where he maintains a warehouse 
stock. Now again he has difficul- 
ties. Most of the large users are 
familiar with the better known 
makes of files and usually expect 
deliveries from local stocks, and 
so our friend resorts to price cut- 


ing. 

I want to disgress a moment and 
leave our friend with the purchas- 
ing agent to whom he has just of- 
fered a cut price and go back a 
little in the history of this busi- 
ness. How does it happen that all 
the dealers are already signed up 
and how does it happen that pur- 
chasing agents are so familiar with 
the merchandise of the large man- 
ufacturers? Let us go back to the 
early days of this industry. In the 
beginning, business was conducted 
in a slow, easy going, rule of thumb 
manner. Few records, as we now 
know them, were kept. Letters, in- 
voices and the like were hung on a 
nail or a wire hook, or at best, 
thrown in a pasteboard box. As 
business grew in importance and 
volume, it became necessary to 
have more accurate records and 
those records kept in an orderly 
and efficient manner. 

The office equipment industry 
spent years of study and many 
hundreds of thousands of dollars 
—— systems and equipment to 
enable business to keep abreast of 
the times, taking care of expansion 
and constantly changing methods. 
Salesmen have been trained to 
show business men how money can 
be saved and more efficient results 
arrived at by the use of modern 
and efficient equipment. 

The steel furniture manufactur- 
ers have not been lagging in this 
work. The people have been edu- 
cated to use the equipment you 
sell and through liberal advertis- 
ing appropriations, your market 
has been created for you. 

Adve ng 

I want to stress that comment 
about liberal advertising appropri- 
ations. Collectively, the leaders in 
this industry have spent millions 
of dollars in advertising, not only 
in space, but in development of 
new ideas, in furnishing dealer 
helps, show window displays and 
the expense of having travelers al- 
ways at your beck and call to as- 
sist you in putting over some tough 
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propositions, and so, having done 
all of this, some of the larger 
manufacturers see no reason why 
they should stand by and see their 
business, so painstakingly and ex- 
pensively built-up, going to a new- 
comer in the field who has perhaps 
a very incomplete line, whose fa- 
cilities are limited, whose organi- 
zation is not in position to give a 
nation-wide service, and lastly, 
who is trying to capitalize on the 
advertising others have done. 

Please understand that any man 
or any concern has a perfect right 
to go into the metal furniture 
business, and we are not advocat- 
ing or even intimating that there 
is such a thing as a combination in 
restraint of trade. We have no ob- 
jections to any concern putting out 
file cases, but we do object to an 
individual coming into this indus- 
try and deliberately underselling 
the market and trying to pull down 
all that has been built up over the 
last fifty years. Anyone has a per- 
fect right at any time to enter this 
industry and will be welcome, as 
long as he is willing to take his 
reasonable share of the business at 
the right price, build up his own 
trade, develop his own market and 
meet the older established con- 
cerns in fair competition. When 
our company entered this field, we 
received no price protection from 
anyone. We had to fight for our 
existence as did all the other com- 
panies that are now firmly and 
well established. They asked no 
odds of anyone and secured their 
share of the business on the right 
basis. Procedure of this kind is 
open to any concern at any time, 
but price protection will not be 
granted anyone, and when they 
attempt to undermine our busi- 
ness, we propose to protect our- 
selves. So what now? 

We left our friend offering a cut 
price to the purchasing agent and 
if the purchasing agent is foxy, 
and most of them are, he contacts 
his previous source of supply and 
all too many times a cut price situ- 
ation is well on its way. May I add 
this thought at this time, at the 
risk of offending some of you or 
making myself unpopular? If a 
dealer is involved in this transac- 
tion, the dealer is usually and fre- 
quently tarred with the same stick 
as the manufacturer. 

At this point, please bear in 
mind those twenty-six manufac- 
turers not in the Institute, and 
mentioned by me before, only a 
few of whom make any pretense 
of playing the game the way it 
should be played, and many of 
whom are in a mad scramble for 
business, apparently at whatever 
cost. So you can see that the pur- 
chasing agent is frequently sitting 
in the driver’s seat, and controls 
the price situation. 

Some times the buyer is a little 
extra foxy. He makes a private ar- 
rangement with our friend and 
then sends for the salesman who 
regularly calls a him. “I like 
your line,” says the buyer, “I have 

en using it for years, you know 
how much I have bought from you 
in the past and we are pretty well 
standardized on your stuff, but I 
am getting pressure from those 
higher-up and I simply got to have 


a discount, etc., etc., etc.” The up- 
shot of all this is that sooner or 
later there is another one of those 
under-cover arrangements which, 
incidentally, sooner or later, leaks 
out and the whole house of cards 
comes tumbling down in that par- 
ticular locality. 

Prior to the Code, the price situ- 
ation was completely and thor- 
oughly disorganized. Apparently 
there was no bottom. It was an 
unusual thing for any buyer to 
pay list for anything—if he did it 
was only because he did not take 
the trouble to shop around a bit. 
Of course, the Code wiped out most 
of the evil we had to contend with 
at that time, and while it admit- 
tedly was not perfect, and had 
many weaknesses, the industry and 
the dealers were for the most part 
immeasurably better off with it 
than without it. When the Su- 
preme Court cracked down on 
N. R. A., I heard many dealers and 
many manufacturers, and in fact, 
manufacturers in other lines, come 
across with some such expression 
as “Thank God for the Supreme 
Court, etc.” It seems odd now to 
hear the Chamber of Commerce 
of the United States advocating a 
new set of principles that smack 
strongly of N. R. A. I quote from 
the Cleveland Press of September 
3rd, 1936. 

“Comes now the Chamber of 
Commerce of the United States 
with a set of principles that has 
a distinct note of regret. One re- 
lates to rules of fair competition. 
Each industry, it says, should be 
permitted to formulate and put in- 
to effect rules of fair competition 
which receive governmental ap- 
proval. A governmental agency. 
named by the President should 
have only the power of approval or 
veto of such rules, without power 
of modification or imposition, but 
with power to indicate conditions 
of approval.” 

Code Is Dead 

However, the Code is dead, 
buried and past resurrection, re- 
gardless of what the Cleveland 
Press, the United States Chamber 
of Commerce, or anybody else says 
about it, and so our industry was 
faced with the problem of what to 
do. After the Code, the first 
thought was to carry on as usual, 
code or no code, simply because it 
was common sense to do so, but 
very shortly and gradually it de- 
veloped that there was an awful 
lot of under-cover sharp shooting 
going on and something must be 
done. 

Under pressure, when the ac- 
tions of our foxy purchasing agent 
that I referred to became known, 
a number of companies decided, 
reluctantly to give the discounts 
demanded. Several companies that 
had been most severe in their 
criticism of national accounts, and 
most active in fighting the plan, 
were forced to the conclusion that 
a controlled situation, with a rea- 
sonable discount, was far better 
than the wild and entirely uncon- 
trolled situation that was rapidly 
developing. This was more or less 
a shot in the dark and it was only 
done in the hope that there might 
be a possibility that the situation 
could be helped. 
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Many dealers protested loud and 
long and in many cases, when 
there was a very remote chance 
that any particular dealer would 
be hurt very much or very often 
(and again I make myself unpopu- 
lar) just to show you how incon- 
sistent some of them were, and are, 
I would like to digress once more. 

“Why can’t you discontinue all 
the so-called national accounts,” 
writes one dealer, “and make the 
customer buy here. I could not, 
and would not give him the large 
discount your are giving.” 

Another says, “It would have 
been nice if you had refused to sell 
these people in New York, then 
they would have had to buy from 
me.” 

Both of these dealers overlook 
the fact that we cannot, by the 
wildest stretch of the imagination, 
exercise any control whatever over 
where a customer buys his goods. 

Another dealer takes a more rea- 
sonable stand. “The new plan is 
entirely satisfactory to me, I prob- 
ably would not get this business 
anyway.” 

Several of the states have Fair 
Trade Laws and I have had corre- 
spondence with a number of deal- 
ers all over the country on that 

articular subject. May I quote 
rom one? 

Another View 

“I have your letter relative to 
the recent Fair Trade Act, and 
while we consider-a bill of this 
character desirable, as it is writ- 
ten, we do not consider it prac- 
tical or workable. Until we are 
protected by Federal statute deny- 
ing the border states from coming 
into our state and selling at prices 
below those which will be estab- 
lished, we are opposed to this law. 
We also believe it would be a dif- 
ficult problem to prove damages 
from unfair competition, and the 
cost of bringing suit at each viola- 
tion would be prohibitive.” 

You see this dealer wants a Fed- 
eral Act which would, in effect, be 
another code. Another dealer 
writes: 

“Some companies (manufactur- 
ers) sell to small country newspa- 
pers and I don’t want my contract 
with you tied up with our Fair 
Trade Act. To do so would put me 
in a position where I could not 
meet competition.” 

One of the fairest comments 
from any dealer is this: 

“Unfortunately we have found 
no good substitute for the code and 
until the industry sees its way 
clear to foster such legislation as 
contained in the Fair Trade Act, 
applicable in a given area, there 
can be no hope for better sales 
condition. This logic means that 
each State must provide its own 
protection and at the same time, 
forget the selfish motive which 
might appear evidenced until the 
surrounding states have adopted 
a similar measure.” 

As we have an outer fringe of 
manufacturers, so you have an 
outer fringe of dealers. Many of 
you have complained to me, or to 
your manufacturer, many times of 
some dealer running a business in 
your city who does not always live 
up to your idea of how things 
should be done. If you had twen- 




















OCTOBER, 1936 


ty-six such to contend with, you 
might understand what the Steel 
Office Furniture Institute is up 
against. 

When it became apparent that 
the discount plan was not a cure 
for all the ills of the industry, it 
was decided to put on a campaign 
of education and with that in view, 
a series of meetings were held in 
about eighty key cities of the 
country. All the territory east of 
the Rockies was divided into eight 
districts and two men assigned to 
each district. The coast region was 
to be taken care of later. These 
meetings were joint affairs and 
participated in and paid for by all 
the members of the Institute. And 
when I say “paid for,” bear in 
mind that in addition to the ac- 
tual cost of traveling expense, etc., 
each manufacturer donated the 
time of at least two, and some- 
times more, of its executives for a 
period of sometimes more than two 
weeks, during which their entire 
time was given to this project. Just 
to show how fair we tried to be, 
we invited every manufacturer in 
the business to join us in this work. 
Of the approximately twenty-six 
we contacted, six replied express- 
ing appreciation of what we were 
trying to do, but declined to have 
any part in it, and the others did 
not even give us the courtesy of a 
reply. Notwithstanding, we pro- 
ceeded, and in each city every 
dealer was invited to attend and 
participate regardless of the line 
of metal office furniture handled. 
Just what good these meetings ac- 
complished remains to be seen, but 
I do know that in any number of 
cities a very bad competitive situ- 
ation was uncovered and in some 
cases corrected. In quite a few 
towns it was decided that a second 
call might do some good, and so 
back the committee went, this 
time accompanied by home office 
representatives of the lines of 
metal office furniture handled by 
those dealers who seemed to be the 
worst offenders. This whole plan 
was certainly more than a gesture 
of good faith, and our industry was 
complimented very highly by 
many dealers, including no less a 
person than our distinguished 
President. May I quote from his 
letter to the President of our In- 
stitute? 


President’s Letter 


“Two representatives of the 
Steel Furniture Institute appeared 
before more than thirty distribu- 
tors of office equipment in Des 
Moines Monday evening and pre- 
sented certain suggestions for the 
betterment of industry conditions. 
My first comment is that I am 
more than proud of every member 
of the Steel Furniture Institute for 
the manner in which you recog- 
nize the importance of the station- 
ers and office outfitters of this 
nation. For the opportunities you 
are presenting to the distributors 
of your products for greater profit. 
For the unselfish motive you evi- 
denced in that presentation, and 
for the support you are lending to 
oo National Stationers’ Associa- 
ion.” 

Now the meetings are all over, 
except for the Pacific Coast, where 


we still plan to send a team, and 
except a for a few repeat calls 
at some towns where the situation 
is still bad, and we hope some good 
will come of them. owever, we 
are still trying to better conditions, 
and so the Institute is inaugurat- 
ing a label service. 

In our industry files and desks 
are classified with certain maxi- 
mum and minimum specifications 
for each class. In the files we have 
the standard, commercial, utility, 
non-suspension and non-suspen- 
sion junior. It is hard sometimes 
for a buyer to distinguish between 
a standard grade and a commer- 
cial grade, or between a commer- 
cial grade and a utility grade, until 
the difference is pointed out to 
him, although the difference in 
value is certainly there and is easi- 
ly understandable when explained. 
This condition is particularly no- 
ticeable in the case of public let- 
tings. Specifications will call for a 
standard grade or a commercial 
grade file and some manufacturer 
will run in a utility grade, and put 
up quite a selling argument, some- 
times with success. That is, he se- 
cures the order, but the city or 
county does not get the desired 
quality in the merchandise pur- 
chased. 

The Underwriters’ laboratories 
have for years used a label and 
now the Safe Manufacturers Na- 
tional Association uses one, certi- 
fying to the buyer that the quality 
and protection he wishes and pays 
for is in the article bought, and 
blind buying is eliminated. 

So it will be under the Steel Of- 
fice Furniture Institute label. The 
cen agent or the ordinary 

uyer will know what he is buying, 
with no explanatory remarks from 
the salesman. It must not be tak- 
en from this that salesmanship 
will not be needed or used. A clev- 
er salesman will always have op- 
portunity for his talent because 
even with the specifications in the 
various grades laid down, there is 
a sufficient latitude and enough 
difference between various makes 
to give any salesman ample oppor- 
tunity to do his stuff. 

This service also gives the deal- 
er the opportunity, if he so desires, 
to confine his purchases to some 
concern able to give the label serv- 
ice, because he knows that concern 
is a member of the Steel Office 
Furniture Institute and is active 
in promoting the dealers’ interests 
and is constantly working for the 
betterment of conditions in the in- 
dustry. 

This label service will be inau- 
gurated immediately, but since all 
manufacturers carry a large in- 
ventory of crated stock, it may be 
some weeks before the labels will 
make their appearance on new 
units delivered to your floor. 

No Closed Corporation 

I would like to add a word at this 
point. The Steel Office Furniture 
Institute is no closed corporation. 
While the label service is confined 
to its own members, the door is 
always open and every manufac- 
turer is always welcome to join, in 
fact, every manufacturer in the 
business is from time to time not 
only invited, but urged to join. 


83 


I would not feel that I had done 
justice to my assignment as a 
speaker unless I at least touch up- 
on the Robinson-Patman Bill. 
Other speakers on this program 
can and probably will give a much 
clearer idea as to what it is all 
about, and Charlie Garvin gives 
us some interesting dope on the 
subject in his flashes from head- 
quarters in Washington, but I can 
say at least this: We all know 
there is such a law in effect since 
June 20th, but we also know that 
the government will give industry 
generally enough time to put its 
house in order. 

Every individual concern in the 
industry has had this bill inter- 
preted by its counsel and the Insti- 
tute has retained special counsel 
for an interpretation. I might say 
at this point that we have had 
about as many different slants as 
we have had experts give opinions. 
One thing seems to be outstanding, 
however, and one point on whic 
we all seem to agree is this: I may 
not sell one concern on more fav- 
orable terms than another, and I 
may not give any concessions of 
whatever nature, either in service, 
quality of merchandise, or rebates 
of any kind to any individual or 
concern, whether in a direct sale 
or to a dealer, and whoever accepts 
any extra concession of whatever 
nature whether a dealer or a con- 
sumer, is equally culpable under 
the Act. 

The one definite thing I can tell 
you is that we propose to live up 
to the law and our Institute has 
pp ey a committee, composed 
of the best brains of our industry 
(I am not on this committee) to 
formulate plans for putting this 
law into effect as early as possi- 
ble. It is possible that the law, 
when put into effect, if faithfully 
lived up to, may cure a lot of ills 
of which we now complain and 
metal furniture back where it be- 
longs as one of the most profitable 
lines handled in your store. 

One of the greatest causes of 
war or controversies of any kind is 
lack of understanding. If people 
understood each other better there 
would be fewer conflicts. This is 
one reason why I feel that Rotary 
and Kiwanis Clubs, and other serv- 
ice clubs having international 
membership, are doing a great 
good in bringing about clear un- 
derstanding between the people of 
all nations. A convention such as 
this, bringing together men from 
all over the country, men with dif- 
ferent ideas and men with differ- 
ent backgrounds and sympathies, 
is a great opportunity for a meet- 
ing of minds and for a clearer and 
more sympathetic and tolerant 
understanding. 


Dealers Are Necessary 


In our industry we felt that if 
the dealers understood our prob- 
lems a little better and had a 
clearer idea of just what we were 
attempting to do for them, as well 
as for ourselves, they would be a 
little more tolerant their atti- 
tude, would understand that we 
realize we cannot do business 
without them. In fact, the dealers 
should know that the big bulk of 
metal furniture sold today is sold 
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through the dealers of the country 
and a very small percentage is 
handled through direct sales. So 
our industry has delegated me to 
come here, lay our cards on the 
table, and tell you something of 
what we have been trying to do 
and something about plans for the 


future. 


If you have learned anything 
from what I have told you today, 
I shall be glad, and we will be ap- 
preciative if you will just bear with 
us a little until we are able to 
bring better order into our indus- 
try. I assure you we are trying 
constantly to improve conditions 
and we are willing to spend all the 


us Company, Detroit, Mich. 

P. H. Barkley, C. L. Barkley & 
Company, Chicago, Ill. 

A. W. Barnhart, Barnhart Book 
Store, Huntington, Ind. 

Paul Barrett, Johnson Chair Com- 
pany, Chicago, Ill. 

A. J. Bartens, Shallcross Printing 
& Stationery Company, St. 
Louis, Mo. 

George E. Bartol, Jr., 
Company, Camden, N. 

A. G. Bassett, The Wahl Com- 
pany, Chicago, Ill. 

George M. Baxter, Diebold Safe & 
Lock Company, Canton, Ohio. 
R. H. Baxter, R. H. Baxter Sales 
Corporation, New York, N. Y. 

J. Beck, American Crayon 
Company, Sandusky, Ohio. 

Harry Bedford, J. Christiansen & 
Company, Sheboygan, Wis. 

L. Beeler, Stein Bros. Manu- 
facturing Company, Chicago, Il. 

Lamont C. BeGole, Richmond & 
Backus Company, Detroit, Mich. 

D. S. Bell, Graver-Dearborn Cor- 
poration, Chicago, II! 

D. H. Benner, Kessler Office Sup- 
Beh Company, Grand Rapids, 


Hunt Pen 


Clarence Benson, Farnham Staty. 
& School Supply Company, 
Minneapolis, Minn. 

Harry E. Bergquist, Wilson-Jones 
Company, Chicago, III. 

A. Bernasconi, Nascon Service, 
Inc., New York, N. Y. 

R. L. Bessay, Foster Office Sup- 
ply Company, Akron, Ohio. 
Leo Bigelman, A. L. Trowbridge 

Company, Detroit, Mich 

Harry Birt, Weston Company, 
Dalton, Mass. 

. V. Bishop, Office Supply & 
Printing Company, Cleveland, 
Ohio. 

J. N. Black, Parker Pen Com- 
pany, Janesville, Wisc. 

T. F,. Blakeman, Spencerian Pen 
Company, New York, N. Y. 

T. K. Bledsoe, Autopoint Com- 
pany, Chicago, III. 

Leo J. Blied, Blied Office Supplies, 
Madison, Wisc 

Henry J. E. Block, General Pen- 
cil Company, Cleveland, Ohio. 

W. F. Block, Victor Safe & Equip- 
ment Company, No. Tonawanda, 


. 

J. H. Boerner, H. E. Wedelstaedt 
Company, St. Paul, Minn. 

Cc. T. Boone, Boone Bros. Com- 
pany, Louisville. Ky 

A. Boren, Miami Stationery 
Company, Miami, Fla 

H. §S. Bowles, Graver-Dearborn 
Corporation, Chicago, III. 

A. E. Boyce, A. E. Boyce Com- 
pany, Muncie, Ind 

Guy F. Boyd, Shaw-Walker Com- 
pany, Muskegon, Mich. 

William J. Boyd, Acco Products, 
Inc., Long Island City, N. Y. 

K. L. Boyer, Newell Newton 
Company, Toledo, Ohio. 

E. J. Bradley, The Conklin Pen 
Company, Chicago, III. 

George rainard, The General 
Fireproofing Company, Youngs- 
town, Ohio. 

Garner Bramwood, The Bramwood 
Press, Indianapolis, Ind. 

W. B. Brass, W. C. Brass & As 
sociates, Indianapolis, Ind. 

A. Bredesen, Bredesen Bros., 
Beloit, Wisc. 


ing thought: 


money necessary for anything that 
seems to be for the good of the in- 
dustry, and, of course, you are a 
very substantial 
part of the industry. If I talked 
here for another hour or so, I do 
not believe I could add anything 
to what I have already said, so I 
will leave you here with this clos- 


To handle a business as wide- 
spread, and as world wide in its 
operations, as ours, general rules 
and a fixed policy are essential. 
You are several thousand different 
men, with any number of different 
ideas as to how things should be 
done. We cannot always drop into 
your particular idea of handling 


and important 


any certain proposition, 
what suits a dealer in New Eng- 
land might not fit the conditions 
in the Southwest, or on the coast, 
or elsewhere. Consequently, our in- 
dustry, and each individual mem- 
ber, is striving constantly to serve 
the buying public in a manner fair 
and equitable to all concerned, and 


OFFICE APPLIANCES 
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as an industry we have a deep and 
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E. J. Bridges, Scott-Rice Com- 
pany, Tulsa, a. 

B. J. Bristoll, Koch Bros., Des 
Moines, Iowa. 

Vv. TT. Broaddus, Bartlesville 
Staty. Co., Bartlesville, Okla. 
Harold A. Brosk, Brosk’s, Ken- 

osha, Wisc. 

John A. Brown, J. R. Weldin 
Company, Pittsburgh, Penna. 
W. G. Bruner, Office Stationery 
& Equipment Company, Chica- 


Buckwalter, National 

Blank Book Company, New 
York, N. Y. 

Paul E. Burbank, Eaton Paper 
Corporation, Pittsfield, Mass. 
H, C. Burbery, Commercial Sta- 
tionery Company, Chicago, IIl. 

. G. Burgess, Zion Industries, 
Zion, Ill. 

Burnett, Wm. B., Burford Print- 
ing Company, Indianapolis, Ind. 

L. W. Burt, Burt & Jeffers, Inc., 
Hartford, Conn. 

A. C. Burton, Heyer Corporation, 
Chicago, Il. 

T. W. Bussing, Bussing’s, Detroit, 
Mich. 

W. E. Byers, Byers Office Sup- 
plies, Davenport, Iowa. 

C. N. Cahill, Autopoint Company, 
Chicago, Il. 

F. H. Calhoun, Peerless Key Com- 
pany, Imperial Manufacturing 
Company, Chicago, III. 

Gaines Campbell, conmerciol Sta- 
tionery Supply Company, 
Chattanooga, Tenn. 

M. Campbell, National Blank 
‘ Book Company, Holyoke, Mass. 

J. A. Cappon, Office Appliances, 
Chicago, IIl. 

Harold G. Carithers, Carithers- 
Wallace-Courtenay, Atlanta, Ga. 

C. H. Carlson, Horder’s, Inc., Chi- 
cago, Ill. 

Cc. C. Carpenter, Evanston, III. 

R. P. Carpenter, Sanford Manu- 
facturing Company, Chicago, III. 
. E. Carpenter, Sperry Office 
Furniture Company, St. Paul, 
Minn. 

W. S. Carpenter, Sanford Manu- 
facturing Co., Chicago, IIL 

‘ Carrell, National Blank 
‘Book Company, Chicago, Il. 

John F. Carroll, Temple & Carroll, 
Galesburg, Il. 

Karl Castle, Weis Manufacturing 
Company, Chicago, Ill. 

F. H. Caswell, F. S. Webster Com- 
pany, Cambridge, Mass. 

Donald Chadduck, The Carter's 
Ink Company, Chicago, III. 

C. R. Chamberlin, Cel-U-Dex Cor- 
poration, Brooklyn, N. Y. 


Glenn W. Chambers, Scripto 
Manufacturing Company, At- 
lanta, Ga. 


Al Charleville, Carpenter Paper 
Company, Omaha, Nebr. 

Charles A. Chase, American Pad 
& Paper Company, Holyoke, 
Mass. 

K. E. Chase, Dennison Manufac- 
turing Company, Minneapolis, 
Minn. 

Paul W. Cheney, Southworth Com- 
pany, West Springfield, Mass. 
Fred Christensen, S. E. & M. 
Vernon, Inc., New York, N. Y. 
Harry H. Chumley, Woodworth’s 

Bookstore, Chicago, Il. 
H. D. Clark, Moore Push Pin 


Company, Chicago, III. 

H. M. Clark, Clark Office Supply 
Company, Inc., Phoenix, Ariz. 

James B. Clark, Peerless Key 
Company-Imperial Manufactur- 
ing Company, Chicago, IIl. 

R. C. Clarke, F. S. Webster Com- 
pany. Minneapolis, Minn. 

Wm. C. Clegg, The Clegg Com- 
pany, San Antonio, Tex. 

C. F. Cody, The C. F. Cody Com- 
pany, Dubuque, Iowa. 
Stanley O. Coe, Berndt Printing 
Company, Fond du Lac, Wisc. 
Fred L. Coggin, Sun Rubber Com- 
pany, Barberton, Ohio. 

I. J. Cohn, F. H. Oakleaf Com- 
pany, Olean, N. Y. 

G. O. Colborn, Colborn School 
Suply Company, Grand Forks, 


W. R. Colborn, Colborn Stationery 
Service, Grand Forks, N. D. 
W. W. Cole, General Pencil Com- 

pany, Atlanta, Ga. 
S. E. Collins, Automatic Pencil 
eepense Company, Chicago, 
Til. 


W. D. Comstock, G. J. Aigner 
Company, Chicago, III. 

Richard J. Conell, Stationers 
Loose Leaf Company, Milwau- 
kee, Wisc. 

Claude M. Conger, Trussell Manu- 
octane Company, Poughkeep- 
sie 


J Edward Conlon, Rockwell- 
Barnes Company, Chicago, IIl. 
Charles G. Consodine, Wallace 


Pencil Company, Chicago, III. 
H. A. Consor. Weis Manufacturing 
Company, Monroe, Mich. 

James Constantine, Palace Office 
Supply Company, Tulsa, Okla. 
Parle Cooley, Bates Manufactur- 
ing Company, Orange, N. J 
F. S. Cooper, Code Manufacturing 
Company, Coraopolis, Penna. 
H. Ed. Cooper. Boorum & Pease 
Company, Minneapolis, Minn. 
Harrison M. Cooper, Associated 


Stationers Supply Company, 
Chicago, I 
Jim W. Cooper, Jr., Manufactur- 


ers Representative, Atlanta, Ga 
R. D. Cooper, Art Metal Construc 
tion Company, Chicago, III. 


H. E. Copeland, Wilson-Jones 
Company, Elizabeth, N. J. 
George Cormack, Wilson-Jones 


Company, Chicago, IIl. 

I. R. Cornish, Yawman and Erbe 
Manufacturing Company, Roch- 
ester, N. Y. 

John Costigan, National Blank 
Book Supply Company, Akron, 

io. 


John B. Courtenay, Carithers-Wal 
lace-Courtenay, Atlanta, Ga. 
W. H. Cox, The Carter’s Ink Com- 
pany, Chicago, IIL 

E. E. Crandall, Schwabacher- 
Frey Company, San Francisco, 
Calif. 

Wm. H. Cravens, Walcott-Taylor 
Company, Washington, D. C. 

J. F. Crawley, The Wahl Com- 
pany, Chicago, III. 

Don Crile, Office Equipment Com- 
pany, Canton, Ohio. 

R. G. Crossette, Dennison Manu- 
facturing Company, Chicago, III. 

F. R. Curtis, Neva-Clog Products, 
Inc., Bridgeport, Conn. 


abiding appreciation for the part 
you play in our activities. It is ab- 
solutely impossible for this indus- 
try to grow and prosper, or, in fact, 
continue to live at all, unless we 
have a large dealer organization, 
and full codperation from those 
dealers. 


D 

S. V. Dahlin, Ace Fastener Cor- 
poration, Chicago, III. 

Elmer H. Dalldorf, The John Les- 
lie Paper Company, Minneapolis, 
Minn. 

Wm. J. Dalton, Bankers Box Com- 
pany, Chicago, Ill. 

A. Daney, Klipto Loose Leaf 
‘Company, Mason City, Iowa. 
Al. C. Davidson, L. A. Rubber 
Stamp Company, Los Angeles, 

Calif. 
. R. Davies, Moore Push-Pin 
Company, Philadelphia, Pa. 

R. W. Davies, Miller-Davis Com- 
pany, Minneapolis, Minn. 

Charles E. Davis, Automatic Pen- 
cil eaeoenee Company, Chica- 
go, Ill. 

George P. Davis, Bank & Office 
Stationery Company, Indianap- 
olis, Ind. 

Grenville Davis, J. L. Hanson 
Company, Chicago, III. 

John W. Davis, Stationers Corpor- 
ation, Los Angeles, Calif. 

Raynes Davis, ell Staty. Com- 
pany, Inc., New York, N. Y. 

James H. Davison, S & D Loose 
Leaf Company, Ltd., Los An- 
geles, Calif. 

Edd Dawson, Koch Bros., Des 
Moines, Iowa. 

F. C. Deli, Autopoint Company, 
Chicago, Ill. 

Cc. S. Demaree, Demaree Station- 
ery Company, Kansas City, Mo. 

Don De-Mays, De-Mays, Inc., 
Jackson, Mich. 

DesMoines Stationers Assn., Des- 
Moines, Iowa. 

Harry C. Dick. Redeker & Dick, 
Cincinnati, Ohio. 

W. R. Diehl, Diehl Office Equip- 
ment Co., Columbus, Ohio. 

M. A. Dillon, Associated Station- 
ers Supply Company, Chicago, 
Ill 


Alexander Dilly, Automatic Pencil 
Sharpener Congene, Chicago, 
Ill. 

M. S. Dimmitt, Wiison-Jones Com- 
pany, Chicago, III. 

E. F. Dodge, Jr., Polar Manufac 
turing ompany, Philadelhpia, 
Penna. 

W. H. Doerr, Scripto Manufactur- 
ing Company, Atlanta, Ga. 

Walter R. Dolliver, Providence 
Paper Co., Providence, R. 

W. S. Donnelly, Modern Stationer, 
New York, 

E. F. Dooley, Wilson- Jones Com- 
pany, Chicago, IIl. 

A. L. Dopke, Peerless Key Com- 
pany, Imperial Manufacturing 
Company, Chicago, III. 

Fred C. Dorries, Frederick Paper 
& Twine Company, Lima, Ohio. 

Henry Dorsey, The Dorsey Com- 
pany, Dallas, Tex. 

C. Lee Downey, The C. L. Down- 
ey Company, Cincinnati, Ohio. 
Fred Downs, Downs-Randolph 

_Company, Tulsa, Okla. 

Bill Doyle, Bill Doyle Office Sup- 
plies, Oklahoma City, Okla. 
Carl W. Draper, Draper Tag & 

Label Co., Los Angeles, Calif. 

Harry E. Dressel, Autopoint Com- 
pany, Chicago, Ill. 

George Duebelbeis, National Cover 
& anufacturing Company, St, 
Louis, Mo. 


—— 
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W. E. Duerr, 
ment, Inc., 


BCD Office Equip- 
Detroit, Mich 


J. P. Duskey, J. P. Duskey Com- 


pany, Wausau, Wisc. 
E 


L. L. Eadon, C. Howard 
Pen Company, Camden, N. 

Charles F. Eckerman, Shaw- Walk- 
er Company, Muskegon, Mich. 

Ray J. Eichenlaub, Service Steel 
Products Corporation, Chicago, 
Ill. 

Alvin Eisemann, Maverick-Clarke 
Company, San Antonio, Tex 

Otto Eisenlohr, The Dorsey Com 
pany, Dallas, Tex. 

Arthur C. Eldred, Eldred Com- 
pany, Lorain, Ohio. 

J. H. Ellis, F. S. Webster Com- 
pany, Chicago, IIl. 

H. B. Elmer, Eberhard Faber Pen- 
cil Company, Brooklyn, N. Y. 
Tom Emerson, The Conklin Pen 

Company, Toledo, Ohio. 
L. B. Emery, Lyman B. Emery 


Hunt 


Company, Detroit, Mich. 
Charles P. Epifano, Automatic 
Pencil Sharpener Company, Chi 
cago, 
Charles Everly, Office Appliances, 
New York, N. Y. 


F 


Eberhard Faber, Eberhard Faber 


Pencil Company, Brooklyn, N 
, A 

Frank H. Fargo, The Frank H. 
Fargo Company, Bridgeport, 
Conn. 

John B. Farrell, Defiance Sales 


Corporation, New York, N. Y. 
Irwin P. Favor, Koh-I-Noor Pen 
cil Company, New York, N. Y. 
J. S. Fecho, Burrows Bros. Com- 
pany, Cleveland, Ohio. 
Folger Fellowes, Bankers Box 
Company, Chicago, III. 
H. L. Fellowes, Bankers Box 
Company, Chicago, III. 


Paul Fera, J. S. Staedtler, Inc., 
New York, N. Y 

Sam Flatau, Sieise Speed Fas- 
tener Company, Los Angeles, 
Calif. 

M. Flight, Oxford Filing Supply 
Company, Brooklyn. N. Y. 
James J. Flotte, Jr., Perry & 
Buckley Company, New Or- 

leans, La. 


Marion V. Follin, Riverside, Ill 
Art. Fontaine, Decker’s, Inc., An- 
derson, Ind. 
John Ford, Jr., Peterson Litho. & 
Prtg. Company, Omaha, Neb. 
Martin Foreshew, Martin Fore 
shew, Pierre, S. D. 

George E. Fox, George E. Fox & 
Company, Chicago, III. 

C. L. Frederick, Parker Pen Com 
pany, Janesville, Wisc. 


~ 


Here’s 


Arthur R. Frey, The Globe-Wern- 
icke Co., Cincinnati, Ohio. 

R. R. Fritz, Fulton Specialty Com- 
pany, Elizabeth, 

W. Gregg Fry, Gregg Publishing 
Company, New York, Te 


G 


Jim Gaffaney, Office 
Company, Fargo, N. ‘ 

Maxwell T. Gail, A. L. Trow- 
bridge Company, Detroit, Mich. 

F. E. Gallup, Gallups, Inc., Kan- 
sas City, Mo. 
. B. Gardner, Hill Printin 
Stationery Company, Waco, Trex. 

Charles P. Garvin, The National 
Stationers Association, Wash- 
ington, D. C. 

Leo Gassenheimer, Mercantile Pa- 
per Company, Montgomery, Ala. 

George H. Geiger, Kansas Book 
Dealers Association, Leaven- 
worth, Kas. 
. §. Gelsanliter, Gelsanliter’s, 
Mount Vernon, Ohio. 

R. Geuther, Marshall-Jackson 

Company, Chicago, III. 
. F. Gigliotti, Johnson Chair 
Company, Chicago, IIL 

John A. Gilbert, Office 
ances, Chicago, III. 

Thomas Gillice, Rockwell- 
Barnes Company, Chicago, IIl. 

Dick Gingland, Esterbrook Pen 
Company, Chicago, Il. 

L. T. Goldberg, David Kahn, Inc., 
North Bergen, N. J. 

Samuel Goltzman, Mutual Station- 
ery Co., Inc., New York, N. Y. 

L. C. Goodhand, Oxford Filing 
Supply Company, Brooklyn, N. 
if 


W. J. Goodman, 
Chicago, IIl. 
Robert E, Gooley, Acco Products, 

Inc., Long Island City, N. 

W. T. Gormley, The H. C. Cook 
Company, Ansonia, Conn. 

Paul A. Gosiger, Loose Leaf Met- 
als Company, St. Louis, Mo. 

Leo E. Gould, Wilson-Jones Com- 
pany, Chicago, III. 

S. H. Goule, Pronto File Corpora- 
tion, New York, N. Y. 

George G. Graff, George B. Graff 
Company, Cambridge, Mass. 

J. S. Gram, J. L. Hanson Com- 
pany, Chicago, IIl. 

Arthur W. Gran, Office Supply 
Company, Minneapolis, Minn. 
Donald C. Grant, — Book 

erdony. Syracuse, 

L. J. Graue, Mexico Beni Supply 
éaan Mexico, Mo. 

Harold Graves, Wilson-Jones Com- 
pany, Kansas City, Mo. 

Arthur Grayston, Thomas & Gray- 
ston Company, Minneapolis, 
Minn. 

W. H. Greenleaf, New York, N. Y. 

F. P. Gregg, Practical Drawing 
Company, Dallas, Tex. 


Specialties 


Appli- 


Horder’s, Inc., 


Dalton News 


2 Gregory, is 
y Department, Dal- 


Office Supp 
ton, Ga. 

Ss. E. Gregory, Heyer Corpora- 
tion, Chicago, Il. 
George H. Griffith. Koh-I-Noor 
Pencil Company, Chicago, III. 
Carl G. Grimes, Grimes-Stassforth 
Stationery Company, Los An- 

geles, Calif. 

Glenn R. Grindle, The General 
Fireproofing Company, Youngs- 
town, Ohio. 

H. T. Griswold, Sanford Manufac- 
turing Company, Chicago, III. 
Kirk V. Gross, Matt Parrott Sons 

Company, Waterloo, Iowa. 

. B. Gustafson, A & E Supply 
Company, Duluth, Minn. 
F. W. Guthrie, Guthries, 

Evansville, Ind. 
W. C. Guy, Arkansas Printing & 
— ompany, Little Rock, 
rk. 


Inc., 


H 


Jack Haage, Blaisdell Pencil Com- 
pany, Philadelphia, Penna. 
W. F. Haefs, Northwest Office 


Supply Company, Green Bay, 
18c. 
Joe D. Hale, Rite-Rite Manufac- 


turing Company, Chicago, III. 

Stanley H. Hall, Koch Bros., Des 
Moines, Iowa. 

Van Hold Hall, Scripto Manufac- 
turing Company, Atlanta, Ga. 
Jack Hallam, Invincible Metal 
Furniture Company, Manitowoc, 

Wisc. 

C. W. Hamilton, The Globe-Wern- 
icke Co., Cincinnati, Ohio. 

Horace T. Hamilton, Bankers Box 
Company, Dallas, Tex. 

O. C. Hamilton, F. S. Webster 
Company, Chicago, III. 

Guy Hamlin, McMillan Book Com- 
pany, Syracuse, N. 

L. W. Hamm, The Pierce Com- 
pany, Fargo, N. 

Harold J. Hampton, Indianapolis 
Office Supply Company, Indian- 
apolis, Ind. 

Lon F. Hancock, P. F. Volland 
Company, Chicago, IIl. 

John Hanley, Binney & Smith 
Company, New York, N. Y. 

D. S. Hansen, Carlson Bros., Mo- 
line, Ill. 

E. M. Hansen, Miller-Davis Co., 
Minneapolis, Minn. 

George Hanson, Wilson-Jones 
SS any, Milwaukee, Wisc. 

anson, Brown & Saenger, 
be Falls, S. D. 

E. G. Harpold, J. L. Hanson 
Company, Chicago, III. 

Frank F, Harris, The Carter’s Ink 
» Chicago, Ill. 

A. Harter, Harter Corporation, 
a Mich 
Merrill D. Hasty, Sengbusch Self- 


tration cards and become official delegates to the convention. 
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Closing Inkstand Company, Mil- 
waukee, Wis. 

I. Haugen, The Wahl Com- 
pany, Chicago, III. 

George Hausam, Hutchinson Of- 
fice Supply Company, Hutchin- 
son. Kas. 

Lee B. Hausam, Hutchinson Of- 


fice Supply & Printing Com- 
pany, Hutchinson, Kas. 
P. S. Hauton, Scripto Manufac- 


turing Company, Atlanta, Ga. 
Hawkins, Stationers Loose 
Company, Milwaukee, 


Ernest Hazel, Jr., Lockwood-Ha- 
zel Company, Atchinson, Kas. 
B. Healy, Santa Fe Book & 
pele Company, Santa Fe, 


Ww. “-_ " Heddon, Petery-Heddon 
Printing Company, New Albany, 


nd. 
H. H. Hegg, Horder’s, Inc., Chi- 
cago, Ill. 
B. L. Henderson, Art Metal Con- 
- teen Company, Chicago, 
Il, 


George Henderson, Indianapolis 
Office Supply Company, Indian- 
apolis, Ind. 

R. R. Hengge, Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 

. W. Hennessey, York Safe & 
Lock Company, York, Pa. 

M. F. Henry, American Lead Pen- 
cil Company, New York, N. Y. 
George H. Herrmann, The Heyer 

Corporation, Chicago, Il. 

K. H. Hersey, Huggins Business 
Equipment, Anderson, . 

. L. Hewson, Scripto Manufac- 
turing Company, Atlanta, Ga. 
Theodore A. Heyer, Heyer Cor- 

poration, Chicago, Ill. 

Harry Heymann, Eagle Pencil 
Company, New York, N. Y 

Tracy Higgins, Charles M. Hig- 
gins Company, Brooklyn, N. 


Joseph H. Hildreth, Esterbrook 
_ Pen Company, Chicago, 
L. , Himes, Niagara Dupli- 


cator Company, San Francisco, 
Calif. 

Arthur J. Hirsh, J. “er _ 
tionery ." Printing 
York, 

G. R. Holmen, Biddle Purchas- 
ing Company, New York, N. Y. 

H. J. Hoffman, Smead Manufac- 
turing Company, Hastings, Minn. 

John P. Hoffman, MacTaggart- 
Hoffman Company, Port Huron, 
Mich. 

C. A. Hofstetter, Automatic Pen- 
cil Sharpener Company, Chica- 
go, Ii. 

William Hoge, The General Fire- 
A gg Company, Youngstown, 


Ohi 
Cc. Cc. ‘Holley, L. W. Holley & 
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Son, Des Moines, Iowa. 
L. W. Holley & 

oines, Lowa. 
Fred L. Holmes, The Prompt 
Press Company, Detroit, Mich. 
J. P Holmes, Frank Mashek & 

any, Chicago, Ill. 
Edwad Holmgren, American Lead 
Pencil Company, Hoboken, N. 


L. E. Hooker, Commercial Furni- 
ture Co., Chicago, Ill. 

Edgar R. Hooper, Stuart-Hooper 

ompany, Chicago, III. 

z ooks, Moore Push-Pin 
Comgeee, Philadelphia, Penna. 
c order, Horder’s, Inc., Chi- 
cago, Ill. 

Harry G. Horder, 
Chicago, Ill. 

C. B. Horr, Victor Safe & Equip- 
—ne Company, N. Tonawanda, 


Horder’s, Inc., 


= Hosselet, Swan Pencil Com- 
any, New York : 
S Pn. Howell, T H Payne Com- 
pany, Chattanooga, Tenn 
Charles Hucke, Atlanta, Ga 
S. B. Hudson, Star Printery, Inc., 
Muskogee, Okla. 
M. J. Huggins, Huggins Business 
Equipment, Anderson, Ind. 
Frank M. Hughes, Standard Of- 
fice Supply Company, Oklahoma 
City, Okla. 
R. J. Hughes, Globe-Gazette Print- 
ing Company, Wahpeton, N. D 
A Hulgan, L. W. Holley & 


Sons Company, Des Moines, 
lowa 

John G. Hullett, Baltimore Office 
Supply Company, Baltimore, 
Md 

August Hunn, H. H. West Co., 
Milwaukee, Wis. 

Edmond J. Huott, Frank A. 


Weeks Mfg. Co., New York, 
N. Y¥, 


I 


Stanley A. Ibler, Ibler Office Sup- 
ply Company, Freeport, Il 


H. C. Ilium, The Wahl Com- 
pany, Chicago, Ill 
J 
J. H. Jacobchick, Globe-Gazette 


Printing Company, Wahpeton, 
N. D. 

S. Jacobs, Frank A. Weeks Man- 
ufacturing Company, New York, 
N 


W. C. Jacquin, Jacquin & Com- 
pany, Peoria, Ill 

A. C. Jaeger, American Pencil 
Company, Minneapolis, Minn. 

R. Janovsky, Wilson-Jones Com- 
pany, Chicago, Ill 

W. L. Jaques, Jaques & Company, 
New York, N. Y. 

L. U. Jerman, Hotchkiss Sales 
Co., Norwalk, Conn 

Sterley F. Jerue, McClain & Hed 
_man Company, St. Paul, Minn. 

*. Johnson, Johnson-Stack 

Comranv, Chicago, III 


Elmer W. Johnson, Markwell Man- 


ufacturing Company, New York, 
N. Y. 

Evan Johnson, Office Appliances, 
Chicago, II). 

Joseph F. Johnson, Johnson Chair 
Company, Chicago, Il 

Ray Johnson, Quality Park Enve- 
lope Company, St. Paul, Minn. 

C. H. Johnstone, Neva-Clog Prod- 
ucts, Inc., Bridgeport, Conn. 

Wm. Johnston, MHorder’s, Inc., 
Chicago, Il. 

William F. Johnston, Schwabach- 
er-Frey Company, Los Angeles, 
Calif. 

Richard A. Jonas, Jr., Oxford Fil- 
ing Supply Company, Brooklyn, 


Charles E. Jones, C. L. Barkley 
& Company, Chicago, III. 

Edgar C. Jordan, Standard Print- 
ing Company, Alexandria, La. 

Benjamin Josephson, Josephson 
Mfg. Corporation, New York, N. 


We 
Eldon Just, Just & Son, Chicago, 
Ill 


K 


Julius Kahn, David Kahn, Inc., 
—? Bergen, N. J 

L. Ragen, er Supply Com- 
a. tlanta, 

John I. Kautz, \ Club of 
Indianapolis, Ind 

. J. Kastner, L. E. Waterman 
Co., New York, N. Y. 

E. A. Keeling, Art Metal Con- 


struction Co., Jamestown, N. Y. 
W. A. Keller, alter A. Keller 
Company, Cedar Rapids, Iowa. 
W,. ms Kelly, Office Equipment 
anpeny, Louisville, Ky 
Jobe emp, Jr., Ever- sendy Cal- 
endar Manufacturing Company, 
Jersey City, N. J. 

Charles Kendrick, Kendrick-Bell- 
amy Company, Denver, Colo. 
H. Kendrick, American Lead Pen- 
cil Company, Hoboken, N. J. 

R. Kendrick, Kendrick-Bellamy 
Company, Denver, Colo. 

J. F. Kennedy, Trussell Manufac- 
turing Company, Grafton, Mass. 

William J. Kennedy, William J. 
Kennedy Stationery Company, 
St. Louis, Mo. 

A. J. Kerin, Tower . Station- 
ery, New York, N. 

Kern, ‘+ Office 

Equipment Company, Lakeland, 


a. 
John J. Kerns, Stationers Loose 
Leaf Company, Philadelphia, Pa. 
F. W. Keushmer, Bradenton Of- 
fice Equipment Company, Bra- 
denton, Fla. 

Allen Key, Carithers-Wallace- 
Courtenay, Atlanta, Ga. 

Gordon J. Kickels, The Globe- 
Wernicke Co., Chicago, Il. 

K. H. Kiesel, The Carter’s Ink 
Company, Madison, Wisc. 

Horace K. Kilham, Kilham Print 
ing & Stationery Company, 
Portland, Ore. 

Francis J. Killen, Buckeye Ribbon 
& Carbon Company, Cleveland, 
Ohio. 

A. L. King, Ward’s, Boston, Mass. 

Karl G. King, Office Engineers, 
Inc., South Bend, Ind. 

E. O. Kistler, W. H. Kistler Sta- 
tionery Company, Denver, Colo. 

Edward J. Klebbas, Klebbas, Roy- 
al Oak, Mich. 

C. J. Knapp, Matt Parrott Sons 
Company, Waterloo, Iowa. 

William Koch, Koch Bros., Des 
Moines, Iowa 

John G. Kolb, C. 
Pen Company, Camden, , 

S. Konecky, rym of America, 
Long Island City, N. Y. 

Floyd G. Kongsvik, Curtis 1000, 


Howard Hunt 


Inc., St. Paul, Minn. 

Elmer J. Kral, Buckeye Office 
Supply Company, Cleveland, 
Ohio 

A. J. Krelle, Horder’s, Inc., Chi- 
cago, Ill. 

O. Kretchmer, Peerless Key Com- 
pany, Inc., New York, N. Y. 

G. H. Krieschbaum, Acres-Black- 


mer Company, Burlington, Iowa 
A. H. Krohne, American Lead 
Pencil Company, New York, N. 


John C. Krueger, F. S. Webster 
Company, Chicago, IIl. 

Elmer Krumwiede, G. J. Aigner 
Company, Chicago, III. 

Edward J]. Koch, The Hotchkiss 
Sales Company, Norwalk, Conn. 

Harry B. Kulp, Wilson-Jones Com- 
pany, Chicago, IIl. 

Jack Kueresman, Pounsford Sta- 
tionery Company, Cincinnati, 
Ohio. 

E. M. Kuschbert, E. M. Kuschbert 
Company, Milwaukee, Wisc. 


L 


R. H. Laeremans, Superior Type 

Company, San Francisco, Calif. 
R. Landes, Polar Manufactur- 
ing Company, Philadelphia, Pa. 

Carl Lang, Binney & Smith Com- 
pany, New York, A 

A. Lang, Triner Scale & Mfg. 
Company, Chicago, III. 

Dr. Russell Larson, Chicago, III. 
S. Forry Laucks, York Safe & 
—— ae York, Penna. 
od . Law, ilson -Jones Com- 

KS Chicago, Il. 

Austin Leftwich, Tropical Print- 
ing Company, New Orleans, La. 

T. E. Lengnick, Arkansas Print- 
ing & Lithographing Company, 
Little Rock, Ark. 

W. S. Lennartson, Office Appli- 
ances, Chicago, Ill. 

C. W. Leonard, Leonard & Com- 
pany, Detroit, Mich. 

Joseph Leroux, Franklin Printing 
& Engraving Company, Toledo, 
Ohio. 

Ernest J. Lessard, Lessard Print- 
ing & Stationery Company, St. 
Louis, Mo. 

Maurice Levine, Reliance Pencil 
Corporation, New York, N i 
R. H. Lewis, Dennison Manufac- 
turing Company, Chicago, Il. 


Hy Linden, Ace Fastener Corpor- 
ation, Chicago, Il. 

W. R. Lindsay, West Coast Sta- 
tionery & Printing Company, 
Los Angeles, Calif. 

Cc. L. Link, Weldon Roberts Rub- 
ber Company, Newark, N. J. 
Jack Linsky, Jaclin Stationery, 
Charlie Lipman, George B. Graff 
Company, Boston, Mass. 

New York, , # 

G. C. Lipp, W. H. Kistler Station- 
ery Company, Denver, Colo. 

>. L. Littl, Wabash Cabinet 
Company, Wabash, Ind. 

E. T. Lockard, Southern Office 
Equipment Company, Lakeland, 
Fla. 


C. W. Lofgren, Sanford Manufac- 
turing Company, Chicago, IIL 
E. E. Long, Horder’s, Inc., Chi- 
cago, Il. 

C. Guy Lowe, The Office Supply 
Company, Jackson, Miss. 
D. Luccock, P. F. Volland 


Company, Joliet, Il. 
S. Luckett, Luckett Loose Leaf, 
Ltd., Toronto, Canada. 

J. S. Luckett, Jr., Luckett Loose 
Leaf, Ltd., Toronto, Canada. 
Victor Lundeen, Victor Lundeen 
& Company, Fergus Falls, Minn. 
Donald G. Lyman, National As- 
sociation of College Stores, New 

York, 

Frank Lynch, Johnson Press Com- 
pany, Wichita, Kans. 

. J. Lyng, Horder’s, Inc., Chi- 
cago, Il. 


4 


M 


Walter W. Maas, Rockwell-Barnes 
Company, Chicago, IIl. 

Harry Maase, Stuede Binding & 
Printing Company, Green Bay 
Wisc. 

G. H. MacAdams, Peerless Print- 
ing Corporation, Marion, Ind. 
J. H. McAdams, Peerless Printing 

Corporation, Marion, Ind. 
D. A. MacDougall, Stationers 


Loose Leaf Company, Royal 
Oak, Mich. 

H. G. MacFarland, MacFarland 
Office Equipment Company, 


Rockford, Ill. 

E. T. MacIntyre, Defiance Sales 
Corp., New York, 

WwW. Irving Mackey, The Cooke & 
Cobb Company, Brooklyn, N. Y. 
J. D. MacMorris, C. Howard Hunt 
Ae Company, Camden, N. J. 
J. MacNeill, Binney & Smith 

"sa New York, N. Y. 
, Maish, Dennison Manufac- 
ing Company, Framingham, 

Ralph Maneval, A. W. Faber, Inc., 
Chicago, Ill. 

W. R. Manthei, Stuede Binding & 
Printing Company, Green Bay, 
Wisc. 

W. Margulis, Brady-Margulis Sta- 
tioners, St. Paul, Minn. 

A. F. Markelz, Illinois Booksellers 
& Stationers Association, Joliet, 
Ill. 


J. N. Marley, L. E. Waterman 
Co., Ltd., Montreal, Canada. 
Chas. M. Marshall, Ivan Allen- 


Marshall Company, Atlanta, Ga. 

S. A. Martin, American Automatic 
Electric Sales Company, Chica- 
go, Ill. 

Frank Mashek, Frank Mashek & 
Company, Chicago, Til. 

Frank Mashek, Jr., Frank Mashek 
& Company, Chicago, Ili. 

P. C. Masterson, Acco Products, 
Long Island City, N. Y. 

A. S. Matthews, Hall Lithograph- 
ing Company, Topeka, Kans. 

C. J. Maurer, Goldsmith Book & 
Stationery Company, Wichita, 
Kans. 

F. R. Mayo, Bixby Office Supplies, 
Grand Rapids, Mich. 

David McConaughey, Roth, Inc., 
Springfield, Ohio. 

L. H. McDaniel, 
Representative, Fort 


Manufacturers 
Worth, 


Tex. 

H. L. McFarlan, Esterbrook Steel 
Pen Company, Chicago, III. 

R. A. McGauley, The Wahl Com- 
pany, Chicago, III. 

B. McGlade, Acco Products, 

Inc., Long Island City, N. Y. 

R. H. McGowan, Shaw-Walker 
Company, Muskegon, Mich. 

Harris McIntosh, Conklin Pen 
Co., Toledo, Ohio. 

J. I. McKibben, Security Station- 
ery Company, Kansas City, Mo. 

A. McLane, Spencerian Pen Com- 
pany, New York, N. Y. 

McLaughlin, Ft. 


Carter Wayne 


OFFICE APPLIANCES 


Printing Co., Fort Wayne, Ind. 

Donald McLeod, Parrot Speed 
Fastener Company, Buffalo, N. 
Y 


J. J. McMahon, The Powers Com- 
pany, Mobile, Ala. 

D. C. McMillin, Zellerbach Paper 
Company, San Francisco, Calif. 

H. C. McPike, Weis Manufactur- 
ing Company, Monroe, Mich. 

S. Meadows, Dennison Manufac- 
turing Company, Chicago, IIL 
Harry Meason, Office Appliances, 

Chicago, IIL 

J. L. Meyer, Standard Office Sup- 
ply Company, Pittsburgh, 
Penna. 

Donald C. Miller, Office Appli- 
ances, Chicago, IIl. 

Edward O. Miller, Comfort Print- 
ing & Stationery Company, St. 
Louis, Mo. 

George M. Miller, Deemer & Com- 
pany, Wilkes-Barre, Penna. 

Homer F. Miller, Miller Station- 
ery Company, Dayton, Ohio. 

Walter H. Miller, Otto Ulbrich 
Company, Buffalo, N. Y. 

John M. Mills, Mills Stationery 
Company, Sheridan, Wyo. 

Don R. Miner, Peterson Litho- 
graph Company, Omaha, Nebr. 

A. F. Misch, Misch & Sons, Cof- 
feyville, Kas. 

E. J. Mitchell, Manufacturers Rep- 
resentative, St. Louis, Mo. 

R. J. Mitchell, Dennison Manu- 
facturing Company, Denver, 
Colo. 

H. E. Monroe, Bizness 
Company, Huntsville, Ala. 

Don Moore, Office Specialties 
Company, Fargo, N. D. 

George H. Moore, Pound & Moore 
Company, Charlotte, N. 


Equip 


H. E. Moore, Goldsmith Book & 
Stationery Company, Wichita, 
ans. 


Joe Moore, Blaisdell Pencil Com- 
pany, Philadelphia, Penna. 

R. C. Moore, Columbia Carbon 
& Ribbon Kansas 
City, Mo. - 

Harry A. Morgan, Stationers Cor- 
poration, Los Angeles, Calif. 


Company, 


Herbert S. Morgan, Associated 
Stationers Supply Company, 
Chicago, II. 


Bill Morley, The Bramwood Press, 
Indianapolis, Ind 

O. D. Morrill, O. D. Morrill Com- 
pany, Ann Arbor, Mich. 

Bert Morris, Bert M. Morris Com- 
pany, Los Angeles, Calif. 

William A. Morton, Ihling Broth- 
ers Everard Company, Kalama- 
zoo, Mich 

Speed Mosby, Polar Manufactur- 


ing Company, Philadelphia, 
Penna. 

A. H. Mueller, Horder’s, Inc., 
Chicago, Ill. 


Charles P. Mueller, Joseph Dixon 
Crucible Company, Jersey City, 
N 


Johnstown Office 


€ E. ‘Murphy, 
Johnstown, 


Supply Company, 
Penna. 
N 
J. Edward Naud, Autopoint Com- 
pany, Chicago, Il 
James E. Neary, Andrew Geyer, 
Inc., New York, N. Y. 
Raymond Nelson, Goes Litho- 
graphing Company, Chicago, III. 
. R. Nichols, Columbia Ribbon 
. Carbon Company, Glen Cove, 
A 


om % L. Nichols, Weis Manufac- 


turing Company, Columbus, 
Ohio. 

Walter P. Nichols, Weis Manu- 
ouerng Company, Monroe, 


Mic 

Ww. J. Nickel, Bankers Box Com- 
pany, Chicago, IIl. 

Henry W. Nims, E. L. Moore 
Book Store, Norfolk, Nebr. 

H. A. Noble, Diebold Safe & Lock 
Company, Canton, Ohio. 

J. T. Noel, Carpenter Paper Com- 
pany of Oklahoma, Oklahoma 
City, Okla. 

A. J. Nordstrom, Smead Manufac- 
turing Company, Minneapolis, 
Minn. 

George D. Norman, Hoosier Desk 
Company, Jasper, Ind. 
S. Guy Norman, Hoosier 
Company, Jasper, Ind. 

. Norris, Columbian Art 

Works, Milwaukee, Wisc. 

F. W. Norton, Norton Bros., Inc., 
El Paso, Texas. 

Edward L. Nugent, Security Steel 
Equipment Corporation, Avenel, 
N. J. 


Desk 


atte 
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Charles C. Nunn, Wilson-Jones 
Company, Chicago, Til. 
Oo 
M. L. Ober, Stationers, Inc., In- 


dianapolis, Ind. 
Sol Obstfeld, Markwell Manufac- 
a Company, New York, 


N. Y. 
John J. O’Hara, Boorum & Pease 
Company, Brooklyn, N. Y. 
W. O. Oliver, Eaton Paper Com- 
pany, Pittsfield, Mass. 

David Olmsted, Pittsburgh Conv. 
& Tour, Pittsburgh, Penna. 

G. L. Orgeta, Blaisdell Pencil 
Company, Philadelphia, Penna. 

R. T. O’Rourke, Southern Office 
ae Company, Houston, 


J. x ‘Oswald, eeeapend Compa- 
ny, Dayton, Ohio. 

Joseph A. Oswald, The ,patespess 
Company, Dayton, Ohio. 


Robert Overend, Eagle Pencil 
Company, Chicago, Til. 

P 
Hart Palmer, Boorum & Pease 


Company, Brooklyn, N. Y. 

J. M. Parrott, Matt Parrott Sons 
Company, Waterloo, Iowa. 

J. S. Parrott, Matt Parrott Sons 
Company, Wat*rloo, Iowa. 

R. W. Parrott, Matt Parrott Com- 
pany, Waterloo, Iowa. 

. A. Parsons, Smith Brothers, 
Oakland, Calif. 

W. W. Patterson, Johnstown Of- 
fice Supply Company, Johns- 
town, Penna. 

E. T. Batte 
Brooklyn, N. 

Raymond §. Paul, “Tri- City Carbon 
& Ribbon Company, Moline, III. 

N. L. Pearce, Eberhard Faber Pen- 
cil Company, Chicago, IIL. 

Frank E. Peck, Peterson Litho- 
graph Company, Omaha, Nebr. 
W. Peckman, Denver Station- 
‘ery Company, Denver, Colo. 

Kenneth B. Peirce, F. S. Webster 
Company, Chicago, III. 

T. M. Pelly, Lowman & Hanford 
Company, Seattle. Wash. 

E. F. Perry, Trussell Manufactur- 
ing Company, Poughkeepsie, N. 


Boorum & Pease, 


J. Henri Petetin, Henri Petetin, 
Inc., New Orleans, La. 


George W. Phillips, Gregg Pub- 
lishing Company, New York, 
N. Y 


W. V. ‘Pierce, Midland Paper & 
Stationery Co., Minneapolis, 
inn. 


J. Ogden Pierson, Dameron-Pier- 
son Company, New Orleans, La. 


D. R. Pinney, Acme Card System 
Company, Chicago, III. 
Fred C. Pitt, The — Corpora- 


tion, Kansas City, Mo. 

W. S. Plant, Western Bank & Of- 
fice Suoply Company, Oklahoma 
City, Okla. 

O. Popple, Zaiser 
Co., Des Moines, Iowa. 

R. H. Potter, The Autopoint Com- 
pany, Chicago. 

Harry Pounsford, Pounsford Sta- 
tionery Co., Cincinnati, Ohio. 
Stanley M. Pounsford, Pounsford 
Stationery Company, Cincinnati, 


Ohio. 

B. J. Powell, A. W. Faber, In- 
corporated, Chicago, III. 

Bill Powell, B. F. Goodrich Rub- 
ber Company, Akron, Ohio. 

H. O. Praetorius, Morton & Com- 
pny: Incorporated, Louisville, 


y. 

A. G. Preston, Utica Office Supply 
Co., Utica, A 

James Preston, Preston Noelting 
Ltd., Stratford, Ont. 

Herman Price, Eagle Pencil Com- 
pany, New York, N. Y. 

Carl Priesing, The Wahl Company, 
Chicago, Ill 


Specialty 


Q 
Tom Quickel, Art Metal Con- 
struction Company, Jamestown, 
m, Us 
R 


John J. Ramma, Automatic Pencil 
 — oicammed Company, Chicago, 


Charles H. Ramsey, Ever Ready 
mags Mfg. Company, Jersey 


City, N. J. 
Elgin C. Rawls, The White Com- 


pany, Columbus, Ga. 


E. R. Razner, Whiting-Plover Pa- 
per Company, Stevens Point, 


Wisc. 

W. S. Read, Saint Paul Book & 
Stationery Company, St. Paul, 

inn. 

C. W. Redman, The Texas Com- 
pany, Houston, Tex. 

Pete Reitzel, Boorum & Pease 
Company, New York, N. Y. 


T. F. Rantz, G. J. Aigner Com- 
pany, Chicago, Ill. 
Will Reuter, Crowley - paruter 


Staty. Co., Kansas Cit 

Fred A. Richmond, Richmond & 
Backus Co., Detroit, Mich. 

P. S. Riddle, Associated Station- 
= Supply Company, Chicago, 


W. G. Ridley, Jr., American Pad 
& Paper Company, Chicago, II. 
Harvey E. Rivera, Dameron-Pier- 


son Company, Ltd.. New Or- 
leans, La. 

Franklin E. Rising, Jr., Industria! 
Prtg. & Staty. Company, Hun- 


tington Park, Calif. 
Rockwell, Yawman and 
Erbe Mfg. Company, Rochester, 


N. 
unr Rodenkirch, Fond Du Lac 
Office Stationery, Fond du Lac, 


s, Eaton Paper Com- 
pany, Pittsfield, Mass. 

A. J. Roos, Diebold Safe & Lock 
Company, Canton, Ohio. 

C. W. Roth, Roth Office Equip- 
ment Company, Dayton, Ohio. 
H. E. Ruch, Stationers, Inc., In- 

dianapolis, Ind. 

Walter Ruedy, S. G. Adams Com- 
pany, St. Louis, Mo. 

G. Ruck, Columbia Steel Equip- 
ment Company, Philadelphia, 
Penna. 

John B. Rushmore, Reyburn Mfg. 
Company, Chicago, Il. 

Frank M. Ryan, Sanford Ink 
Company, Chicago, III. 


Ss 


Robert B. Sainberg, Sainberg & 
Company, New York, N. Y. 

F. W. Samson, Moore Push Pin 
Company, Philadelphia, Penna. 

H. F. Sanner, Duggan Rider Com- 
pany, Erie, Penna. 

S. M. Saunders, Office Supply & 
Printing Company, Cleveland, 

io. 

Robert Sauter, A. W. Faber, Inc., 
Newark, N. J. 

F. C. Schaefer, Sanford Mfg. Com- 
pany, St. Paul, Minn. 
. M. Schaefer, Andrews Paper 
Company, Washington, D. C. 

J. H. Schermerhorn, Joseph Dixon 
Crucible Company, Jersey City, 


N. J. 

A. Schiller, Schiller & Schmidt 
Company. Chicago, Ill 

William Schmeiderer, Buxton & 
Skinner Printing & Stationery 
Company, St. Louis, Mo. 
H. C. Schmidt, Pounsford Station- 
ery Company, Cincinnati, Ohio. 
F. B. Schneider, Diebold Safe & 
Lock Company, Canton, Ohio. 
C. P. Schoen, The Wah! Company, 
Chicago, Ill. 

Arthur Schooley, Schooley Prtg. 
& Staty. Company, Kansas City, 
M 


o. 
R. H. Schorb, Columbia Office 


Supply Company, Columbia, 
a. < 
R. H. Schorb, Jr., Columbia Office 
Supply Company, Columbia, 
Ss. ©. 


L. T. Schreiber, Niagara Dupli- 
cator Company, San Francisco, 
Calif. 

N. F. Schreiber, Messenger Print- 
ing Company, Ft. Dodge, Iowa. 

H. Schulenburg, Horder’s, Inc., 


Chicago, Ill. 

William Schulhof, Office Publica- 
tions Company, New York, 
N. Y 


W. L. Schuster, National Blank 
Book Company, Chicago, III. 
Carl M. Schutz, Eagle Pencil 
Company, New York, N. Y. 
Earl H. Scott, Goldsmith Book & 

Staty. Co., Wichita, Kans. 

George M. Scott, George M. Scot 
& Sons, Idaho Falls, Idaho. 

Clem W. Seely, The Tisch-Hine 
Co., Grand Rapids, Mich. 

M. B. Seldon, Office Specialty 
Mfg. Company, Ltd., Newmar- 
ket, Canada. 

E. H. Sell, Sell & Company, Co- 
lumbus, Ohio. 


Clarence Sengbusch, Sengbusch 
Self-Closing nkstand Company, 
es ig Ls 

J. Senner, J. Olsen Com- 
ba? Mileecuise’ Wisc. 
Seymour, Horder’s, 
"Chicago, Til. 

Edw. Shapiro, Horder’s, Inc., Chi- 
cago, Ill. 

George W. Shaw, Shaw-Walker 
Company. Muskegon, Mich. 

Craig Sheaffer, W. A. Sheaffer Pen 
Company, Fort Madison, Iowa 

. Shee, Oakville Company, 
‘Oakville, Conn. 

Harry R. Sheppard, Pittsburgh 
Dist., Stationers’ Assn., Pitts- 
burgh, Pa. 

Harry Shockley, The Bramwood 
Press, Indianapolis, Ind. 

Harry . Short, Chicago, Il. 

Milton Shuster, Charles M. Hig- 
gins & Company, Philadelphia, 


Pa. 

Elmer L. Sick, W. B. Gregory & 
Son, Inc., Detroit, Mich. 

Ward H. Silliman, Sengbusch 
Self-Closing Inkstand Company, 
Milwaukee, Wisc. 

Cc. W. Simpson, Art Metal Con- 
struction Company, Jamestown, 


Inc., 


A. Skagseth, Skagseth Stationery 
Company, Miami, Fla. 

A. R. Skibbe, Associated Station- 
= Supply Company, Chicago, 


C. Small, Fulton Specialty Com- 
pany, New York, N. Y. 

T. Carl Smart, Columbus Blank 
Book Mfg. Company, Columbus, 
Ohio. 

Fred R. Smart, Stationers Guild 
of Canada, Toronto, Can. 

C. J. Smith, The Pierce Company, 
Fargo, N. D. 


Dan mith, Jr., Smith Printing 
Company, Inc., Williamsport, 
Pa. 


George E. Smith, Superior Type 
Company, New York, _ 2 
P. J. Smith, Pinellas Printing & 
Stationery Company, St. Peters- 
burg, Fla. 

W. E. Smith, Ace Fastener Cor- 
porate. Chicago, Ill. 

Zac P. Smith, Smith Stationery 
Company, Birmingham, Ala. 

John Smythe, Andrew Geyer, Inc., 
New York, 

W. L. Snelling, Horder’ s, 
Chicago, Il. 

A. B. Snyder, Stewart’s Inc., In- 
dianapolis, Ind. 

. Solem, Koch Bros., Des 
Moines, Iowa. 

Edward Southworth, Southworth 
Company, West Springfield, 
Mass. 

Cc. E. Spath, The Brooks Com- 
pany, Cleveland, Ohio. 

J. S. Sprott, The Globe-Wernicke 
Co., Cincinnati, Ohio. 

P. J. Stack, Johnson Stack Com- 
pany, Chicago, Til. 

. G. Stacy, Spencerian Pen 
Company, New York, . 

Sim R. Stedman, Koch Bros., Des 
Moines, Iowa. 

Edward B. Stein, Stein Brothers 
Mfg. Co., Chicago, Ill. 
George Stein, Stein Bros. Mfg. 

Company, Chicago, IIl. 

Leo Stein, Stein Bros. Mfg. Com- 
pany, Chicago, III. 

E. Steinbeck, S. K. Smith 
Company, Chicago, Ill. 

Fred Steinhilber, Andrew Geyer, 
Inc., New York, N. Y. 

Charles A. Stevens, Stevens, Ma- 
loney & Company, Chicago, III. 

G. O. Stevens, Stevens, Maloney 
& Company, Chicago, II. 
Ernest M. Stewart, Stewart Office 
Supply Company, Dallas, Tex. 

J. W. Stewart, L. E. Waterman 
Company, New York, N. Y. 

W. Neill Stewart, Stewart Office 
Supply Company, Dallas, Tex. 
W. E. Stockett, Jr., Stockett-Fiske 
Company, Washington, D. C 
Walter J. Stolle, Buckeye Ribbon 
— Company, Cleveland, 

io. 

Charles A. Stott, Charles G. Stott 
& Company, Washington, D. C. 
Steve Stout, Wilson-Jones Com- 
pany, Cleveland, Ohio. 

J. C. Strauss, Automatic Pencil 
seerpenee Company, Chicago, 


Inc., 


Dwight Stule, Verstegen Printing 
Company, Sioux City, Iowa. 

H. A. Sturdevant, Ace Fastener 
Corporation, Chicago, III. 

H. H. Suender, The General Fire- 
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prosting Company, Youngstown, 


io. 
J. R. Swift, Superior Type Com- 
mow Chicago, IIL 
Syl lvester, Sylvester-Nielsen, 
a .. Appleton, Wisc. 


T 


Charles G. Taoke, The Texas Com- 
any, New York, ae 

John W. Tamany, Boorum & 
Peas* Company, — * 4 

L. H. Tavernier, Fulton Specialty 
Company, Elizabeth, N. J. 

Harry Tehan, Charles M. 
Company, Brooklyn, N. Y. 

Henry Ten Hoor, fice Supplies, 
Inc., Muskegon, Mich. 

Ben Terkel, H. Niedecken Com- 
pany, Milwaukee, Wisc. 

Stratton Terstegge, Binnev & 
: Company, New York, 


Louis A. Tetlinski, 
Geiger & Company, 
worth, Kas. 

W. F. Thomas, 
& Supply Company, 
Ohi 


°. 
C. S. Thompson, Standard Furni- 
ture Company, Herkimer, N. Y. 
J. N. Thompson, Globe-Gazette 
ying Company, Wahpeton, 


Decker’s, Inc., 


George H. 
Leaven- 


Findlay Printing 
Findlay, 


Russ Thompson, 
Anderson, Ind. 

E. J. Thomsen, L. W. Holley & 
Son Company, Des Moines, 
Iowa. 

G. S. Thorn, Paul Anderson Com- 
pany, San Antonio, Tex. 

George Thornton, McGregor 
Company, Athens, Ga. 

H. S. Thorp, Hall & McChesney, 
Inc., Syracuse, N. Y. 

S. C. Toof, S. C. Toof & Com- 
pany, Memphis, Tenn. 
R. P. Towne, National Blank 
Book Company, Holyoke, Mass. 
Fred H. Tracht, University of 
Chicago Bookstore, Chicago, Ill. 
G. Trahon, General Office upply 

Company, LaFayette, La. 

P. E. Trautman, T Brooks Com- 
pany, Cleveland, Ohio. 

Triner, Triner Scale & Mfg. 
" Company, Chicago, IIL 

Emory A. Trussell, Trussell Com- 
pany, Poughkeepsie, N. Y. 

R. M. Tussing, Victor Safe & 
Equipment Company, North 
Tonawanda, N. Y. 

W. J. Tynan, S. S. ) Inc., 
New York, N. 


U 


Charles F. Underwood, Fulton 
- hed Company, Elizabeth, 


Vv 


R. B_ Vail, Vail Mfg. Company, 
Chicago, Ill. 
= alleau, George E. Fox 
Company, Chicago, IIl. 
R. Reid Vance, Ohio Stationers 
Association, Columbus, Ohio. 
Van Dorn, Jr., Joseph 
Dixon Crucible Company, a- 
plewood, N. J. 
A. C. Van Horne, Eberhard Faber 
Pencil Company, Chicago, Ill 
Murray Vernon, SE & M. Ver- 


non, Inc., Elizabeth, %. 

a Vojta, Frank Mashek & 
Comoe Chicago, Ill. 

F. Von Ritter, Stationers 
acme Leaf Company, New 
York, N. Y. 

James Vreeland, Royal Type- 
writer Company, ew York, 
N. Y. 

Ww 


J. A. Wachtler, 
Inc., Bismarck. 

Woodson P, Waddy, ‘Everett Wad- 
dey Company, Richmond, Va. 

Walter Wagner, University Book 
Store, Chicago, Ill, 

A. J Walker, Farnham Staty. & 
School Sw "ply Company, Min. 
neapolis, Minn. 

S. E. Walker, B. F. Goodrich Rub- 
ber Company, Okron, Ohio. 

C. E, Wallace, Cleveland Con- 
comer Company, Cleveland, 

hio 

Ebenezer Wallace, Southern Cali- 
fornia Stationers, Los Angeles, 


Calif. 
Gordon Wallace, Advertisers Litho 
Service, Chicago, IIL 


Hoskins-Meyer 
D. 
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W. H. Wallace, Bainbridge, Kimp 
ton f Haupt, Inc., New York, 


N. 
_— Y walsh, Southworth Com- 


pany, Chicago, II! 
Rowland A. altz, John W. Gra 


ham & Company, Spokane, 
Wash. 
H. J. Wantz, Skinner & Kennedy, 
St. Louis, Mo 
James P. Ward, Jr., Shipman- 
Chicago, 


Ward Mfg. Company, 
Ill 


Southwestern 
Com- 


Ted R. Warkentin, 
Printing & Stationery 
pany, Lawton, Okla. 

Ham J. Warnock, The Globe-Wer 
nicke Co., Chicago, IIL 

Lyman G. Warren, Superior Type 
Company, Chicago, Ill 

Frank D. aterman, L. E. Water 
man Company, New York, N. Y 

G. T. Watson, The Utility Pen 
Company, Inc., Chicago, III 

Norman Watts, Office Equipment 
Company, Louisville, Ky 

Homer Weber, Best Pencil Com 
pany, New York, N. Y. 

F. Weber, Ace Fastener Cor- 
poration, Chicago, III. 

Henry H. Wegner, Wegner Office 

Supply Company, Fond du Lac, 


Wisc 

Louis H. Weiler, Severinghaus & 
Weiler, Chicago, II! 

B. Weinberg, McCloy Company, 


Pittsburgh, Penna 

T. Weingaertner, Belleville Sta- 

tionery Company, Belleville, Ill 
E. T. Weis, Weis Mig. Company, 

Monroe, Mich 
R. A. Weissenborn, General Pen- 

cil Company, Jersey City, N. J 


Roy E. Wells, Art Metal Con- 
struction Company, Jamestown, 

> | 
B. J. Westdal, Interstate Station- 


ery Company, Williston, N. D 
J. L. White, The White Company, 
Columbus, Ga 
H. C. Wilking, BCD Office Equip- 


ment, Detroit, Mich 

Frank G. Willenborg. Willenborg 
Stationery Printing Com 
pany, Cincinnati, Ohio 
W. Williams, Stationers Guild 


of America, Philadelphia, Penna. 

Cosmo L., Williams, illiams Sta- 
tionery, Sarasota, Fla. 

H. B. Williams, Do/More Chair 
Company, Elkhart, Ind. 

E. C. Wilson, Wilson Stationery 
& Printing Company, Houston, 


ex. 

Walter Wilson, E. L. 
Providence, R. I 

E Frank Winfield, 
Grand Junction, Colo. 

L. P. Wingate, General Pencil 
Company, Jersey City, N. J 

William E. Wintrich, Acco Prod 
ucts, Inc., Detroit, Mich. 

Leo W. Wittger, Smith & Butter- 
field Company, Evansville, Ind. 

H. H. Wittstein, Cincinnati, Ohio. 

E. H. Wobber, Wobber’s, Inc., 
San Francisco, Calif. 

George H. Wolcott, Wilson-Jones 
Company, Chicago, III. 

C. A. Wolf, Mayer-Schairer Com- 
pany, Ann Arbor, Mich. 
N. Wood, Esterbrook Steel Pen 


Freeman, 


Winfield’s, 


Mfg. Company, Camden, N. J. 
H. J. Woodmansee, Woodmansee 
Company, Bismarck, N. D. 


J. L. Wren, Jr., Western Bank & 
Office Supply Company, Okla 
homa City, Okla 

Walter Wyman, The Carter’s Ink 
Company, Cambridge, Mass. 


Y 


Harry Yager, David Kahn, Inc., 
North Bergen, N. J 

Theodore W. Yaple, 
Morgan Company, 
Ohio. 

Francis | Yawman, Yawman and 
Erbe Mfg. Company, Rochester, 
N. Y. 


Harry L. 
Columbus, 


Z 

Fred Ziegler, Ziegler, Inc., Cin 
cinnati, Ohio. 

C. R. Zoeckler, Zoeckler’s Office 
Furniture & Supplies, Daven- 
port, Iowa. 

R. Zuck, Rite Rite Manufactur- 
ing Company, Chicago, 


REGISTRATION—LADIES 


A 


Mildred Agnete, New York, N. Y. 

Mrs. Ivan Allen, Jr., Ivan Allen- 
Marshall Company, Atlanta, Ga. 

Mrs. H. C. Anderson, Cincinnati, 
Ohio 

Mrs. R. G. Attaway, Tulsa Sta- 
tionery Company, Tulsa, Okla. 


B 


Mrs. Edwin I. Baer, Canton, Ohio 
Mrs. Harry Balch, Quality Park 
Envelope Company, Chicago, Ill. 
Mrs. P. H. Barkley, C. L. Bark 
ley & Company, Chicago, III 
Mrs. T. Bledsoe, Autopoint 

Company, Ceieeee, Ill 
Mrs. William | d, —_ ‘a 
ucts, Lon tana City, 
rs. Ken i Boyer, ar B 
Newton Company, Toledo, Ohio. 
Mrs. Garner Bramwood, The 
Bramwood Press, Indianapolis, 


Ind. 
Mrs. B. J. Bristoll, Des Moines, 


Iowa 
Cc 


Mrs. C. N. Cahill, Autopoint Com- 
any, Chicago, III 

Edith Caldwell, C. L. Downey Co., 
Cincinnati, Ohio 

Mrs. Harold G. Carithers, Atlanta, 
Ga 

Mrs. C. C. Carpenter, Edgewater 
Paper Company, Chicago, III 

Mrs. R. P. Carpenter, Sanford 
Manufacturing Company, Chica- 
go, Ill 

Mrs. J. F. Carroll, Temple & Car 
roll, Galesburg, Il 


Mrs. K. E. Castle, Chicago, Ill 

Mrs. F. H. Caswell, F. S. Web 
ster Company, Cambridge, Mass 

Mrs. C. F. Cody, C. F. Cody Com- 
peng, Dubuque, Iowa. 

Mrs. Fred L. Coggin, Sun Rubber 
Company, Barberton, Ohio. 

Mrs. Sidney E. Collins, Automatic 
Pencil Sharpener Company, Chi- 
cago, Ill 

Mrs. C. G. Consodine, Wallace 
Pencil Co., Chicago, Il 

Mrs. Parle Cooley, Bates Manu- 


facturing Company, Chicago, III 
Mrs. F. S. Cooper, Codo Manu- 
facturing Company, Coraopolis, 


M. Cooper, 
Stationers Supply 
Chicago, Til. 

Mrs Jim W. Cooper, Jr., Atlanta, 


Ga. 

Mrs. R. D. Cooper, Art Metal 
Construction Company, Chicago, 
Ill. 

Mrs. George Cormack, Wilson- 
Jones Company, Chicago, III. 
Mrs. John B. Courtenay, Atlanta, 

Ga. 


Associated 
Company, 


Mrs. W. H. Cox, Chicago, Il. 
Mrs. F. R. Curtis, New Haven, 
Conn 


D 


Mrs. F. C. Deli, Autopoint Com- 
pany, Chicago, Ill 
Mrs. C. S. Demaree, Demaree Sta 
tionery Company, Kansas City, 
18) 


Mrs. Harry C. 
Ohi 


io. 

Mrs. W. R. Diehl, 
Ohio 

Mrs. M. A. Dillon, Chicago, III. 

Evelyn Dorf, Stein Bros. Mfg. Co., 
Chicago, Ill. 

Mrs. Fred Downs, Tulsa, Okla. 

Mrs. Bill Doyle, Bill Doyle Office 


Dick, Cincinnati, 


Columbus, 


Suoqe™. Oklahoma City, Okla 
H. Dressel, Autopoint 
oe, Chicago, Il. 

Mrs. W. E. Duerr, BCD Office 
Equipment Inc., Detroit, Mich. 
E 
Mrs. Ray J. Eichenlaub, Service 
Stee! Products Corp., Chicago, 

Ill 
Mrs. Lynn B. Emery, Lynn B. 
Emery & Company, Detroit, 
Mich 
Mrs. Charles H. Everly, Office 
Appliances, Chicago, III. 

F 
Brooklyn, 


Mrs. Eberhard Faber, 
A 


Mrs. Frank H. Fargo, Bridgeport, 
Conn. 

Miss Margaret Farwell, Koch 
Bros., Des Moines, Iowa. 


Mrs. H. L. Fellowes, Chicago, II. 

Vera Fitzner, Cleveland Container 
Co., Cleveland, Ohio. 

Mrs. M. V. Follin, Chicago, III. 

Mrs. John Ford, Peterson Litho. 
o., Omaha, Nebr. 

Mrs. George E. Fox, George E. 
Fox & Company, Chicago, III. 


G 


Mrs. F. E. Gallup, Gallups Inc., 
Kansas City, Mo. 

Mrs. Charles P. Garvin, Washing- 
ton, D. C. 

Mrs. G. S. Gelsanliter, Mt. Ver- 
non, Ohio. 

Mrs. ane Geyer, New York, 
N. 

Mrs May S. Godwin, Godwin Sta- 
tionery Company, Birmingham, 


Ala. 
Mrs. Paul A. Gosiger, Loose Leaf 
Metals Company, St. Louis, Mo. 
Mrs. George B. Graff, George B. 
Graff Company, Newton Centre, 
Mass. 


Mrs. J. S. Gram, J. L. Hanson 
Company, Chicago, IIl. 
Mrs. Harold Graves, Wilson- 


Jones Company, Chicago, IIL 
Mrs. Carl G. Grimes, Los An- 
geles, Calif. 
Mrs. A. B. Gustafson, A & E Sup- 
ply Company, Duluth, Minn. 


H 


Mrs. J. D. Hale, Rite-Rite Mfg. 
Company. Chicago, IIl. 

Mrs. Lon F. Hancock, P. F. Vol- 
land Company, Chicago, III. 
Mrs. E. G. Harpold, J. L. Hanson 

Company, Chicago, IIl. 
Miss Ada Hawkins, Chicago, IIl. 
Mrs. B. L. Henderson, Art Metal 
Construction Company, James- 


town, N. Y. : 
Esther Herskovitz, Office Appli- 
ances, Chicago, III. 


Mrs. Harry Heymann, Eagle Pen- 
cil Company, New York, N. Y 


Mrs. Arthur J. Hirsh, J. Meyers 
Statv. & Prtg. Co., New York, 
N. Y. 

Mrs. John P. Hoffman, Port 


Huron, Mich. 
Mrs. C. C. Holley, L. W. Holley 
& Son, Des Moines, Iowa. 
Mrs. Edgar R. Hooper, Chicago, 


Ill. 
Mrs. E. Y. Horder, Horder’s, Chi- 


cago, Il. 
Mrs. H. G. Horder, Horder’s, Chi- 
cago, Ill. 


Mrs. C. B. Horr, Victor Safe & 
Equipment Co., La Grange, Ill 
Mrs. C. H. Howell, T. H. Payne 
Company, Chattanooga, Tenn. 
Miss Carol Hubbard, Andrew 

Geyer, Inc., Chicago, III. 
Mrs. Charles H. Hucke, Atlanta, 


a. 
Mrs. Frank M. Hughes, Standard 
Office Supply Company, Okla- 
homa City, Okla. 
Mrs. John G. Hullett, 
Md 


Mrs. Aug. Hunn, The H. H. West 
Company, Milwaukee, Wisc. 


J 


Baltimore, 


Mrs. J. H. Jacobchick, Globe-Ga- 
zette Printing Company, Wah- 
peton, N. 

Mrs. W. C. Jacquin, Jacquin & 
Company, Peoria, III. 

Mrs. Sterley F. Jerue, McClain & 
Hedman Company, St. Paul, 
Minn. 

Mrs. Evan Johnson, Office Appli- 
ances, Chicago, " 

Mrs. C. H. Johnstone, Neva-Clog 
Products, Inc., Bridgeport, Conn. 
K 
Mrs. E. A. Keeling, Art Metal 
Construction Company, James- 

town, N. Y. 

Mrs. J F. Kennedy, Trussell 
Manufacturing Co., Grafton, 
Mass. 

Mrs. K. H. Kiesel, 


The Carter's 

Ink Company, Chicago, . 

Mrs. Horace K. Kilham, Kilham 
Stationery & Printing Company, 
Portland, Ore. 

Mrs. F. C. Kirk, W. H. Zaiser 
Specialty Co., Des Moines, Iowa. 

Mrs. C. J. Knapp. Waterloo, Iowa. 

Miss Ella E och, Koch Broth- 


OFFICE APPLIANCES 


ers, Des Moines, lowa. 


Mrs. E. J. Kral, Cleveland, Ohio. 
L 


Mrs. W. S. Lennartson, Office Ap- 
pliances, Chicago, III. 

Mrs. C. Leonard, 
Mich. 

Mrs. Ernest J. Lessard, Lessard 
Printing & Stationery Com- 
pany, St. Louis, Mo. 

Mrs. Hy Linden, Chicago, Il. 

Caroline L. Lloyd, Binders Board 
Manufacturers Association, New 
York, 

Mrs. C. W. Lofgren, Sanford 
Manufacturing Company, Chi- 
cago, Ill. 

Mrs. Frank Lynch, Johnson Press 
Company, Wichita, Kas. 


M 


Detroit, 


Mrs. D. A. MacDougall, Station- 
ers Loose Leaf Company, Royal 
Oak, om” 

Mrs. . Irvin Mackey, The 
Cooke & Cobb Company, Brook- 
lyn, 


» 2 
Miss C. F. Malatesta. Office Ap- 


pliances, Chicago, IIl. 

Mrs. Ralph Maneval, A. W. Fa- 
ber, Inc., Chicago, Il. 

Miss Rita Mann, Office Appli- 
ances, Chicago, IIl. 

Mrs. Charles M. Marshall, Ivan 


Allen-Marshall Company, Atlan- 
ta, Ga. 

Miss Cara June Martin, Des 
Moines, Iowa. 

Mrs. Frank Mashek. Frank Mash- 
ek & Company, Chicago, III. 
Mrs. Frank Mashek, Jr., Frank 
Mashek & Company, Chicago, 


Ill. 
Mrs. Elda Gail 


Gallup, N. M. 
Mrs. L. H. McDaniel, Fort Worth, 


Tex 

Mrs. D. C. Miller. Office Appli- 
ances, Chicago, III. 

Mrs. John M. Mills, Mills Com- 
pany. Sheridan, Wyo. 

Mrs. H. A. Morgan, Stationers 
Corporation, Los Angeles, Calif. 

Mrs. Herbert S. Morgan, Chicago, 
Til. 


Mason, Masons, 


N 
Mrs. E. Neary, New York, 
N 


Mrs. E Z. Newton, Newell B. 
Newton Company, Toledo, Ohio. 

Mrs. W. J. Nickel, Chicago, III. 

Mrs. Henry W. Nims, E. L. Moore 
Book Store, Norfolk, Nebr. 


P 


Mrs. J. M. Parrott, Waterloo, Ia. 

Mrs. J. S. Parrott, Waterloo, Ia. 

Mrs. W. Parrott, Matt Parrott 
Company, Waterloo, Iowa. 

Mrs. E. T. Battey, Boorum & 
Pease, Brooklyn, N. Y. 

Mrs. N. L. Pearce, Eberhard Fa- 
ber Pencil Company, Chicago, 
Til. 

Mrs. O. W. Peckman, 
Colo. 

Mrs. G. S. Percy, Automatic Pen- 
cil Sharpener Company, Chica- 
go, Ill. 

Mrs. Henri Petetin, Henri Petetin 
Inc., New Orleans, La. 

Mrs. W. V. Pierce, Midland Pa- 
per & Stationery Company, 
Minneapolis, Minn. 

Mrs. D. R. Pinney, Chicago, IIl. 

Ada F. Popes: W. H. Zaiser Spe- 

Des Moines, Iowa. 

Mrs. J. O. “Popple, W. H. Zaiser 
Spotty Co., Des Moines, Ia. 

R. H. Potter, The Auto- 
point Company, Chicago, III. 


R 
Riley, 


Denver, 


Mrs. Herbert Colorado 
Springs, Colo. 

Mrs. C. W. Roth, The Roth Office 
Equipment Company, Dayton, 
Ohio. 

Mrs. B. N. Ruby, Edgewater Pa- 
per Company, Chicago, IIl. 

Mrs. John B. Rushmore, Reyburn 
Manufacturing Company, Chi 
cago, IIL 

Mrs. Frank M. Ryan, Sanford Ink 
Company, Chicago, III. 


Ss 


F. Sanner, Erie, Penna. 


Mrs. H. 
Newark, N. J 


Mrs. Anna Sauter, 
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Mrs. R. H. Schorb, Columbia Mrs. A. R. Skibbe, Chicago, Ill. U tas ee Company, New York, 
Office Supply Company, Colum- Miss M. E. Smith, Ace Fastener » A 
-_ Ss << Corp., Chicago, Il. Mrs. Charles F. Underwood, Ful- Mie Henry Wegner, Wegner 
Mrs. W. L. Schuster, National Mrs, John Smythe, Andrew Geyer, ton Specialty Company, Eliza- Office Supply &. Fond Du 
Blank Book Company, Chicago, Inc., Chicago, III. beth, N. J. Lac, Wisc. 
Ill. Mrs. Dwight Steele, Sioux City, Mrs. M. T. Weingaertner, Egyp 
Mrs. Earl H. Scott, Goldsmith lowa. Vv tian Stationery Company, Belle- 
Book & Stationery Company, Mrs. E. W. Steinbeck, S. K ville, Ill, 
Wichita, Kas. Smith Company, Chicago, Ill Mrs. R. J. Vojta, Frank Mashek Miss C. J. Wheelwright, Frank 
Mrs. Clem W. Seely, Grand Rap- Mrs. Fred Steinhilber, Andrew & Company, Chicago, Ill. Weeks Manufacturing Company, 
ids, Mich. Geyer, Inc., New York, N. Y. New York, N. Y. 
Mrs. E. H. Sell, E. H. Sell, Inc., Mrs. Walter G. Stolle, The Buck- Ww Mrs. J. L, White, The White Com- 
Columbus, Ohio. eye Ribbon & Carbon Co., pany, Columbus, Ga. 
Miss Dorothy Seymour, Horder’s, Cleveland, Ohio. Mrs. A. J. Walker, Minneapolis, Betsy Whitman, Whitman's Inc., 
Chicago, IIl. Mrs. J. R. Swift, Superior Type Minn. Massillon, Ohio. 
Mrs. F. P. Seymour, Horder’s, Company, Chicago, III. Mrs. B. B. Walling, Minneapolis, Mrs. L. H. Wittgen, Smith & But- 
Inc., Chicago, Ill. Miss Virginia Swift, Superior Minn. terfield Company, Evansville, 
Mrs. Craig Sheaffer, W. A. Type Company, Chicago, III. Mrs. Herbert Walsh, Southworth Ind. 
Sheaffer Pen Company, Fort Company, Chicago, Il. Mrs. H. H. Wittstein, Cincinnati, 
Madison, Iowa. Mrs. James P. Ward, Jr., Ship- Ohio 
Mrs. C. C. Shee, Waterbury, Conn. 7 man-Ward |; <e Com- Mrs. Edward Wobber, Wobber’s 
Mrs. Harry R. Sheppard, Pitts- pany, es he Incorporated, San Francisco, 
burgh Stationery Company, Mrs. Ted Rrctenste. South- Calif. 
Pittsburgh, Penna. Mrs. A. J. Taylor, S. C. Toof western Printing & Stationery 
Mrs. Harry L. Short, Chicago, Il. Company, Memphis, Tenn. Company, Lawton, Okla. Z 
Mrs. E. L. Sick, Detroit, Mich. Mrs. J. N. Thompson, Globe Ga- Mrs. Ham J. Warnock, The 
Mrs. C. W. Simpson, Art Metal zette Printing Company, Wah- ae Wernicke Co., Chicago, Mrs. C. R. Zoeckler, Zoeckler’s 
Construction Company, James- peton, N. D. ’ Office Furniture & Supplies, 
town, N. Y. Mrs. R. P. Towne, Holyoke, Mass. Men F. D. Waterman, L. E. Davenport, Iowa. 


\ 7s ~ 
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Hl. T. Griswold, Sanford Mfg. Co., General Chairman of the Chicago Convention 
Committee, Surrounded by Committee Members: 


Outer circle, left to right: E. E. Long, Horder’s Inc., Golf Committee 
George Cormack, Wilson-Jones Co., Chairman, Inner circle, left to right: 
Entertainment Program Committee S. E. Collins, Automatic Pencil Sharpener Co., 
Evan Johnson, Office Agollence es, Publicity Publicity Committee; 
Committee; F. A. Lang, Triner Scale & Mfg. Co., Reception 
_Geo. J. Aigner, Geo. J. Aigner Co., Reception Committee; 
Committee; Fred Tracht, University of Chicago Bookstore, 
M. E. Roberts, A. B. Dick Co., Finance & Registration Committee; 
Budget Committee; W. J. Boyd, Acco Products, Inc., Golf Com- 
Jack Gram, J. L. Hanson Co., Reception Com- mittee; 
mittee; Cc. C. Carpenter, Edgewater Paper Co., Chair- 
_George Herrmann, Heyer Corp., Reception man, Hotel Accommodations Committee; 
Committee; E. G. Harpold, J. L. Hanson Co., Reception 
C. N. Cahill, Autopoint Co., Publicity Com- Committee; 
mittee; G. O. Stevens, Stevens haammaied & Co., Chair- 
Harry Chumley, Woodworth’s Bookstore, man, Exhibit Committee 
Registration Committee; H. L. Fellowes, Bankes -rs Box Co., Chairman, 
Mrs. Karl E. Castle , Chairman, Ladies’ Enter- Publicity Committee; 
tainment Committee; F. P. Seymour, Horder’s Inc., Chairman, 
E. R. Hooper, Stuart-Hooper & Co., Reception Finance & Budget Committee; 
Committee; L. E. Hooker, Commercial Furniture Co., 
_ Frank Mashek, Frank Mashek & Co., Recep- Reception Committee; 
tion Committee ; J. RK. Swift, Superior Type Co., Reception Com- 
Harry Balch, Quality Park Envelope Co., Golf mittee ; 
Committee; Carl Priesing, The Wahl Co., Publicity Com- 
_R. B. Vail, Vail Mfg. Co., Chairman, Registra- mittee: 
tion Committee; Oscar Modine, Marshall-Jackson Co., Registra 
A. R. Skibbe, Associated Stationers Supply Co., tion Committee; 
Chairman, Business Program Committee; R. P. Carpenter, Sanford Mfg. Co., Chairman, 


Eldon Just, Just & Son, Reception Committee; Golf Committee. 


Here Endeth the Complete Report of the 

Thirty-first Annual Convention of the Na- 

tional Stationers Association, Held in Chi- 
cago, September 20-24, 1936 








EDITORIAL 


No Sununer Slump in Many Divisions 


@4 Indicative of the gradual but steady improve- 
ment of business within our industry is a report 
of a current survey contained in the August 26 
issue of “Standard Trade & Securities.” 

The principal and most inspiring point of this 
report which paints a most optimistic picture 
throughout its brief length, is the statement that 
in many divisions of the industry there was no sign 
of the business decline which is usually experi- 
enced in July and August. In fact, the report de- 
clares, “July business was fully as good as, and in 
some instances better, than late spring sales. Au- 
gust volumes have held similarly well.” 

Though vacation schedules have cut down pro- 
duction in some lines shipments remain heavy, the 
survey indicates. Some companies report back- 
logs of unfilled orders as being the heaviest on rec- 
ord, while all firms declare this healthy condition 
considerably more apparent than it was one year 
ago. 

Still another factor of the survey, significant to 
exporters, is the following paragraph: 

“Despite unsettled political conditions in Eu- 
rope and Eastern Asia, export business has im- 
proved satisfactorily. Total exports for the first 
five months of this year were eight per-cent larger 
than for the corresponding period of 1935. Present 
indications are that the trade as a whole will enjoy 
its best fall sales since 1929, although still well be- 
low those totals.” 


Britain Raises Duty on U. 8. 
I ypewriters 


@ While not exactly unexpected, nevertheless 
American typewriter manufacturers can not avoid 
being a little disturbed over the recent boost in 
the tariff on American typewriters entering Great 
Britain, for the United Kingdom has been the most 
important export market for typewriter manufac- 
turers in this country. The increase amounts to 
a little over four dollars—one pound sterling, to 
be exact—and applies to all new office-class type- 
writers weighing more than twenty-two pounds 
and having a value above the equivalent of about 
thirty dollars. 

The duty on typewriters valued at less than 
about thirty dollars, which includes used and re- 
built machines, was, however, reduced by about 
five dollars, the new tariff being just under fifteen 
dollars. 

The financial writer for the New York Ameri- 
can, writing in that paper for September 6, says 


that despite a duty on typewriters initiated by the 
British in 1932, “the dollar value of all typewrit- 
ers, new and used, and including parts, exported 
to the United Kingdom during 1935 was substan- 
tially greater than the 1931 volume, the respec- 
tive figures being $3,356,862 and $3,127,959, ac- 
cording to the Bureau of Foreign and Domestic 
Commerce figures.” 

The same writer states that “An executive of 
one company admitted sales and earnings, as a 
result the tariff boost, undoubtedly will be affected 
or reduced,” and the same official “credited Amer- 
icans with developing the British market, and de- 
clared they were being hampered by ‘arbitrary 
and unjustified’ methods, the outcome of the cur- 
rent great degree of ‘nationalistic’ feeling.” 

Another official was quoted as believing “the 
American grip on the British market would be re- 
tained due to the superiority of American prod- 
ucts over the British makes. He estimated Amer- 
ican typewriters command at least half the British 
commercial market, and pointed out that ‘of course 
the government buys British makes.’ ”’ 

It is further stated that “the opinion was also 
given that the increased tariff as well as ‘protect- 
ing’ the ‘artificial British’ market might be em- 
ployed as a bargaining point in any reciprocal 
treaty negotiations with the United States.” 

Just how far reaching the effects of this tariff 
increase may be can not, of course, be determined 
at this time. One of the American manufacturers 
has been supplying the British trade from its 
plant in Canada, therefore escaping the British 
duty. While another company, it is said, has an 
assembly plant in Great Britain, but for the most 
part ships machines complete from the United 
States. Whether the new tariff will impel other 
companies to manufacture within the British Em- 
pire or result in reciprocal trade agreements 
which will remove the disadvantage remains to be 


determined. 


e+ 


Better Business Than You Think 
An Editorial by C. F. Price in Remington Rand 
News September 1, 1936 
@ “It looked two years ago as if the ‘Turn’ had 
come. Purse strings began to loosen then. By 
1935 there wasn’t any doubt. Business—at last— 

was buying! 

“Modernization became a word to conjure with! 

“‘Now—more than ever—business is buying to 
modernize. The momentum is increasing. Whether 
you personally have sensed the trend, the rate of 
recovery is rapidly speeding up. Figures prove 
it. 

“Last year nine big steel companies spent $81,- 
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000,000 to expand and modernize; this year they 
appropriated $135,000,000. Twenty-six makers of 
machinery raised their totals from fifteen million 
to twenty-one. The country’s utilities are spend- 
ing $140,000,000 more in 1936 than in 1935. Five 
large oil producers average an increase of two mil- 
lion each. 

“The Champion Paper Company puts $3,000,000 
in its Texas plant. Jones & Laughlin erects a mill 
in Pittsburgh and it costs $24,000,000 to build. 
Montgomery Ward sets aside $750,000 to add to 
its facilities in Oregon. The New York Central 
allots $3,000,000 to rails. The Viscose Company 
invests a million in a Meadville factory. 

“You compete for the Modernization Dollar, you 
see, with venders of building materials and sup- 
plies. 

“But business funds go elsewhere, too. The ex- 
ecutives of the companies you sell must decide 
whether available money shall be allocated to re- 
serves, to dividends, to employees, to product 
development, to advertising, to selling, or to you. 

“You can sit back, of course, and count on the 
general increase in business to bring a step-up in 
your sales. Or you can inaugurate a vigorous 
campaign that will earn ‘more than your share’ of 
the orders Modernization breeds. 

“It will be logical, however, to direct your cam- 
paign toward the men who make the decisions on 
which modernization money will be spent. You 
must convince them that the investment will re- 
turn a profit. You must prove to them that you 
can make good your promises. Selling, directed at 
subordinates, will be wasted, if administrative ex- 
ecutives do not approve. Buying—to modernize— 
is a function of major executives. 

“Prepare, then, to sell executives who are in the 
mood to modernize. Prepare also for wider com- 
petition than you ever met before, competition 
with every product and every service that calls 
for business funds. But appraise the rewards you 
seek in terms of 1936. For business—now—is 
even better than you think.” 


+o 


The Why of “Buy British’ 


@ The August issue of The Booksellers, Sta- 
tioners & Fancy Goods Journal of Australia and 
New Zealand runs its leading editorial to present 
the case of the British Empire in her present trade 
policy. Traditionally a free trader, Britannia has 
abandoned the policy so long followed, and sup- 
ported by many economists of prestige, and has 
deliberately set about the business of buying Brit- 
ish. The editorial mentioned is a persuasive ex- 
planation for her course. World conditions mak- 
ing it desirable to work within the Empire for the 
Empire. “Sentiment, our own protection, and 
common business reciprocity all unite to make it 
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common sense that we should trade within the 
Empire,” concludes the editor, who sees the world 
in a race of armaments as well as in economic 
impasses. 


-o-—- 


TheFranco-AmericanT rade Agreement 


As all our readers interested in export know, the 
Franco-American Trade Agreement was signed 
May 6. It concluded “the first comprehensive trade 
agreement made by the United States with France 
in more than a century”—to quote Franco-Ameri- 
can Trade, the journal of the American Chamber 
of Commerce of France. The pact was made pos- 
sible by the passing of the Trade Agreements Act 
of June 12, 1934, permitting reductions in the 
American tariff which before that date could not 
be made, and without which no trade compromise 
could have been worked out. 

The French tariff system has two basic sets of 
duties, maximum and minimum. The latter may 
be levied on imports from countries which will 
lower their trade barriers when French merchan- 
dise seeks entry. Prior to the Trade Agreements 
Act, the tariff scheme of the United States did not 
permit of such reductions, and attempts at trade 
compromises with France were foredoomed. 

For twenty-five years France has been more a 
customer of ours than a visiting salesman. She 
has bought more from us than she has induced us 
to buy from her. Franco-American Trade states, 
however, that “this balance . . . in most years is 
more than offset by the important expenditures of 
American tourists . . . and of Americans resid- 
ing in that country.” France ranks fifth among 
our foreign markets, and tenth as a source of for- 
eign-made goods we buy. 

In the last five years trade with France fell in 
an unprecedented decline. Franco-American Trade 
cites the following as causes: 

1. Duty increases under the Hawley-Smoot Tar- 
iff Act. 

2. Dollar devaluation, resulting in higher prices 
of French goods in terms of dollars. 

3. Restriction of imports by the French quota 
system. 

4. Increases of French duties. 

5. World-wide depression. 

In the Trade Agreement a compromise has been 
established by which France has liberalized her 
quota system and the United States has reduced 
duties. In general terms, the United States has 
granted concessions affecting French manufac- 
tures in the class of luxuries, products substan- 
tially non-competitive, and products which, while 
being indirectly competitive, are supplementary to 
American produce and welcomed by American 
producers. France has established supplementary 
quotas—permitting the admission of larger quan- 
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tities of American fresh fruits under certain con- 
ditions, and has reduced rates or increased quotas 
for certain foods and manufactured products, 
among which are included typewriters. 

The National Foreign Trade Council of New 
York reports that the Reciprocal Agreements Act 
is encountering opposition in some quarters. “The 
assertion is made that American agriculture and 
industrial labor are being sacrificed by the encour- 
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trade pacts like that established with France, the 
Council declares: “Repeal of the Reciprocal Trade 
Agreements Act would put back the hands of the 
clock and render increasingly difficult the task of 
finding work for the unemployed.” Whatever ob- 
jections may be raised against the Franco-Ameri- 
can Trade Agreement, it would seem the part of 
wisdom to make the most of its good points. Sky- 
ways that are open to women good-will ambassa- 





agement of excessive competitive imports. Ex- 
amination of these complaints disclose no grounds 
on which to base this contention.”’ 


Son of S. A. Dealer Studies the 
Trade in N. A. School 


J. V. Mogollon, Jr., of Cartagena, 
Colombia, S. A., in his last year at 
Wharton school of commerce, Univer 
sity of Pennsylvania, Philadelphia, is 
preparing his thesis on “The Marketing 
of Office Appliances, Supplies and 
Office Forms.” His interest in the field 
derives from his father’s long interest. 

Thirty-five years ago, J. V. Mogol- 
lon, Sr. founded the firm of J. V. 
Mogollén & Company in Cartagena 
Primarily as a stationery business to 
which printing, the manufacture of 
blank books, envelopes, paper bags and 
boxes was gradually added. 

Many years ago the company be 
came agent for the Remington Type 
writer Company, expanding operations 
from time to time to include National 
cash registers, Burroughs adding ma 
chines and Marchant calculators. When 


In defense of 


Here and There 


the Remington Rand merger, bringing 
in other office machines, occurred the 
company discontinued its competing 
agencies to represent Remington Rand 
exclusively. 

As the company extended its activi- 
ties by the aid of eleven branches 
throughout Colombia, the stores began 
carrying gifts, novelties, etc., books, 
magazines, and many other articles in 
order to diversify the business, although 
the main part of the business is still 
office equipment and supplies, most of 
which are manufactures of the firm’s 
plant in Cartagena. 





American Airlines Picks 
Remingtons 


Twenty new Douglas Flagship planes 
built for American Airlines, Inc., are 
‘ Noisele 
equipped with Remington Noiseless 

portable typewriters. 


swiftly smaller. 
mony grows more urgent.—C 


dors bring home the fact that the world grows 
The need for international har- 


The new ships serve as fourteen-pas- 
senger sleepers between New York and 
Los Angeles, and as twenty-one-pas- 
senger day planes between Chicago and 
New York. The Remingtons which 
have been made standard equipment for 
these flights will receive use of a quantity 
and quality such as may well try their 
souls, for they will be available at least 
ten hours a day for at least ten persons 
a day—which means ten typing tech- 
niques and touches. 

It is said that the Remington was 
chosen by the American Airlines engi- 
neers because it is so light and com- 
pact. 





The Typewriter and Music 


Requested by high school teachers of 
typing to supply typing classes the 
stimulus of music, as an experiment, 
since he advocated such a procedure as 
an educational method, Arthur Cremin, 





Globe-Wernicke Veteran Employees Share Prizes Won in “Beat the Summer Slump” 
Sales Contest.—Jerry Sprott hands checks to Gertrude Kent, fifty-one years in service, 


and Louis Pohlman, employed by G-W forty-three years. 


President Sprott expressed 


vreat satisfaction over the result of the contest, which was one of the causes of a busi- 


ness volume greater than any in several years. 


of the interdependence of the production and the sales forces. 
shown had a sales representative as a partner, who also received a check as a prize. 


The contest was novel in its stressing 
Each of the employees 
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The Source of 
Thousands of Cop- 
ies of Press Re- 
leases Presenting 
the Republican 
Side of Current 
Controversies. 


director of the New York Schools of 
Music recently, according to the New 
York Sun, produced an orchestra of 
music pupils at a session of typewriting 
students and had his charges render a 
waltz, a fox-trot, and a rhumba. What 
result followed is implied rather than 
stated; it was announced that Mr. 
Cremin will ask the Board of Education 
to make his idea a permanent practice 
in high schools and business colleges. 

The combining of music and typing is 
no new idea. Office Appliances for 
February, 1928, suggested that type- 
writers be built so that their 
keys would produce musical 
tones as well as ink impres- 
sions. “Think of the effect, 
when writing an obituary, if 
the typewriter clicked out the 
Dead March in Saul! Hap- 
pier occasions could be written 
up to the famous melody in 
Lohengrin love scenes 
under the inspiration of the 
Moonlight Sonata . . .” 

The inspiration of Office 
Appliances grew out of a 
piaint by James Weber Linn 
in his column “Round About 
Chicago” which ran in the 
Chicago Herald and Examiner, 
January 6. Mr. Linn charged 
the typewriter with influenc- 
ing style toward the staccato. 
The idea of the musical type- 
writer suggested by the Office 
Appliances scribe appealed 
strongly enough to Mr. Linn 
to elicit comment and quota- 
tion again February 10. 


Above: C. N. Cahill of Auto- 
point Company, Chicago, IIL., 
Demonstrates the Applicabil- 
ity of His Quiet Demeanor to 
Pursuits Outside the Trade. 





Carl P. Dietz Still Hunting 
Typewriters 


When one becomes inoculated with 
the virus of “collecting” it gets into the 
system and stays there. What may 
have been started more in the way of 
a hobby develops into a real avocation, 
and interest grows with the continued 
hunt for some new addition to the col- 
lection. Such seems to be the case with 
Mr. Carl P. Dietz—Alderman Dietz to 


his Milwaukee constituents — who ex- 
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Republican Party 
Headquarters, Chi- 
cago, ILL, Maintains 
a Staff of Workers 
and a Battery of 
Mimeographs. 

(International 

News Photo.) 


ees 
- 
cas 


pects shortly to have his collection of 
typewriters properly installed in the 
Milwaukee Museum. 

We recently received a letter from 
Alderman Dietz, written aboard the 
SS. Princess Louise near Ketchikan, 
Alaska. He tells us that even on this 
trip he was continuing his search for 
typewriters to add to his collection, and 
was planning on making stops in sev- 
eral cities in the Northwest and South- 
west on his way back. Stopping in 
Vancouver on his way up to Alaska, he 
tells us, he found a Remington-Sholes 
Visible, and as he already had 
the invisible or “blind” Rem- 
ington-Sholes, the Rem-Sho, 
and the Fay-Sho, this new 
find completes that line of 
machines. 

“This collecting is quite a 
game,” writes Mr. Dietz, and 
we judge it must be, for mak- 
ing an avocation of collecting, 
as Mr. Dietz has done, re- 
quires the development of a 
special type of technique. 
Then, too, it leads the collec- 
tor into paths both varied and 
vicarious. But Mr. Dietz 
shows the true collector’s spirit 
of keeping at a thing until he 
gets it, particularly if it is 
something he really wants or 
needs to make his collection 
complete. 

Mr. Dietz also writes that 
all his machines are being 
chemically cleaned and simon- 
ized, mounted beautifully and 
properly labeled. 


Below: Tom Bledsoe, Field 
Man for Autopoint, Finds the 
Search for Finny Prospects 
a Good Chance to Rest His 
Bread-winners. 
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Qualities That Promote Good 
Salesmanship in the Office 


F'urniture Field 


PON the selection of the right 

type of salesmen depends 
much of the success of any busi- 
ness concern. Such selection is an 
essential factor in building busi- 
ness on a sound basis, for the sales 
representative, calling as he does 
on customers and prospects, many 
of whom may have no other con- 
tact with the company he repre- 
sents, reflects the character and 
commercial standing of the firm 
by which he is employed. 

Some pointers, and very good 
ones, on this subject of selecting 
and training sales representatives 
were given by J. J. Williams, sales 
manager for the Indianapolis Of- 
fice Furniture Company, one of the 
leading firms of its kind in the 
city. 

The firm’s promotion consists 
mainly of personal solicitation, 
and Mr. Williams keeps this in 
mind when selecting men for this 
work. A firm likes to have the best 
representatives it can secure. That 
it why Mr. Williams considers it 
imperative to use good judgment 
when making his selections. 

“Sometimes we find we are mis- 
taken in our judgment,” said Mr. 
Williams, “but usually the men 
measure up to our expectations. 


® By Katherine Maurine Haatf 


The first thing we take into con- 
sideration is the personality of a 
man and his disposition. As we 
talk with him, we study him to see 
if he possesses qualities that fit 
him for the work. We know he 
must contact all types of business 
people, and that it is necessary to 
create and hold good will for the 
firm. So we look to his outward 
appearance and manner, but we 
also try to go deeper. Often we 
see possibilities in an applicant 
which he does not see in himself. 


Some Things Discovered During 
an Interview 


“We take into consideration the 
way he conducts himself during 
the interview, likewise his dress. 
He must be dressed tastefully, not 
conspicuously. He must use good 
English and not be hesitant in his 
speech. What we want is the posi- 
tive type, the man who is soft 
spoken but firm and to the point; 
the one who is specific. To repre- 
sent us properly a salesman must 
of necessity have a good knowledge 
of our business, which is the office 
equipment field. Whenever a busi- 


ness executive wants to know the 
details about a certain desk or 
chair, for instance, he wants the 
salesman to be able to give a quick 
and accurate answer. If the cus- 
tomer wants to know whether a 
desk is walnut throughout, the 
salesman should have the infor- 
mation on the tip of his tongue. 
A salesman should know his mer- 
chandise and also be truthful in 
the statements he makes about it. 

“Being truthful about merchan- 
dise, however, does not necessarily 
mean that one can not elaborate 
on its high quality whenever the 
occasion presents itself; and of 
course the salesman more or less 
creates his own ‘occasion.’ He 
must be able to judge the right 
time as well as when he contacts 
the right customer. 

“The salesman should be able to 
meet the customer on his own 
ground. He should sense the right 
thing to say at the right time, have 
a deep appreciation of the execu- 
tive’s problems and a high regard 
for American business. This means 
that the salesman must always be 
tactful, and tact, it has been said, 
is simply the art of saying the 
right thing at the right time. This 
is a quality that usually is inborn, 
but it can also be cultivated, and 
it is essential if the salesman is to 
do justice to the house he repre- 
sents. Good salesmen are born 
and made! 

“A great amount depends upon 
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This Is an _ Instal- 
lation of Globe- 
Wernicke Co., Fur- 
niture Made by the 
Indianapolis Office 
Furniture Com- 


pany, Indianapolis. 

Above is an ex- 
cellent example of 
furnishing an exec- 
utive office in such 
a manner that har- 


the individual makeup of a per- 
son. If you know something of his 
background, you practically know 
what to expect of him. Education 
is important; but practical experi- 
ence and the exercise of good judg- 
ment are qualities to be cultivated, 
and there are many other things 
that can be learned only by experi- 
ence and which must supplement 
academic work if one is to succeed. 


Influence of Personal Habits 


“Personal habits have a great 
deal to do with determining our 
selection of salesmen. For exam- 
ple, if an applicant sits down and 
immediately lights a cigarette, we 
naturally reason that he will, in all 
probability, do the same when call- 
ing on customers or prospects—not 
that we ourselves have any scru- 
ples against cigarette smoking, but 
some customers may object to it in 





their offices. At any rate, it tends 
to distract attention from the sub- 
ject in hand. Should a customer 
invite a salesman to join him in a 
smoke, that of course is another 
matter, subject wholly to the sales- 
man’s own decision. Again this is 
simply a matter of knowing the 
right thing to do at the right time. 

“Another important quality is 
patience, and that is something a 
salesman must possess. Most of 
our advertising is done through 
personal solicitation, and the 
salesman often finds a customer 
busy when he calls. Even though 
he may have been asked by the 
customer to call, as is frequently 
the case, the salesman will wait 
willingly until the customer is free 
to see him, or make an appoint- 
ment to return later. 

“In this work of solicitation, cus- 
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mony and beauty 
prevails through- 
out, while the low- 
er picture shows a 
perfect layout for a 
business office in 
which the furniture 
and equipment is 
arranged in such a 
way as to create the 
utmost in efficiency 
and time-saving. 


tomers and friends of the firm are 
never neglected—they might for- 
get us. We continue calling on old 
customers regularly, just as we call 
regularly on new customers and 
prospects. After the salesman en- 
ters an office he must be sure to 
see the right person if he expects 
to make a sale. Some inexperi- 
enced salesmen will saunter into 
an office, talk with the stenog- 
rapher and ask her if any filing 
equipment is needed. Usually such 
a salesman fails to secure any 
business. Had he seen the man in 
charge of buying he might have 
made a sale or at least have paved 
the way to a future sale. It is al- 
ways advisable for a salesman to 
gain the good will of stenographers 
and clerks in the offices where he 
calls, for frequently their coépera- 
tion will be of help in getting an 
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interview with the proper person, 
and lead to his gaining informa- 
tion which will be of assistance to 
him in such an interview; but it is 
important always to see the right 
man, the one who is responsible 
for placing orders. 

“We believe that a salesman 
must be sold on the work of sales- 
manship himself before he enters 
the business of selling. If we are 


Gunn Furniture on 
Parade!—This cap- 
ital installation was 
made by the Gunn 
Furniture Company 
in the office of a 
chief executive. It 


convinced an applicant has the 
qualities that help him tohelphim- 
self, we employ him. Such a man 
is an asset to the firm and also to 
himself; and he practically be- 
comes his own boss, because the 
man who is willing to serve, who 
takes the trouble to study human 
nature and to learn all he can 
about the merchandise he is sell- 
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ing is capable of being his own 
boss. In addition, he earns in pro- 
portion to the effort and ingenuity 
he puts into the work. The sales- 
man who applies himself is in a 
good business where he has every 
opportunity for advancement; and 
as the compensation, he literally 
writes his own salary check, and 
there are many other advantages 
which he realizes.” 


is an ensemble of 


office and uphol- 
stered furniture in 
perfect harmony 
with the decorative 
room. 


Sold Before They Knew It 


Note—The appended article re- 
cords an experience of a salesman 
who has represented a well-known 
manufacturer of steel office furni- 
ture for more than twenty years. 


OME Civil War general declared 

battles were won by the com- 
mander who got there “fustest 
with the mostest men.” I suppose 
that is only another way of say- 
ing the early worm doesn’t stand 
much chance when outnumbered 
by a flock of early birds. 

Some of the nicest office equip- 
ment business is that to be had 
from public offices of towns, cities 
and counties. Save in the big 
cities such purchase is usually in 
the hands of some kind of a board 
or committee and is at normal 
prices. And the buyer does not try 
to beat one down to the last penny 
of profit. But every salesman 
knows about this business, or 
should, and it is highly competi- 
tive in sales effort, if not in price 
quotations. 

The time to begin on an order 
of this sort is before the purchase 


is even contemplated. I landed a 
nice order of this sort by selling 
the right parties before they knew 
the stuff would be needed—before 
I knew it would be needed. It 
called for the complete equipment 
of a new vault with all the neces- 
sary filing cases, roller shelving, 
work tables, map and plan cabi- 
nets and other units, and the total 
amounted to more than $3,000, and 
the order was secured without 
competitors knowing the purchase 
was contemplated! 

I started calling on the county 
officials early in my experience in 
the steel equipment business. I 
saw to it that each new official, as 
he came into office, knew that 
here was I, living right in the 
county, a county taxpayer and 
voter, prepared to furnish any- 
thing needed in steel office sup- 
plies. I didn’t bore those officials 
by too frequent or too urgent so- 
licitations, but I didn’t let them 
forget me and my line long enough 
for an outsider to come along and 
grab off any business from under 
my nose. 


Every time the county or town- 
ship or city officials met, I saw the 
right men after the meeting and 
found out whether there had been 
any discussion of possible pur- 
chases of anything new. It was 
thus I learned about the above 
$3,000 job. I kept in close touch 
with developments when anything 
new was projected. I knew about 
it before the officials knew what 
they were going to do and I had 
them sold on myself as the source 
of supply before they had decided 
to buy anything. 

Other salesmen were working 
somewhat along the same plan, 
but the man from outside had a 
hard time beating me in my own 
bailiwick. As for other local sales- 
men, all I had to do to beat them 
was to persist in my follow up and 
there would be a time when they 
would weaken or neglect it. I 
could be sure they would slip in 
time and if I didn’t slip, I would 
get ahead of them. 

Of course someone asks, suppose 
I was the outsider and some other 
salesman happened to be on the 
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inside, living where he could keep 
in close touch with local condi- 
tions? 

And my answer is that there 
have been plenty of such cases and 
I have done the best I could to 
keep in touch with that outside 
territory. I have called on the new 
officials early in their career, per- 
haps even while they were mere 
candidates for the office, and I 
convinced them my line was equal 


to any in quality or price. I have 
contacted the men influential in 
any possible purchasing and I 
have kept on contacting them. I 
have watched their local newspa- 
pers after board meetings for any 
matters brought up at those meet- 
ings. When I got a hint of any 
possible business, I got right there 
as soon as I could—right away. 
And all the time I kept writing 
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brief letters to the officials, re- 
minding them of my business and 
in each letter I enclosed a self- 
addressed postal card for the re- 
cipient to sign and mail if he 
would. The card was printed on 
the back: “I would be interested 
in having information about some 
things in the steel office equipment 
line. You may call if you like and 
if you will be brief and not urge 
me to buy. (Signed) ....... P 


Upward Trend in Furniture Demand 


WO points illustrate the change 
in merchandising to meet the 
rising demand for quality office 
furniture. (1) Better furniture is 
now shown in separate displays. 
(2) Used items are being pushed to 
the back of the store to be shown 
by themselves. The Mutual Furni- 
ture and Fixture Company, 1944 
Arapahoe street, Denver, Colo., in- 
stances this development. 
Catering to the smaller offices, 
with medium price ranges fea- 
tured, the Mutual, according to 
Sidney Buka, outside sales mana- 
ger, notes two trends, correspond- 
ing to the merchandising changes. 
First, the former demand for used 
office equipment, checked in the 
past several years only by lack of 


Upper.—A fine in- 
stallation of Art 
Metal desks in the 
offices of the Min- 
neapolis Daily 
Star, Minneapolis, 
Minn. This picture 
well illustrates the 
beauty and sym- 
metry of an office 
when furnished 
throughout with 


supply, has fallen off sharply. 
Second, the present demand for 
lower priced new equipment is 
yielding to a demand for equip- 
ment that will suit needs rather 
than spare the checkbook. 

Former merchandising methods 
called for simultaneous display of 
new and used equipment together, 
so that a customer seeking used 
articles might be turned into a 
purchaser of new furniture or 
equipment. The comparative 
method resulted in trade - ups. 
Now, however, all used items are 
shown at the back of the store, 
since the majority of calls are for 
the new. Used displays tend to 


distract from the new, as well as 
remove the impression of general 
quality merchandise. Buka finds 





that comparative selling is now 
carried on only in the front of the 
store. The trade-up moves the 
customer from the relatively inex- 
pensive new furniture to the bet- 
ter quality, rather than from used 
to new. The rapidly falling-off 
group of used-furniture customers 
is shown only used furniture, 
since they tend to be dissatisfied, 
when they compare their buys 
with new stock. 

While the new buying trends 
tend to increase the stock of 
traded-in equipment, the in- 
creased profits from the new and 
higher quality items are carrying 
total profits to new highs, Buka 
finds. Meanwhile there is no over- 
stocking of trade-ins —ATW 


one type of furni- 
ture. Lower: An- 
other establish- 
ment outfitted with 
Art Metal desks. 
This is the office of 
the Bigelow, Webb 
Company, also of 
Minneapolis, and 
shows Art Metal at 
its best. 








THOUSANDS VISIT CANADIAN 
NATIONAL BUSINESS SHOW 

Featuring one of the finest displays of modern office 
equipment and machines in recent years and a type- 
writer speed contest, the Canadian National Exhibition 
and business show was held at Toronto from August 
28 to September 12. 

Sponsored by the Canadian Business Equipment 
Manufacturers Association, the show was outstanding 
in its completeness, beauty and lavishness. Each of 
the seventeen office equipment companies displaying 
maintained a booth showing the finest examples of 
engineering research and invention. These organiza- 
tions and their exhibits were: 

Addressograph-Multigraph of Canada, Ltd.—An at- 
tractive arrangement of various panels displaying ap- 
plications and systems for Addressograph and Multi- 
graph in a color scheme of black, red and silver. A 
special feature of this booth was the showing of two 
new models, the Class 900 electric portable Addresso- 
graph, and the Class 1000 Multilith with new continu- 
ous form feed. 

Canadian Numbering Machine Company.—Entirely 
flanked by a majestic and impressive decoration 
scheme was a display of the various types of number- 
ing machines manufactured by this firm. This was 
one of the outstanding exhibits from a viewpoint of 
symmetrical design and the type of merchandise which 
lends itself to excellent display purposes. 

Canadian Postage Meters & Machines Company, Ltd. 
—Portable and cabinet meters and machines predom- 
inated in this booth which was equipped in such a 
manner as to aid demonstrating in the fullest way. 
Modernistic walls and decorations added much to the 
general attractiveness of this display. 

Dictaphone Sales Corporation, Ltd.—Refinements in 
mechanical dictation and modern methods of handling 
business correspondence were demonstrated by experts 
for an interested throng of spectators. New cabinets 
and desk models done in taupe finishes and chrome 
fittings won universal admiration of the visitors. 

Ditto of Canada, Ltd.—Every type of machine man- 
ufactured by Ditto was on exhibition against a colorful 
background of modernistic decorations. Salesmen in 
attendance gave frequent demonstrations for the bene- 
fit of visitors. 

Dominion Envelope & Cartons, Ltd.—Another exhibit 
which won acclaim from the visitors due to its clever 
layout and interesting types of display material. 

Ediphone Company, Ltd.—Desks, chairs and a fine 
carpet combined as a background for the exhibition 











4. T. Hunt, Vice President, 
and Chairman of Show 
Committee 


D. E. Bissel, President 
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of various types of the Dictaphone. The chief point 
of interest, however, was an old model labeled the 
“Miracle of 1877” and which contrasted strangely with 
the handsome models of the present day. 

D. Gestetner (Canada) Ltd.—The center of interest 
in this exhibit was the new Model 66E duplicator which 
was set in the midst of rich furnishings. Demonstra- 
tions of this and other types of Gestetner duplicators 
were given daily at the booth. 

Grand & Toy, Ltd.—An attractive display of Rols- 
Rim desks and office furniture and Acme visible record 
systems marked this exhibit. Against a background 
of pastel green this exhibition won considerable atten- 
tion from the crowds. 

Thomas & Corney, Royal typewriter representatives. 
—An impressive array of typewriters against a back- 
ground portraying Albert Tangora winning the speed 
typing contest in Chicago in August, was the principal 
feature here. 

L. C. Smith & Corona Typewriters of Canada, Ltd.— 
The new L. C. Smith silent typewriter was featured 
in this booth in which every type of machine manu- 
factured by the company was on display. 

International Business Machines Company, Ltd.— 
One of the largest booths in the show, this showing 
consisted of all types of office machines including time 
recorders, electric time systems, and electric bookkeep- 
ing and accounting machines including the Hollerith 
line of tabulators and punched card accounting ma- 
chines. 

Joseph McDowell & Company.—Here the Friden cal- 
culators were on parade in a booth unique in that only 
six machines were displayed on futuristic furniture 
which was an innovation in itself. This showing was 
one of the outstanding due to its simplicity and beauty. 

National Cash Register Company of Canada, Ltd.— 
A complete range of cash registers and accounting 
machines for serving every kind of business establish- 
ment was shown here. A new and original setting and 
photo murals of National Cash Register in operation in 
Canadian business houses were the features of the 
booth. 

National Stationers, Ltd—This consisted of a fine 
showing of Ellams duplicators in all styles and sizes 
This was another exhibit which attracted visitors be- 
cause of its mechanical appeal. 

Leonard A. Philip & Company.—Monroe calculators 
in a dazzling setting of beauty which emphasized the 
compactness and pleasing appearance of the various 
models on display. 

Underwood Elliott Fisher, Ltd.—A large and imposing 
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Scenes aT CANADIAN Business SHOW 


l. 
5. 
Lt 


Canadian Postage Meter & Machines Company, Ltd.; 6. L. C. 


Dictaphone, Ltd.; 2. Underwood Elliott Fisher, Ltd.; 3. Joseph McDowell & Company; 4. Thomas & Corney, Royal dealers; 
Smith & Corona Typewriters of Canada; 7. Ditto of Canada, 
d.; 8. Leonard A. Philip & Company; 9. D. Gestetner (Canada), Ltd.; 10. National Cash Register Company of Canada, Ltd.; 


11. Ellams Calculators; 12. International Business Machines Company, Ltd. 


showing of typewriters and Sundstrand machines 
which was easily one of the highlights of the show. 
Desks, chairs, typewriter stands were used in profusion 
to exhibit every kind of typewriter and machine man- 
ufactured by this company. 

The star of the speed typing contest was George 
Hossfield who was victor over a strong field to win 
his ninth world championship and a prize of $1000 in 
cash. Using an Underwood machine Mr. Hossfield sat 
before an audience of several thousand persons who 
jammed the Coliseum and wrote at a rate of 131 words 
per minute for an hour to win the championship. Com- 
plete details of the contest are given elsewhere in this 
issue. 

Much of the success of the show was due to the un- 
tiring efforts of officers of the association which spon- 
sored it. These men are A. T. Hunt, vice-president, 
and chairman of the show; D. E. Bissell, president; 
W. O. Detweiler, secretary, and F. McGinn, treasurer. 

“Many weeks of hard work went into the staging of 
this event,” Mr. Detweiler explained on behalf of Pres- 
ident Bissell, “but it was worth every minute of it. 


This exhibition seems to have found instant favor 
among the people of Canada, not only in the business 
equipment field but in every walk of life. We derive 
much pleasure from the fact that as each succeeding 
show is put on the total number of visitors grows 
larger.” 

Members of the Canadian Business Equipment Man- 
ufacturers Association, in voicing their thanks to their 
association officers, said every effort would be made to 
present an even larger exhibition next year. 


a 


FARR IS SMITH-CORONA AGENT 

C. F. Farr, of Anniston, Ala., has been made an agent 
for L. C. Smith and Corona typewriters there, while 
Alton P. Boyd, of the Boyd Printing Company, will rep- 
resent the same machines in the Panama City, Fla., 
territory. 

J. Myers, of Gulfport, Miss., has been given a sub- 
agency under William Alford, of Mobile, Ala., according 
to A. M. Weems, Birmingham branch manager.—RHB 
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TYPEWRITING CONTESTS 

The reports of the recent typewriting contest recall 
many familiar ones which have taken place since such 
contests originated. The first event was put on in 1906 
by the late George H. Patterson, then publisher of 
Office Appliances. It was impelled by Mr. Patterson’s 
desire to develop speed with accuracy in typing. The 
Patterson cup carrying with it the title “Champion of 
America” was the trophy. The idea of the contest, said 
the founder, was “not to demonstrate nimble fingers 
or to establish an endurance of any particular mech- 
anism.” It was Mr. Patterson’s expectation that the 
contests would result in an increased output from typ- 
ists which would give the employer a better day’s work 
and typist a better day’s pay. 

In 1907, the year following the offering of this first 
cup, a fund was raised by subscriptions from several 
manufacturers and the Business Show Company, for 





George L. Hossfield Receiving the Reward and the Congratula- 
tions of George Brigden, Acting President of the Canadian 
National Exhibition. 


the purchase of a cup to be known as the $1,000 Office 
Appliances Trophy, and in September, 1907, the inter- 
national typewriter contest was held for the first time 
at Madison Square Garden in New York City. 

These contests continued year after year, for the first 
nine years under the supervision of Office Appliances, 
and the following nine years under the supervision of 
the National Business Show Company. The cup was 
withdrawn from competition in 1925. These years wit- 
nessed the expansion of the contests, to such a point 
that both the National Business Show Company and 
Office Appliances felt the contests had outgrown both 
organizations and had reached the stage where they 
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should be held independently of the business exposi- 
tions and in a building where ample provision could 
be made for placing the large number of contestants 
and the audience. 

From 1925 on the contests were under charge of 
J. N. Kimball, for many years an indefatigable worker 
in the cause of better typewriting. Then, during the 
Century of Progress Exposition in Chicago in 1933, an 
“international typewriting contest” was held under the 
auspices of the commercial schools which had exhibits 
at the exposition, W. C. Maxwell, principal of the Hins- 
dale High School, of Hinsdale, Illinois, being in charge. 

These contests have continued under the manage- 
ment of Mr. Maxwell, and under the sponsorship of the 
International Commercial Schools Association, the last 
one being held at the Hotel Sherman, Chicago, during 
August, a report giving the information then available 
appearing in the September issue of Office Appliances. 
Details which were not available at that time have 
since been supplied, making it possible to give the 
following tabulation of results: 





Gross Gross Pen Net Rate per Machine 
Contestant Strokes Words Errors alty Words Mir 
1. Albert Tangora 43206 R659 54 540 8119 135 Royal 
2. Cortez W. Peters 416099 S339 i) 380 7960 133 Royal 
Norman Saksvig 16302 7260 166 1660 5600 3° L. C. Smith 
4. Edward V. Sherry 17422 is4 216 2160 1324 44 Woodstock 
5. Edith Kolin 12366 473 58 580 1893 63 Underwood 
6. B. Ridge i87 143 1430 507 17 L. C. Smith 
7. Catherine Crotzer 12582 42 420 2096 70 Royal 
8. Edna Rubin 123473 ) 26 260 2435 81 L. C. Smith 
). Dorothy Chattertor 13779 2756 30 300 2456 82 Remington 
10. Bessie Berlin 15893 3178.6 24 240 2939 98* Royal 
* Norman Saksvig averaged 102 words per minute for the first half hour. Thus 
his recor s be Miss Berlin's of 98 for a half hour. Saksvig’s average rate indi 


" ecore 
uted’ above is for a whole hour. 


The typing copy which was used in the competition 


was “Alchemy of Time,” a narrative of pioneer life in 
the Middle West. 


Hossfield Wins Canadian Contest 

In addition to the foregoing contests, “international 
contests” also have been held for many years in con- 
nection with the Canadian National Exposition at 
Toronto, the latest being held September 2. This con- 
test was won by George L. Hossfield, who accomplished 
a speed of 131 words per minute, using a standard 
Underwood typewriter. 

Mr. Hossfield’s achievement is his ninth victory in 
contests. One hour’s typing netted him only twenty- 
six errors in 40,686 strokes. In scoring his victory at 
Toronto he demonstrated a resurgence of the speed 
with which at this same city he established the world’s 
record of 135.29 words per minute in 1929. The record 
has stood inviolate until this year, when Albert Tan- 
gora, competing at the International Commercial 
Schools Association contest in Chicago, August 25, wrote 
135.31 words on a Royal. In both contests unfamiliar 
material was copied by the competitors. In both con- 
tests, also, the winners were awarded the rank of 
world’s professional champion typist. Mr. Hossfield also 


Wi) CANN WRN 


gas! b» 


International Commercial 
Schools Contest, Chicago. Third 
from the front is Cortez Peters, 
Negro, who plac ed second. 
Sixth contestant is Albert Tan- 


gera. W he won, 
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received a prize, a check for $1,000, awarded by the 
Canadian National Exhibition. 

The second prize in the professional class at the 
Canadian exposition went to Barney Stapert, of Haw- 
thorne, N. J., who also used an Underwood machine. 
Mr. Stapert was awarded the Canadian National Ex- 
hibition check for $500, his speed being 129 words per 
minute. Cortez Peters, of Washington, D. C., using a 





bee on ea 
Norman Saksvig, Winner of the 
World’s Amateur Typewriting Cham- 
pionship in the Contests held by the 
International Commercial Schools at 
Chicago, August 25. With the Silent 
L. C. Smith shown he wrote 102 
words a minute for thirty minutes. 


Royal, placed third with a speed of 125 words per 
minute. In Chicago Peters placed second, writing 133 
words per minute. Other contestants using Underwood 
machines, Chester Soucek and Remo Poulsen, acquitted 


themselves creditably. 
In addition to the victory of George L. Hossfield in 





Complete General Fireproofing Installa- 
tion in Offices of the Liquid Carbonic 
Corporation of Chicago, Ill., Made Last 
Month, Featuring GF Superfilers with V 
Front Expansion and GF Aluminum 
Desks and Chairs. Two objectives were 
realized: the facilitating of the immense 
amount of filing necessary in the organi- 
zation, and the re-equipment of the ac- 
counting, order, and traffic departments. 
Tariff files and improved GF tabulating 
trays were included. Installations were 
kept to counter height as a maximum. 
The pictures in the left hand column 
were taken before the installation. Those 
at the right show the new equipment in 
place. 
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the professional class were the conquests of Irma 
Wright, Canadian professional champion, who achieved 
a speed of 118 words per minute; Gladys Mandley, ama- 
teur champion, 106 words per minute (half hour con- 
test); Ruth Fitzgerald, school novice champion, 78 
words per minute (quarter hour contest); and Marie 
Brehm, “open” school champion, 79 words per minute, 
all four contestants using Underwood machines. 


Fifth International Commercial Schools Typing 
Contest Announced 

W. C. Maxwell, Hinsdale, Ill., who managed the type- 
writing contest held August 25 under the auspices of 
the International Commercial Schools Contests Pro- 
gram at the Hotel Sherman, Chicago, will supply de- 
sired information about the next contest on request. 
It is to be held again at the Hotel Sherman next year, 
June 24 and 25. 

cussing 
NEW HORDER CATALOGUE 

The forty-third Horder catalogue, which has just 
come to hand, presents an interesting study in the 
many and varied items included in its more than 450 
pages. It has a divisional index on the front cover and 
a classified index at the back. Several special inserts 
in colors add to its attractiveness, and a number of 
illustrations suggesting efficient office arrangements 
are included. There are eight pages on various forms 
and devices required in the operation of almost every 
business office. 

Letter-size, the new catalogue has a striking cover in 
black and light green. The divisional index already re- 
ferred to is a key to twenty-two separate classifications, 
listing items needed for departments of accounting, 
purchasing, sales and advertising, production, traffic, 
shipping, mailing, etc. 

On the back cover is shown a view of the Horder 
building—the headquarters of the firm, which, with its 
eleven Chicago stores, has accomplished a substantial 
growth since its founding in 1901. 
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ENEW MACHINES AND DEVICES 


| 











NEW LINE OF “Y AND E” DESKS tion, 270 Broadway, New York, have especially designed 
Newly created in a design that coérdinates attractive to bring the punched card system within reach of any 


appearance and practical utility are the “Y and E” business. 


Steel Efficiency desks which have just been introduced The new equipment is under the trade name of the 
“International Fifty.” It consists of a key-punching 


machine, by which information may be registered in 
the eighty columns of the tabulating cards, an electric 
sorter which classifies the cards at the rate of 9,000 


if 


Left to Right: I. B. M. Electric Sorter and Electric 
Tabulator 





“Y and E” Steel Efficiency Desk 

per hour, and an electric tabulator which adds and 

to the market by the Yawman and Erbe Manufacturing totals the amounts at a speed of ninety cards or 270 
Company, 1099 Jay street, Rochester, N. Y. additions per minute. 

The desk tops have rounded edges and corners, and The new equipment is said to have more than 150 
the corners of the legs are rounded also, giving the new applications in accounting and statistical work, includ- 
desks the look of comfort, which is borne out by physi- ing those to be made in dealing with such subjects as 
cal contact. The handles on the drawers are appropri- direct and indirect labor costs, sales analyses, wage 
ate in treatment to the design of the desk as a whole; payrolls, direct and indirect material distribution, order 
they are simple, graceful, and suited to their purpose: analyses, customer analyses, production records, life, 
to open and close drawers easily. Telephones, electric fire, and casualty statistics. 
fans, clocks, and lamps may be installed readily with- ei POR 
out an unsightly embarrassment of straggling cords, NEW G-W WASTE BASKET 
for the desks are built with facilities for electric wiring. In merchandising the new steel waste basket in the 

Executive, secretarial, and typewriter models, and Duro-Velv finish, The Globe-Wernicke Company, Cin- 
also good-looking, well-built tables are offered in the cinnati, O., is making use of the slogan: “You Don’t 
new design. They may be ordered in olive green, wal- 
nut, mahogany, or oak finishes. Structurally the new 
desks and tables incorporate the same features that 
were standard in the old “Y and E” steel desk. 

The manufacturer will be glad to supply further in- 
formation on request. 

_ SO 
NEW IL. B. M. EQUIPMENT 

The accompanying illustrations are of the new low- 

priced punch card “Electric bookkeeping and account- 





Globe-Wernicke Waste-Basket in 
Duro-Velv 





I. B. M. Key-Punching Machine 


Have to Hide This Waste Basket.” Presented here is 
ing” machines based on the use of eighty-column cards a close-up of the basket that occupied space in the 
which the International Business Machines Corpora-_ picture of new furniture printed on page 159 of the 
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preceding issue of Office Appliances. The small dot 
inside the upper edge is a G-W stamp. 

The basket comes with or without legs. Rubber 
bumpers and rounded corners protect the basket and 
whatever it may strike against from marring, and the 
curves inside make it easy to keep clean. 

The Duro-Velv finishes are green, brown, maroon, 
flat green, and walnut or mahogany grain. 

ancien 
NEW WELDON ROBERTS ERASER 

Said to be effective for removing ink, pencil marks, 

or grime from paper and tracing, a new eraser has been 





Weldon Roberts’ Coral 230 


introduced by Weldon Roberts Rubber Company, New- 
ark, N. J., and is being distributed under the identifica- 
tion of Coral 230. 

It is tapered to either end, one slope being abrupt, 
the other gradual. Its shape makes it convenient to 
use for erasing or cleaning odd-shaped areas—a point 
which will appeal to draftsmen and artists as well as 
office workers. 

Of soft, red rubber, it is suitable for removing india 
ink marks, according to report. 

saiaissanigililndails 
OWEN INTRODUCES CERT-O-FLEX LINE 

Owen Rubber Products, Inc., 100 Beech street, Akron, 

O., has a new line of zipper cases, bags, wallets, and 


Fa een NTL EBA te bt 





Cert-O-Flex Zipper Case 


stationers’ items such as note book covers called the 
Cert-O-Flex line, made of a scuff-proof, waterproof, 
washable, and enduring material and available at low 
prices. Items may be had in black or brown stock, in 
various sizes. 

Details will be supplied by the manufacturers on ap- 
plication. 

eee 
BAKELITE DESK SET BY WEEKS 

With the particular purpose of pleasing the holiday 
trade, Frank A. Weeks Manufacturing Company, 311 
Broadway, New York, has brought out a new desk set in 
bakelite, consisting of seven items: a desk pad measur- 
ing nineteen by twenty-four inches, a double inkwell, 
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a rocker blotter, a letter opener, a service telephone 
index, a telephone cord designed to eliminate twists— 
the Eureka—and a “Bunch of Dates” weekly reminder. 
It is said to be a combination that will make an ap- 








Weeks’ Desk Set in Bakelite 


propriate gift for the professional men among one’s 
friends, and for the father of a family, to be used in 
the home office or desk. It is offered to be retailed 


at $4.00. 
———————— 


ENGRAVED PLATES BY PHOTOLITHOGRAPHY 

National Engraving Company, Birmingham, Ala., de- 
signers and producers of engraved stationery, offers the 
trade merchandise described as new and unusual. It 
is produced by the photo-lithographic process, applied 
to both commercial and social stationery, and results 
are reported to be finer and more uniform than or- 
dinary. 

Letterheads or other copy are set up with type. 
Proofs are pulled, and these are photographed. The 
prospective customer receives thus a perfectly clear 
conception of what his order will be like when finished. 
If he is dissatisfied, his letterhead or card can be pro- 
duced with such modifications as he suggests. The 
proofs are submitted without cost or obligation. Dies 
for business cards, letterheads, and envelopes are en- 





Sample Book of Photo-Litho. 
graphic Engraved Stationery 


graved free. The customer may select any style of let- 
tering, and as much as he wishes. If special art work 
is requested, it is supplied at cost. 

The method employing the photographic process 
eliminates the pencil sketches and tracings usually 
made, and results in samples or suggestive material 
which can be reproduced exactly. Dies are hand tooled 
and chromium plated. 

The organization is reported to have one of the larg- 
est engraving plants in the south, and its volume of 
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production permits the purchase of paper in car load 
lots. Engraver’s parchment, a rag content stock, is 
used. 

Price lists are said to be so simple that it is easy for 
the company’s representative to discuss specific jobs 
intelligently; small profits and repeat orders are cred- 
ited with having built the business up to its present 
profitable condition. 

Sample books of both commercial and social produc- 
tions are available for stationers. 

cana : 
NEW “AIRLINE” DESKS BY ART METAL 

Designed to meet the work requirements of desk 
users, according to the manufacturers, five new desks 





Art Metal “AirLine” Desks 


have been put on the market by the Art Metal Con- 
struction Company, Jamestown, N. Y. They were dis- 
played at the N.S. A. convention in Chicago last month. 

The new desks are specified as “Airline” desks, fin- 
ished in “Airline” color: a color chosen to harmonize 
well with office appointments in general, pleasing in 
tone, and of modern spirit. The finish is said to diffuse 
light rather than to absorb it. Work surfaces of the 
desks are black; white metal is used for hardware. 

A convenience tray for stationery supplies may be 
inserted in place of one of the sliding reference shelves. 
“In-desk” trays have two compartments for letter-size 
stationery and one for legal size. The top tray may 
be removed and used as a desk tray. 

Concealed wiring is provided for lamp and telephone 
wires. There are vertical partitions to divide drawer 
space, slope partitions for stationery, and removable 
card trays for three by five, four by six, and five by 
eight cards. 

The sixty-inch general office desk is style 1760 FB. 
A single pedestal desk, style 1745 FB, is for general 
clerical use. Style 1760 TPL is a secretary’s desk with 
one pedestal adapted for a typewriter. A fixed bed 
typewriter desk, style 1760 TPF, has double pedestals. 
Style 1745 TPF is a single pedestal fixed bed typewriter 
desk. 

-__ —~> 
HEDMAN KEYBOARD CHECK PROTECTOR 

Designed to eliminate needless motions in operation, 
a new check protector is offered the trade by The Hed- 
man Manufacturing Company, 1158 Center street, Chi- 
cago, Ill., one of the oldest producers in the field of 
numeral-imprint check protectors. The new device is 
a keyboard machine with banks of alternate white and 
black keys. Prefixes and currency abbreviations neces- 
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sary to the designation of amounts imprinted on checks 
are registered automatically; figures are imprinted by 
depressing the proper keys. Both hand- and electri- 
cally-operated models are available. The pressure of 
a button on the latter, or of the imprinting lever on 





Protector 


Hedman Check 


the former, forces type units against an inkroll bearing 
indelible ink, and a matrix below the check paper is 
engaged, with the result that the amount for which 
the check is made is imprinted and macerated into the 
fibers of the paper. Another lever may be pressed down 
at once, perforating the check with the word “IN- 
SURED” over the payee’s name. There is a button 
which may be pressed to use the device repetitively. 
If it is not touched, the machine is automatically ready 
to register a new figure after it has been used. As 
type units move back into place they are automatically 
cleaned. The type is designed to prevent superimposi- 
tions or raising. Compactly built, the machine is fin- 
ished in black morocco enamel and chromium trim. It 
carries a two-year guarantee. 
—_—-—~> 
FURNITURE GUARD BY MARBER 

A new guard to protect both clothing and furniture 
has been put on the market by the Marber Company, 
manufacturers of Pointmaster pencil sharpeners and 
Mystik Bases for mounting them. The new guard is 
applied to any finish, or glass, without glue or tacks. 
It employs the Mystik adhesive. When the white cloth 
backing is removed, the guard may be immediately 
pressed fast. 

The furniture guard is finished in a pyroxylyn coat- 
ing of olive green, a color which will be harmonious 
with most office furnishings. Water-proof, it need not 
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Application of Marber Guard 


be removed if furniture is being washed. Its finish is 
tough, and it is said to last well on surfaces subject to 
wear or bumps. Applied to worn corners of old furni- 
ture, it makes articles more attractive in appearance. 
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It protects new furniture from becoming old. The ad- 
hesive employed is harmless to any finish, the manu- 
facturers state. 
Samples and information may be had from the Mar- 
ber Company, 20 East Jackson boulevard, Chicago, Ill. 
iim 
GLOBE-WERNICKE PRODUCTS OF MASONITE 
Arch files and clip boards now made by The Globe- 
Wernicke Co., Cincinnati, Ohio, may be had in Masonite. 
Masonite is said to be tough, impervious to moisture, 





G-W Arch Files and Clip Boards of Masonite 


insensitive to atmospheric changes, and attractive in 
appearance. It will not chip or split. 

The new clip boards and arch files are reported to 
be priced so as to find favor. 

> - 

MONEY MOISTENER, “NEVAMISS,” BY FULTON 

Designed specifically to be used by those who have 
the responsibility of counting paper money in quanti- 
ties, the “Nevamiss” money moistener is said to be a 
valuable convenience to anyone who has to finger 
through or count large stacks of papers. 

The new device is prepared for retailing in a striking 





Money Moistener 


“Nevamiss” 


package. The moistener pad comes in a black Lum- 
arith round box with a transparent cover. 

Said to be wholesome for the skin, the moistening 
agent does not evaporate. The fingers remain moist 
considerably longer than when water is used, accord- 
ing to report. The package contains a bottle of the 
fluid which is included as a means of inducing re- 
orders. 

The originators and producers are the Fulton Spe- 
cialty Company, Elizabeth, N. J. 

stieetdllitaiadiee 
DYECLENE—ERADICATOR FOR INKS 

A cleaner that is said to remove hectograph and 
stamp pad inks quickly from the hands without harm- 
ing the skin is sold under the name Dyeclene. The 
manufacturer is the American Manifold Products Cor- 


105 


poration, 2900-2924 Darwin Terrace, Chicago, Ill., maker 
also of typewriter ribbons and carbon papers. 

Dyeclene is said to remove the coloring matter of 
inks by some method that destroys it, without a possi- 
bility of its spreading. Patent is applied for. 

Sample bottles of the ink remover are available, as 
are territories, and dealers interested may write the 
manufacturer. 

exmnagiiaibiateess 
REMOVABLE UPHOLSTERING FOR UHL CHAIRS 

Toledo Metal Furniture Company, Toledo, O., maker 
of the Uhl Steel Postur-Chair, now offers means by 
which the seat and back of this model may be pro- 
vided with removable upholstery. The manufacturers 
point out that the new product is true upholstery. It 
is made of imitation Spanish grain leather of brown 





Uhl Posture Chair with Removable 
Upholstery 


tone, and tufted. It can be applied in a few minutes 
to any Uhl posture chair, in the factory or in the field, 
being drawn over the back or seat like a glove. In place, 
they preserve the true posture features for which the 
chair is designed. They are said to be non-shifting, 
Sanitary, and enduring. It is pointed out that remov- 
able upholstering makes renewal a simple matter. 
—_-——~- -  -— 
NEW GERMAN PAPER-FASTENING PLIERS 


A new paper-fastening pliers has been put on the 
market by the firm of S. Roeder, Berlin, SW 68, Ger- 
many. The pliers function as a punch, cutting tongues 
in the paper. These tongues serve to attach the sheets 
to each other. 

The moving metal part makes it possible to use the 
implement as a punch only when it is desired to make 
holes in single sheets ERB 

—<>——__ 
DUVELOPE CARRIES RETURN ENVELOPE 

Duvelope Corporation, 16 East 23rd street, New York, 
N. Y., is distributing a patented envelope that carries 
within itself a second envelope in which a response 
can be mailed. The two envelopes are made from one 
sheet of paper. On being received and opened, the 

(Turn to page 185, please) 








106 


A. W. FABER CELEBRATES 175TH ANNIVERSARY 


Awakening memories of the small village of Stein, 
Austria, in the year 1760, when a young man founded 
a business which was destined to become world-famous, 
the house of A. W. Faber last month celebrated its 
175th anniversary. 


The House was founded by Kaspar Faber who settled 
in the small village of Stein in 1760 and started to 
manufacture lead pencils in 1761. The whole posses- 
sions of the founder consisted of a small house and 
garden. 

In 1786 an inventory was taken and Kaspar Faber’s 
fortune in ready cash at that time amounted to fifty- 
nine florins. 


Sales were made mostly in and around Nuremberg 
from week to week and carried in a basket. Slowly the 
French method of combining Graphite with clay was 
adopted, but after this new method was once mastered 
successfully the business started to grow and yielded 
a satisfactory profit. 

It was, however, necessary to work a larger field 
which was partly possible when the son of Kaspar 
Faber, Anton Wilhelm Faber whose initials are still 
embodied in the name of the firm, assumed the leader- 
ship of the House of A. W. Faber. He was succeeded 
by his son, George Leonhard Faber, in 1810. In 1839, 
he in turn was succeeded by his son, Lothar von Faber, 
who at the age of nineteen, went to Paris to further 
enlarge the markets for his house. 


At that time his factory employed twenty people and 
had a turnover of about 1000 per year. However, under 
the leadership of Lothar von Faber business began to 
increase from year to year and in 1843 an agency was 
established in New York. 

In 1849 a branch house was established in New York 
by the brother of Lothar von Faber, Eberhard Faber, 
who had studied law and had acquired the necessary 
commercial experience at the parent house in Stein. 
This branch house was abolished in 1894 when an inde- 
pendent branch was established in New York under the 
name of A. W. Faber. 

In 1856 A. W. Faber made an agreement with John 
Peter Alibert, a trader, with the consent of the Russian 
government, to secure for itself the Graphite mines of 
Siberia. Having obtained the proper raw materials and 
adopted new methods of production in the course of 
years, the firm of A. W. Faber had become a concern of 


Reproduction of a Wood-cut Showing the 

A. W. Faber Branch Penholder and Pen- 

ceil Plant, Brooklyn, N. Y.. Which Was 
Established in 1861 
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world-wide importance, with branches and agencies in 
many leading cities of the world. 

In 1861 A. W. Faber opened a branch factory in 
Geroldsguren, Bavaria, for the production of slates such 
as were used by school children and later also manu- 
factured at this branch rulers, T-squares and slide 
rules. 

In 1881 an ink and color factory was established in 
Noisy-le-Sec near Paris. 

Early in the ’90’s a rubber factory was established 
in Newark, New Jersey, and the New York branch office 
was transferred to Newark. 

Lothar von Faber died in 1896 and inasmuch as his 
only son had died in 1893, the business was conducted 
by his widow, Ottilie von Faber, who in 1900 admitted 
Count Alexander Lothar von Faber-Castell to partner- 
ship, Count Castell having married the granddaughter 
of Lothar von Faber, Ottilie. 

In 1906 the “Castell” pencil appeared on the market, 
an improved new product which has since become 
prominent in the field of drawing pencils. 

The world war struck a heavy blow to the firm of 
A. W. Faber in the foreign field, branches being closed, 
factories being seized and by this method the American 
branch house came to be under American ownership. 

However, the new American owners, being men of the 
high standards, immediately after the war resumed 
business relations with the European house and in 
other countries also new relations were established. 

In 1928 after having been the head of A. W. Faber 
for twenty-eight years, Count Alexander Lothar von 
Faber-Castell, for whom the “Castell” pencil was 
named, died after a long illness, to be succeeded by his 
son, Count Roland von Faber. 

At the celebration of its 175th anniversary, the House 
of A. W. Faber again stands out as one of the world’s 
largest producers and leaders in the pencil industry and 
its motto, the words “Truth—Integrity—Industry” re- 
main the same as at its beginning. 


—_ a 


L. R. KENDRICK RECOVERS FROM ILLNESS 

L. R. Kendrick, secretary-treasurer of the Kendrick- 
Bellamy Company, Denver, Colo., has returned to his 
post after a month’s illness. Two weeks of his illness 
were spent at St. Luke’s hospital. Mr. Kendrick reports 
that now he feels better than ever—ATW 
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THIRTY-THIRD NATIONAL BUSINESS SHOW 


Business executives will be offered an exceptional op- 
portunity during the month of October to inspect, and 
gather first-hand information regarding, the latest de- 
velopments and achievements in devices and other 
equipment for facilitating the work of business offices. 
To make this opportunity possible, the thirty-third an- 
nual National Business Show has been planned to ap- 
peal specifically to the business executive more than 
ever. 

Opening on Monday, October 19, at 1 p. m., in that 





Port of New York Authority Building, to House the 
Thirty-third National Business Show This Month. 


hall of vast proportions, Commerce Hall in the Port of 
New York Authority Building, New York City, this 
year’s collection of exhibits, demonstrating the latest 
word in the progress of business equipment, is certain 
to reflect a number of outstanding business factors. 
Too, there are new concerns that have come up in the 
business equipment field, and new products have made 
their appearance and are being offered, more so than 
for several years past. 

This show, it must be stated, will offer an unusually 
good opportunity for the office equipment industry, in 
that many concerns, after the years of holding back 
expenditures for necessary new equipment or for re- 
placements, are finding it necessary to take inventory 
of their equipment and give consideration to making 
expenditures for improving their facilities. And the 
demands of the present era make it more than ever es- 
sential that the most efficient devices and equipment 
be secured to replace those that are outmoded or obso- 
lete. Keeping pace with business progress requires 
continual study and adoption of the most advanced 
equipment and methods, otherwise, loss of time, which 
means loss of money or the increasing of overhead 
costs, is bound to result. 

Taken all in all, such factors as the foregoing, and 
others that need not be enumerated here, combined 
with the fact that the industry has been operating 
below capacity for several years and attention during 
this period has been turned to research and develop- 
ment, all emphasize the added importance this year’s 
business show will take on. 
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According to a statement made by Frank E. Tupper, 
managing director of the business show, the greatest 
obstacle preventing business institutions from taking 
full advantage of the great service being offered by the 
business equipment trade is the fact that not enough 
business executives are sufficiently well informed with 
regard to the achievements and advancements made. 
Executives pay out considerable sums of money for 
business operation, says Mr. Tupper, and it is their re- 
sponsibility to know that this money is being spent in 
the most frugal and practical manner possible. 

To such executives, and all others responsible for the 
efficient operation of business offices, the National Busi- 
ness Show offers the opportunity to investigate for 
themselves, to compare and have demonstrated the 
most advanced equipment as well as systems and meth- 
ods for promoting efficiency and economy in business 
operation. 

Another feature also must be mentioned. Stream- 
lining, and the modern trend in design and decoration, 
have had their influence on the planning and designing 
of office equipment, and this equipment is now being 
offered by many manufacturers in new exterior de- 
signs, and in a variety of finishes, standard as well as 
custom, to harmonize with the new trend in office deco- 
rating schemes. Many models will be seen in black and 
chromium finish, and otherwise drab looking machines 
will be found in finishes that do justice to the most up- 
to-date ideas of office decoration. 

With many concerns exhibiting for the first time 
since the depression settled down over the business and 
industrial world, and with signs pointing to a revival 
of good business, the thirty-third annual National Busi- 
ness Show is certain to attract widespread interest and 
attention, especially so as the particular industry it 
features is one that has such a vast influence upon 
business efficiency and economy. 

Again, the opening date is Monday, October 19, at 
the hour of 1 p. m. sharp, and the place is the largest 
exposition floor to be found in New York City, the Com- 
merce Hall, Port of New York Authority Building. 

eH ___— 


SIMLER RECOVERS FROM OPERATION 


Henry Simler, president of the American Writing Ma- 
chine Company, New York, after an operation in Pas- 
savant hospital, Chicago, the first of September, spent 
ten days there in recuperation and left for his old home 
in Rockville, Ind., for a short stay before returning to 
New York. 

Mr. Simler set out from New York the end of July for 
a trip across the country with stops at the company’s 
branches in both north and south on his way to and 
from the Pacific Coast by different routes. 

Upon practical completion of his trip, he returned to 
Chicago for the surgical treatment which he came 
through with comparatively little discomfort. 

To a representative of OA who called upon him at 
the hospital, Mr. Simler expressed his satisfaction over 
the business of the company’s branches. He mentioned 
a particularly pleasant experience in California. It 
was when F. L. (Rusty) Reynolds, manager of the com- 
pany’s Los Angeles branch (“a very excellent driver”) 
took him over the coast line highway from Del Monte 
to San Francisco. He also showed the reporter some 
interesting views from the windows of the company’s 
new headquarters at the corner of Worth and Lafayette 
streets, New York. 

The American Writing Machine Company is the last 
of the group which made a certain few blocks on lower 
Broadway “Typewriter Row” for many years, to change 
location. 
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Representatives of office equipment concerns abroad, visiting the United States, are cordially invited to make the 

offices of this journal their headquarters. The staff at the main office, 417 South Dearborn Street, Chicago, 

and the staff at the branch in charge of C. H. Everly at 1601 Pershing Square Bldg., Pershing Square, 42nd 

St. and Park Ave., New York, will be happy to be of any possible service. While the facilities at New York 
are not so many as at Chicago, there will be found the same desire to serve. 


LONDON NOTES AND NEWS 
By Mr. Vincent Jackson 


United States manufacturers traveling to London are cordially invited to call 

upon Vincent Jackson at 22 St. Andrew street, Holborn Circus, London EC4. 

Mr. Jackson’s association with the trade and his contacts with its organiza- 

tions afford him information valuable to those desiring to cultivate the Brit- 

ish market. In subscription matters, O. Viborg-Larsen, Dalforet 16, Copen- 

hagen, Denmark, is the authorized representative of Office Appliances in the 
British Isles. 


London, September 7, 1936. 
Knowing that I was interested in writing for an 
American Journal, a friend of mine promised to loan 
me a copy of The Anglo-American News which, he told 
me, was a warning to English writers on the subject 
of correct phraseology for the American reading pub- 
lic. This article—‘A Bond or a Barrier?”—by John S. 
Steel was a very interesting one to me, and I hope that 
in past and future correspondence to you I manage to 
steer clear of any expressions likely to cause misun- 
derstanding! 


. > «. 


I have just come away from the monthly luncheon 
and business meeting of the Office Appliance Trades 
Association at which the chairman, Mr. Edgar Smith, 
presided. The main topic of conversation was the ar- 
rangements that have been made for the forthcoming 
Birmingham Business Efficiency event which opens on 
September 24th. 

Mr. Harry Stiles, chairman of the advertising Com- 
mittee, reported on the work of his colleagues, Messrs. 
Boreham (Burroughs), Carruthers (Addressograph- 
Multigraph), Davidson (Comptometer), and Wynne 
Jones (Universal Postal Frankers). 

This advertising committee has worked in close co- 
operation with the chairman and executive and also 
with the exhibition director, Mr. A. C. McLellan. They 
have appointed the London Press Exchange as adver- 
tising agents and mapped out a comprehensive series 
of advertising. Their programme includes a suggestion 
for cooperative advertising just prior to the show, and 
the response has been so splendid that their original 


allocation will have to be increased. Instead of two, 
they will probably run three series of these “Ads.” 

Mr. A. C. McLellan, the exhibition director then told 
us of the happy position he was in with the arrange- 
ments for converting the hall into a suitable place for 
our exhibition. I know that the hall in question is not 
a particularly attractive one, but by the time Mr. Mc- 
Lellan has finished with it the “natives” of Birmingham 
will not recognize their own hall (as he put it!). The 
Association has been fortunate in persuading the Earl 
Dudley to open the exhibition. The Earl Dudley is a 
business man of repute with interests in the Birming- 
ham district and his appearance on the platform sup- 
ported by the Lord Mayor of Birmingham will be an 
excellent send-off for the Exhibition. 

One of the members of the Association, Mr. Gilbert 
Gledhill, M.P., (Gledhill Cash Tills) is also actively co- 
operating with the executive so as to ensure a good sup- 
port of members of parliament. 

As regards the advertising, they are following a policy 
similar to that of the last London exhibition and quot- 
ing in their advertisements the opinion of executives 
of business houses in the Birmingham district. Whilst 
in London they generally went to the very large firms. 
They feel that in this particular case it would be better 
to get the opinions of executives of some of the smaller 
concerns. This is a good move, in my opinion. While 
many people may read that Mr. So-and-So of some 
great combine believes this, that and the other about 
machines, the smaller man dismisses the whole thing 
as being all very well for these giant concerns but not 
of importance to him. 

During the run of the exhibition there will be a series 
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of lectures given in the evenings by well known men 
on such subjects as—“The Human Aspect of Manage- 
ment”—“Industrial Civil War” (this from the advertis- 
ing and publicity manager of J. Lyons & Co., Ltd.)— 
“Costing” and “The Way to Better Office Management.” 

Another subject raised at this meeting was the value 
of advertising in special supplements in one of the 
national papers. The opinion of members of the Asso- 
ciation was that there was not much value in such ad- 
vertising, as generally speaking readers extracted the 
supplement and threw it away so that they would be 
able to read the news—which is what they bought the 
paper for! The Association is therefore not giving offi- 
cial support to a certain scheme that was brought for- 
ward. 

I should have told you that at this meeting the chair- 
man of the association announced two additions in the 
names of the Bell Punch Co., Ltd. (Calculators), and 
A. West & Partners (Drawing Office Suppliers). So the 
Association still grows. Splendid! Mr. Edgar Smith 
also announced that the annual general meeting would 
be on October 20th, and he appealed for the fullest 
possible attendance. 

* * * 

I was interested the other day in reading in the Eve- 
ning Standard an article respecting an old adding ma- 
chine which has just been discovered amongst some 
junk at an office. According to the writer of this 
article (and I have been unable to check this up too 
carefully) the machine was invented by Professor Ed- 
ward Selling in the day when adding machines were 
just being thought of. It is about fifty years old and 
was originally purchased as the last word in adding 
machines by a professor at the Imperial College of 
Science. Apparently it got put away in a store room 
and has only just been rediscovered and sent to the 
Science Museum South Kensington where it is on ex- 
hibition in a glass case. The newspaper correspondent 
reported how he had persuaded the attendant to show 
him the machine’s paces, and although its method of 
operation and the speed at which it worked bears no 
comparison with modern calculators it gave the right 
answer—generally! 

+ ” * 

On Wednesday last I saw Mr. Fred Jefferson, Chair- 
man of Kenrick & Jefferson, Ltd., off to the U. S. A. on 
the “Queen Mary.” This is Mr. Jefferson’s first visit 
and he is looking forward to it very much indeed. We 
of the K & J Family are expecting to hear much of 
interest in connection with your country when “Mr. 
Fred” returns. Strictly speaking this visit is supposed 
to be a holiday, but I am sure Mr. Fred will have the 
opportunity of seeing a good deal of your fine business 
organizations—VEJ (see Guest Book, p. 115.—Editor.) 

—<p__— 
BLIKMAN & SARTORIUS TAKE ORIGINAL 
OHDNER LINE 


Blikman & Sartorius of Amsterdam, Holland (estab- 
lished in 1693 and therefore the world’s oldest office 
equipment business), for many years agents for the 
Royal typewriter and some other U. S. manufactures, 
have again been appointed sole agents for the Original 
Odhner calculator in Holland. The agency was pre- 
viously held by the firm until 1929, when the manufac- 
turers established their own branches, which have now 
been discontinued. 

The firm is also agent for the Kosmograph dictating 
machine made in Dresden, which operates on the prin- 
ciple of the gramophone, employing double-faced disk 
records. 

To facilitate and increase the number of demonstra- 
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tions of the firm’s office machines by salesmen in the 
provinces, a motorized showroom is employed. The 
whole range of machines can be carried in the car, as 
is shown by the illustration, with room left for sales- 
men to work them. A. Q. DeFlines, director, states that 





Motorized Showroom of Blikman & Sartorius, Amsterdam 


this is probably the first car for the purpose in the 
office equipment business in Holland. 

Office machines are but one division of the Blikman 
& Sartorious business which includes an extensive va- 
riety of commercial stationery lines, loose leaf and vis- 
ible systems and numerous smaller office utilities. 

ocionasiiiihticted 
G. A. GJESSING IN PARIS ON BUSINESS 

Last month G. A. Gjessing of G. A. Gjessing & Com- 
pany, of Oslo, Norway, conferred in Paris with Harry 
Yager, vice-president of David Kahn, Inc., North Ber- 
gen, N. J., for which Mr. Gjessing is general export 








—_— ere 


Kahn Confréres in Paris. Left to Right: S. 

Wittelshofer, Kahn’s General Agent for France; 

Harry Yager, Vice President, David Kahn, Inc.; 

G. A. Gjessing, General Agent for Scandinavian 
Countries. 


manager for the Scandinavian countries. Present at 
the meeting also, which took place at the Hotel Ambas- 
sador, was S. Wittelshofer, the Kahn Company’s export 
manager for France. 

Mr. Gjessing’s company is Scandinavian agent for 
several other U.S. manufacturers. Mr. Gjessing reports 
“plans for big things for Kahn in Europe now.” 
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REMINGTON RAND IN NEW HOME 

All New York activities of Remington Rand Inc. are 
now being conducted from one address, readily accessi- 
ble by motor, bus, subway and elevated—that of the 
new Remington Rand Building, 315 Fourth avenue. 
The national headquarters of the firm will continue 
to be Buffalo. 

Near neighbors in the new location are the Metro- 
politan Life Insurance Company, and the New York 
Life Insurance Company, both housed in new struc- 
tures, and a new United States Post Office is sched- 
uled for erecting within a block of the new Rem- 
ington Rand site. The location is favorable for the 
handling of Remington Rand freight, Twenty-third 
street being a cross-town artery for trucks, and other 
organizations of that vicinity having little freight 
traffic of their own. Since the street car lines have 
been removed from Fourth avenue, that thoroughfare 
has become a main course for the flow of north and 
south automotive traffic. 

The new Remington Rand Building is a twenty-story 
skyscraper, faced with limestone. Six passenger and 
four freight elevators are available. The ten floors 
occupied by Remington Rand Inc. are connected by an 
automatic telephone system, the latest developed by 
the American Telephone and Telegraph Company. The 
various departments housed on the ten floors are laid 
out with little partitioning, although private offices are 
established for department heads. The total floor 
space used by the corporation is 114,000 square feet. It 
comprises the basement and all floors above up to and 
including the seventh, with the eighth reserved for 
executive offices. 

The second floor provides facilities for the Portable 
Typewriter Department, the Home Sales Division, and 
the Stenographic Employment Division. The third 
floor is occupied by the Maintenance Department. On 
the fourth floor is the Typewriter Division. The School 
Sales Division, Traffic Department, Mailing Depart- 
ment, telephone switchboards, rest room, Dexigraph 
Department, Building Manager, and meeting rooms 
are on the fifth. On the sixth floor are the Adding 
and Accounting Machines and Powers Divisions, and 
special demonstrating rooms with acoustically designed 
ceilings. The seventh floor is used for the Systems 
Division. 

The bringing together of the New York departments 
which heretofore have been separated is expected to 
establish a level of codperative achievement toward 
the satisfaction of customer needs and wants unprec- 
edented in the firm’s history. 

E. Remington & Sons, the first commercial manufac- 
turer of the Remington typewriter, had offices at 281 
Broadway. Here in 1882 the firm of Wyckoff, Seamans 
& Benedict established itself, starting business as a 
merchandising organization with a contract to sell 
Remington machines in a world-wide territory. In 
1886 the typewriter interests of E. Remington & Sons 
passed to the firm of Wyckoff, Seamans & Benedict. In 
1884 the latter company moved to 339 Broadway. Four 
years later, needing more space, the firm took new 
quarters at 327 Broadway. Subsequent expansion led 
to the taking over of the premises at 325, 329 and 331. 
With this growth attained, the company made no 
change of location until 1917, when it moved to 374 
Broadway. Prior to this move, in 1903, the firm name 
was changed to Remington Typewriter Company. Oc- 
cupation of the premises at 374 Broadway continued 
until the recent change, when the company, now known 
as Remington Rand Inc., removed to its new home at 
315 Fourth Avenue. 
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PARKER PRESENTS RINGS TO STUDENTS 

As part of a national advertising campaign The 
Parker Pen Company has completed a plan whereby 
students of high schools, prep and military schools, col- 
leges and universities may obtain a college ring bearing 
the official school seal or letters for the sum of twenty- 
five cents and the top of a Parker Quink carton. The 
ring, a certified $2 value, represents a saving to each 
student of $1.75. 

According to officials of the company the plan is part 
of the advertising campaign which will be conducted in 
magazines and juvenile publications plus hundreds of 
college papers and local newspapers as an intensive 
sales promotion drive on Parker’s new quick drying ink, 
Quink. 

—— 
LOUISVILLE STATIONERS ELECT OFFICERS 

At the regular monthly meeting of the Stationers 
Association of Louisville, held at the Brown Hotel on 
September 14, the following officers were elected for the 
coming year: 

William P. Kelly, Office Equipment Company, re- 
elected president; John Fetter, George G. Fetter Com- 
pany, vice-president, and Norman W. Watts, re-elected 
secretary and treasurer. 
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New Site of Remington Rand Inc. for New York Offices 
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McAULIFFE OBSERVES 50TH ANNIVERSARY 

Marking one of the longest records in the business 
world of the state of Vermont, Patrick E. McAuliffe, 
treasurer and manager of the McAuliffe Paper Com- 
pany, Inc., Burlington, Vt., celebrated his fiftieth year 
in the book and stationery business on September 8. 

Just as enthusiastic and energetic as he was when, 
at the age of thirteen, he entered the business to which 
he was destined to devote his lifetime, Mr. McAuliffe 
vividly remembers the growth of Burlington’s business 
section. At the same time Mr. McAuliffe recalls that 
the year 1937 will mark the one hundredth consecutive 
year that the same line of business has been conducted 
on the site of the McAuliffe Paper Company’s present 
store at Church and College streets. 

It was in 1837 that Mr. McAuliffe entered the employ 
of Samuel Huntington, who had established a station- 
ery and book store on the location occupied by the 
company today. The establishment at that time was 
a two and one-half story, wooden frame structure. 

Things ran smoothly for Mr. Huntington until on 
January 14, 1887, the entire block was destroyed by 
fire, and the stationer was obliged to move his business 
to a building some distance away. About eighteen 
months later Mr. Huntington’s new building was com- 
pleted and he again opened for business at Church 
and College streets, unaware that in 1928 another de- 
structive fire was to again raze the building in which 
his business was conducted. The latter conflagration 
was not to occur, however, until the business had been 
purchased by the McAuliffe interests. 





Caravan on Wheels of Camel Pen Com- 
pany, Orange, N. J. Left, Fred S. Broach, § m) 
Sales Manager. Right, Marshall Weaver, WT 
Special Display Man. Building in Back- 
ground Is the Company Office. 
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P. E. McAuliffe 


Upper Left: Former Home 
of McAuliffe Paper Com- 
pany. Lower Left: Present 
Home of Retail Department, 
McAuliffe Paper Company. 


The establishment was to be conducted under many 
different names before it became the McAuliffe Paper 
Company. After Samuel Huntington it became Samuel 
Huntington & Company, Whitney & Shanley, Hobart 
J. Shanley & Company, and the Corner Book Store. 

It was in 1919 that Mr. McAuliffe returned to Church 
and College streets, when the McAuliffe Paper Com- 
pany purchased the Corner Book Store. For seven 
years prior to that time he was with the newly estab- 
lished McAuliffe Paper Company in other locations of 
Burlington. 

Mr. McAuliffe’s keen memory recalls many incidents 
—some delightful and some tragic—during his half- 
hundred years in the stationery business, but these he 
prefers to skip, choosing to remember that only three 
other local residents are still engaged in business, who 
were so occupied fifty years ago in Burlington. 

“T can remember when I went to work for Mr. Hunt- 
ington when I was thirteen years old,” Mr. McAuliffe 
said. “That was exactly fifty years ago. There were 
scores of other men conducting various businesses in 
those days, but of them all only three are still in the 
ring today, as far as I can recall. They are George F. 
Bell, L. M. Simpson, and A. B. Anthony.” 

The McAuliffe Paper Company now maintains a 
modern wholesale and a retail establishment and its 
activities extend throughout the entire state. In addi- 
tion to Patrick McAuliffe, the other officers of the firm 
are William H. McAuliffe, president; F. L. McAuliffe, 
vice-president, and Henry J. McAuliffe, secretary. 
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GEORGE B. GRAFF COMPANY CELEBRATES 
TWENTY-FIFTH ANNIVERSARY 

As from a little acorn grew the sturdy oak with its 
branches spreading out in all directions, so, from what 
in its original form was a tiny bit of metal was devel- 
oped an enterprise of considerable size with its prod- 
ucts contributing to the efficient operation of business 
of many kinds. Thus the George B. Graff Company of 
Cambridge, Mass., which recently celebrated its twenty- 
fifth anniversary. 

Early in 1911 George B. Graff, the founder of the 
company, was publication manager of several publica- 








George B. Graff 


tions then sponsored by the Christian Endeavor move- 
ment, a position he had held for a number of years 
under the guidance of Dr. Francis E. Clark, founder 
of the organization—a position in which he undoubt- 
edly could have continued. His attention, however, had 
been attracted to a comparatively simple little device, 
a vise clip which had just been patented by a young 
Connecticut attorney. 

Resigning his position as publication manager, 
George B. Graff rented desk space in an office in Som- 
merville, Boston, Mass., his stock in trade, which he 
intended using as a wedge for an entrance into the 
office equipment industry, consisting of the sole selling 
rights for the vise clip plus a quiet but firm determina- 
tion to succeed in a new field. 

So the business known as The Vise Clip Company 
was started in this simple manner back in 1911. It 
was not long, however, before studying this simple little 
device and the uses that were being made of it by 
those to whom it had been sold, Mr. Graff sensed 
greater possibilities in this small piece of metal. His 
investigations disclosed the fact that many users of 
the vise clips were also using them for signal purposes, 
different sizes of the clips being used for different 
classifications. 

Thus he was led to the belief that the clip could 
be improved upon and made more effective for use 
as a signal. He started experimenting, finally cutting 
out the center of the front lip of the clip, turning it 
up so it projected above or beyond the card or leaf 
to which it was attached, later enamelling this upper 
portion. Here we find the beginning of the vise signal, 
the first signal made that did not cover up the data 
that was to be signalled but, instead, put a frame 
around this data so it was brought out more distinctly. 
As the selling of this vise clip proceeded, Mr. Graff 


At Right, Top of Page to Bottom: Factory of George B. Graff 
Company, Cambridge, Mass. George B. Graff at Work in his 
Private Office. View of General Office. Scene in the Plant. 





OFFICE APPLIANCES 























OCTOBER, 1936 


constantly studied it so as to improve the workman- 
ship on it, also the enamelling process. 

Industry plus ingenuity and determination were 
pushing Mr. Graff forward. Three years after he rented 
his desk space, in 1914, the business which had been 
operating as the Vise Clip Company was incorporated 
under the name of the George B. Graff Company, the 
designation being “manufacturers of Time Saving 
Office Devices.” By this time these devices included 
clips, signals, and index tabs. Mr. Graff was the presi- 
dent and general manager of the newly incorporated 
company, a position he has retained to this day. Two 
of his friends were the other members of the Board 
of Directors. 

A little story Mr. Graff enjoys telling gives an indi- 
cation of the next important move made by the com- 
pany. Shortly after starting the business he found it 
was necessary for him to hire an office boy. A boy 
was found—Charles W. Lipman. One day Charlie was 
sent out on an errand, and in the course of performing 
his duty on that errand he happened to pass a station- 
ery store, something impressing him with the feeling 
that this particular store was not buying the products 
of the company for which he was working. 

Here was another instance of clear thinking and 
action, of looking beyond the immediate job. Charlie 
stepped into the store, asked to see the proprietor, and 
told him he wanted to talk to him about some of the 
Graffco products. The reply he received was that it 
was too hot to talk about anything, and it was an 
exceedingly hot day. Undaunted by this reply, Char- 
lie’s answer was, “Well, you sit down and fan yourself, 
and I’ll do the talking.” He did the talking, and with 
such good effect that when he returned to the office 
he carried an order with him in addition to having 
performed the errand on which he was sent. 

Mr. Graff immediately recognized that Charlie was 
cut out for a salesman and could not be kept merely 
in an office boy’s position, so from that day to the 
present Charlie has been on the road almost contin- 
uously, and now is not only the oldest employee of the 
company but the leading salesman and also secretary 
and assistant sales manager. 

Continuing to exercise the spirit of industry, ingenu- 
ity and application with which he was gifted, Mr. Graff 
forged ahead and his company made rapid but sound 
and substantial progress. In 1922 he joined forces with 
Percy G. Underwood, the firm becoming known as the 
Graff-Underwood Company, continuing under this des- 


The Office Appliance Company, Ltd., 150 
Nanking Road, Shanghai, China, Shows 
The General Fireproofing Company’s 
1800 Line All-Steel Desk, Two New GF 
Satin-Finish Aluminum Chairs, and a GF 
Four Drawer Filing Cabinet. P. S. Wid- 
dup, managing director, plans a visit to 
the United States soon, according to a re- 
port from William H. Schafer of The 
General Fireproofing Company, Youngs- 
town, QO. 
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ignation until Mr. Graff purchased Mr. Underwood's 
interests in October, 1928, and the firm returned to its 
former name of the George B. Graff Company. 

At the time of the combine of the Graff-Underwood 
interests in 1922, Mr. Graff’s son, Leland, who had just 
graduated from college became associated with the 
business and was appointed salesman in the middle 
west territory. Today Leland Graff occupies the posi- 
tion of treasurer and sales manager of the company. 

Another factor that has had a bearing on the con- 
tinued progress of the company is the way Mr. Graff 
has at all times recognized ability and perseverance 
among those working for him. He has always made 
it a rule, he tells us, to advance those in his employ, 
whenever possible, rather than go outside for help. In 
1927 he needed a new superintendent in the factory. 
Finding that one of his tool makers, Robert A. Stewart, 
was very expert and had made many good suggestions, 
also improvements on some of the dies and machines, 
Mr. Graff offered him the position of superintendent. 
Mr. Stewart is still with the company, and has been 
the inventor and maker of many of its best automatic 
machines. 

When Mr. Graff purchased the Webster Pencil sharp- 
ener from the F. S. Webster Company, all the ma- 
chinery necessary for the manufacture of the sharp- 
ener was included in the sale. This made it necessary 
for the George B. Graff Company to open up a factory 
of its own, this being followed soon after by the addi- 
tion of other machinery for making clips, signals, index 
tabs, etc., which previously had been made under con- 
tract by outside plants. 

So from the little seed planted back in 1911, from a 
little desk space, an idea involving a little piece of 
metal, has grown the present George B. Graff Company, 
Graffco products being sold and used the world over, 
the company having salesmen covering every part of 
the United States and representatives in many foreign 
countries. 

—_——__——_ 


SPRINGFIELD TYPEWRITER EXCHANGE 
MAKES BIG SALE 


The Springfield, Mo., Typewriter Exchange recently 
had the pleasure of delivering almost a full truck load 
of new typewriters to the plant of the Springfield 
Newspapers, Inc., when the typewriter agency re- 
equipped the whole newspaper plant with new L. C. 
Smith typewriters ——HDR 
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THE GUEST BOOK 


M. F. Donovan, president of the Buckeye Ribbon & 
Carbon Company, Cleveland, O., entered his name in 
our record August 29. A letter from him immediately 
following his visit revealed the same spirit reflected 
by him in person. It is good to meet a man who remem- 
bers old friends, a veteran in the trade who can spin 
interesting tales of the very first typewriters put on 
the market, and who knows technical details of the 
manufacture of modern ribbons and carbons. A vital 
Spirit is Mike Donovan. 


G. Jervis Manton, president of Jervis Manton Pty., 
Melbourne, Australia, seller of “the world’s best” tech- 
nical books and trade journals, and past president of 
the Victorian Institute of Advertising, gave us the 
pleasure of a call on September 1. Mr. Manton sailed 
from Australia in April for England, where he spent a 
month visiting familiar places and meeting old friends. 
To which delightful experience he added two weeks 
afloat with the Advertising Association of Great Britain, 
being a delegate of the organization on an interesting 
and educational trip across the North Sea and up the 
Baltic on the S.S. Voltaire chartered by the- associa- 
tion. Stops were made and conferences held with local 
bodies at Copenhagen, Oslo, Stockholm and Helsinki. 
As the object of the trip was to promote international 
business, the association was entertained at each of the 
capitals. At Stockholm, the Crown Prince participated 
in the ceremonies with a special welcome for the visi- 
tors. 

Returning to London, Mr. Manton went across the 
channel for five weeks on the Continent visiting among 
other cities Berlin, Leipzig, Dresden, Prague, Vienna 
and Paris. Thence to Liverpool from where he sailed 
for Montreal. The only disappointment on the Cana- 
dian trip being the mist and fogs which deprived him 
of the particular delights of the sail up the St. Law- 
rence. 

From Montreal, Mr. Manton went to Boston, thence 
to New York and other eastern cities. Then to Chicago 
where he spent several days before setting out for Van- 
couver. He visited at some of the cities in U. S. North- 
west going overland to San Francisco, thence by coast 
steamer to Los Angeles from where he sailed for home. 

It was Mr. Manton’s first trip to the United States 
in twenty-two years. He was much impressed with the 
changes in the cities with which he felt he would be 
somewhat familiar. 

“A very good time all through,” said Mr. Manton. 
Of course, for Mr. Manton brought his good time with 
him in his good will and his acceptance of conditions 
as he found them. From his comment upon his obser- 
vations in the several countries visited, we took the im- 
pression that Mr. Manton returns to Australia with in- 
creased satisfaction over the British scheme of things 
and with increased devotion to his homeland. 


Kenneth McArdle, Montreal, Canada, editor of Cana- 
dian Business, gave us the pleasure of a call on Septem- 
ber 3. In Chicago on special business for his publica- 
tion, a journal with high rank in all divisions of Cana- 
dian industry. 


Edward H. Settlage, advertising manager of Ducom- 
mun Metals & Supply Company, Los Angeles, Calif., 
which supplies various metals to many industries on 
the Pacific Coast, including some manufacturers in this 
field, looked in on us on September 9 to bring a message 
from our old friend, M. B. Locke, now operating the 
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Locke Bindery Company in Los Angeles, and long con- 
nected with the office equipment industry. He did rec- 
ord work in both the adding machine and bookkeeping 
machine divisions over a period of years. He was as- 
sociated with the late George Brunsen when the “Ditto” 
duplicator was introduced under the name of “Com- 
mercial.” Mr. Settlage with Mrs. Settlage had just 
come from his first visit in thirty-two years to his old 
home town in St. Louis. At Flint they were to pick up 
a new car for a tour awheel through New England be- 
fore returning to the Coast. 


M. I. Aaron from the home office of Frankel Carbon 
and Ribbon Manufacturing Company, Denver, and Jack 
Street, dealer representative of the company, signed 
the Guest Book on the tenth. They were accompanied 
by J. M. Lader, manager of the company’s Chicago 
office. Mr. Aaron forsook the automobile, his usual 
mode of travel, to make a vacation trip to Chicago on 
the City of Denver, the new streamline train of the 
Union Pacific, put into operation this summer. Al- 
though his time in Chicago was his own he did not 
divorce himself entirely from company activities but 
instead spent some time on several occasions at the 
Chicago branch. Mr. Street, who has been with the 
company about a year, has made an excellent record 
in opening dealer agencies in the East and the Middle 
West. He expected to start on a trip which would take 
him east to New England, south some distance along 
the Atlantic states and back to Illinois. All three visi- 
tors were gratified at the increase in sales volume 
which they had experienced during the past year. 


Charles Lipman of the George B. Graff Company, 
Cambridge, Mass., returned from the Pacific Coast and 
gave us the pleasure of a call on September 17. In Chi- 
cago in time to look in on the trade before the opening 
of the big convention. The entire trip, which included 
stops at a number of cities, was made by plane. All 
but one of the “ships” used being in general passenger 
service. Except a brief flight in a small mail plane 
from Pueblo to Denver, with a stop at Colorado Springs. 
“Charlie” has been air-minded for quite a while. He 
saves much time by air transportation. 


Carl O. Lindgren, secretary of the American Number- 
ing Machine Company and manager of the Chicago 
branch, dropped in for a chat September 18. He was 
on his way to Walhalla, Mich., where he has a summer 
cottage, and enjoys the facilities for relaxing. He 
anticipated a riot of color in the trees on his property, 
with illumining appeals to his imagination. Some 
weeks hence he will return to Walhalla to button up the 
cottage for the winter. 


C. A. Goodrich, Case Bros., Highland Park, Conn., 
looked in upon us on September 19 enthusiastic about 
two things in particular. One, Case Bros. line and the 
other—yes—‘“the outcome of the election in Novem- 
ber.” Engagements elsewhere kept him from staying 
over to meet some old friends at the convention. 


Carl Lamm, Maskinaffaren Carl Lamm of Stockholm, 
Sweden, gave us the pleasure of renewing personal ac- 
quaintance on September 19th. Checking up, disclosed 
his signature on a guest book of twenty years ago. 
During which two decades Mr. Lamm has expanded his 
business, which centers around typewriters, adding, 
bookkeeping, addressing machines and supplies, to one 
of highest prestige and importance in the industry in 
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Sweden. Branches are maintained in eight cities and 
forty traveling salesmen cover the field. Matured a bit 
in twenty years but displaying the same vigor and 
enthusiasm of his earlier years, Mr. Lamm impresses 
one with his enterprise and his knowledge of the in- 
dustry. Mr. Lamm came over for a visit with the manu- 
facturers for whom his company is agent in Sweden, 
and to inform himself upon certain other things in 
which he may develop an interest. 


C. G. Tollefsen, manufacturers’ agent, 30 Church 
street, New York, N. Y., in Chicago on a special busi- 
ness mission, affixed his signature to the Guest Book 
on September 21 and encountered an old friend, Charlie 
Everly, eastern manager of OA, which developed inter- 
esting conversation about Mr. Tollefsen’s experience in 
the field. And some facetious passages about the rela- 
tive merits of sleeper busses and Twentieth Century 
Pullmans. 


Five old friends, busily engaged at the N. S. A. Con- 
vention, expressed inclination but lacked opportunity 
to affix their names to the Guest Book and would have 
done it by proxy. So their names have been inscribed 
on the principle that the spirit, rather than the flesh 
giveth life. They are cited here. 


Louis T. Koerner, general manager of Jasper Chair 
Company, Jasper, Ind., with George A. Litchfield, sales 
manager, held open house on the tenth floor of the 
convention hotel, the Palmer House, receiving many 
visits from dealers interested in the handsome Jasper 
Chair Company line, and revealing their optimism over 
the consistently increasing activity in their field. 


W. P. Kelley and A. E. Stanfield, Office Equipment 
Company, Louisville, Ky., managed to separate them- 
selves for a short space from the blue grass country 
to see old friends and new exhibits at the N.S. A. rally. 


George B. Morrison of the Indianapolis Office Furni- 
ture Company, making the most of the convention 
opportunity, encouraged our expectations for better 
things to come—even in the “grand old Hoosier state,” 
where flowers are a bit more fragrant and the songs of 
birds a bit more joyous than elsewhere. 


The Thirty-Second Anniversary of L. M. 
Morris Company, Modesto, Cal. cele- 
brated by an Entire Remodeling of Store, 
Now One of the Largest in the Central 
Valley, Having a Fifty-Foot Front. 


The Entire Store is Visible from the Front 
Walk, Through Large Show Windows. 
Finish is Ivory. 


The Whole Main Floor is a Merchandise 
Display, Offices Having Been Moved to 
Mezzanine. 
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Mr. Fred Jefferson, chairman of Kenrick & Jefferson, 
Ltd., Westbromwich, England, gave us the pleasure of 
a telephone call toward the end of September. In Chi- 
cago for a visit with old friends and, at the time, just 
ready to start for an afternoon at golf. Arrived, with 
Mrs. Jefferson, on the Queen Mary on September 7 for 
their first visit in this country. Which we trust they 
have enjoyed. The Kenrick & Jefferson business started 
with the purchase of the Westbromwich Press news- 
paper by Frederick Thomas Jefferson and John Arthur 
Kenrick in 1878. Venture into printing and stationery 
was the first step in a career by which K. & J. has 
become one of the largest enterprises in the field em- 
ploying more than a thousand skilled operators in their 
envelope and wood working factories and in a great 
printing plant where all processes are employed. 





Fred Jefferson 


Branches in four countries of the Continent. A sub- 
Sidiary in Canada and agents in many other countries. 
So “K. & J.” products go “’round the world.” The 
K. & J. social organization is one of the finest we know 
of in connection with the industry. 

It would have been a special pleasure to converse 
about these things with “Mr. Fred” as he is affection- 
ately called by all members of the K. & J. “family.” 
For all of his business career has been with K. & J. 
of which he became “chairman” in 1933. It would have 
been interesting to learn of his impressions. We trust 
that neither he nor Mrs. Jefferson had any disappoint- 
ments on this side. 
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AUGUST BRINGS ROYAL SALES RECORD 


Another record for the sales organization of the 
Royal Typewriter Company was made in August when 
statistics compiled at the company’s general offices, 
New York, showed that more standard Royals and 
Royal portables were sold in the United States during 
that month than in any previous month in history. 

The announcement was made by M. V. Miller, general 
sales manager of the company who added that the 1936 
sales to date are far ahead of Royal sales for the cor- 
responding period in 1935, which was the greatest year 
on Royal records. In speaking of the prospects for the 
fall season Mr. Miller said: 

“All indications point to record-breaking fall sales. 
With a definitely receptive market that is buying and 
with a strong Royal momentum established, Royal 
looks forward confidently to consistently high sales 
totals throughout the remainder of the year.” 

—_——- >. - 
DIEBOLD TAKES OVER UNITED METAL PRODUCTS 

Diebold Safe & Lock Company, Canton, O., has 
acquired the property and complete plant of the United 
Metal Products Company, manufacturer of metal 
moulding, office partitions, elevator enclosures, metal 
doors, etc., and will soon be operating at their new site. 

An interesting project which will be attacked in the 
near future by the Diebold engineers is the production 
of insulated houses of steel, for which a contract has 
been made, specifying fifty such structures. 

The company has issued a new circular treating mod- 
ern developments in the construction of safes, with 
particular stress upon the fire-resistant capacities that 
are inherent in those of their present manufacture. 
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R. C. Nichols, President 


NICHOLS BECOMES PRESIDENT OF DANIELS 
COMPANY 


R. C. Nichols, who since 1922 has been treasurer of 
the Daniels Company, Muskegon, Mich., has recently 
been appointed president to succeed Carroll S. Daniels. 

At the same time it was revealed that two brothers 
of Mr. Nichols have also joined the firm to fill respon- 
sible positions created by the promotion of Mr. Nichols. 
They are E. A. Nichols and E. V. Nichols, who are twins. 

Mr. R. C. Nichols’ career began when he was em- 
ployed by the A. C. McClurg Company for several 
months, after attending the University of Illinois, and 
in 1921 he became interested in the city of Muskegon 
through Mr. Daniels, founder of the Daniels Company. 

In 1922 he went to Muskegon as treasurer of the com- 
pany when it was incorporated. He served in that ca- 
pacity until recently, when he purchased Mr. Daniel’s 
interest in the business, and was elected president. 

E. A. Nichols joined the firm on September 1 of this 
year, to become treasurer. He brought with him con- 
siderable experience in the stationery business, having 
been manager of the University Bookstore at Cham- 
paign, Illinois, for fourteen years. From 1928 to 1933 
he was secretary of the Illinois Booksellers and Sta- 
tioners Association, and was president of the same or- 
ganization in 1935 and ’36, resigning to go to Muskegon. 
He is married and has two children. 

The third member of the Nichols family to join the 
Daniels Company went to Muskegon from Chicago, 
where he was with the A. B. Dick Company, and previ- 
ous to that with the Royal Typewriter Company, Inc., 
in the same city, from 1932 to 1935. 
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McCARTHY TO MANAGE WEBSTER PITTSBURGH 
OFFICE 

Slated to succeed J. B. Dwyer, who resigned recently 
to enter another field, Joseph McCarthy has been ap- 
pointed manager of the Pittsburgh Office of the F. S. 
Webster Company, Cambridge, Mass. 

Mr. McCarthy is no stranger to the position which he 
assumes, having occupied it about fourteen years ago, 
after a period of training in the Boston Sales Division. 
He resigned in 1933 to join the retail typewriter sales 
force of L. C. Smith and Corona Inc. in Pittsburgh, 
and in a short time won a reputation which placed 
him among the top salesmen for the territory. 

In rejoining the Webster Company Mr. McCarthy 
takes with him the good will and congratulations of 














J. W. McCarthy 


the legion of friends who feel that his training and 
experience will contribute to a real sales up-swing in 
the Pittsburgh area. 
: a 
KENWORTHY AND STOREY PURCHASE 
IOWA STORE 
Arthur G. Kenworthy and Charles R. Storey pur- 
chased the business of the McNamara Office Supply 
Company, 319-321 Locust street, Des Moines, Iowa, on 
September 1. 
Mr. Kenworthy was, until recently, in charge of the 
office furniture department of Koch Brothers, while 
Mr. Storey was sales manager of Zaisers, one of Des 


“Eventually Your Stationers” Is the Slo- 

gan of Henri Petetin, Inc., 132 Carondelet 

Street, New Orleans, La., Handling Sta- 

tionery, Lithographing, Printing, and En- 
graving 
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Moines leading stationery and office equipment houses. 
The McNamara Company is an old established business 
in Des Moines, founded originally by Baker-Trisler in 

















Arthur G. Kenworthy 


Charles R. Storey 


1895 and purchased by J. M. McNamara and Mr. Arthur 
Kenworthy in 1911. Mr. Kenworthy sold his interest to 
Mr. McNamara in 1920 to become vice-president of the 
Chase & West Company, taking Mr. Storey with him at 
that time as a city salesman. In 1926 Mr. Kenworthy 
took charge of the furniture department of Koch 
Brothers, where he remained until September. Mr. 
Storey resigned his position with Chase & West in 1923 
to associate with L. W. Holley and Company and in 1924 
joined the Zaiser organization, doing a real job of 
making that company an important factor in the office 
furniture and filing supplies business in Des Moines. 
Mr. Kenworthy and Mr. Storey have a host of friends, 
in the trade as well as with the office equipment buying 
public, all of whom joined in wishing them success in 
their new venture. 

Manufacturers are requested to send catalogs to the 
new company, addressed to Storey-Kenworthy Com- 
pany, 319-321 Locust street, Des Moines, Iowa. 

_——p—__ 
HARDING TAKES NEW QUARTERS 

Joe Harding has moved his mechanical service store 
to 111 West Ninth, Joplin, where he has larger and more 
attractive quarters. He handles typewriters, cash reg- 
isters and other office machines.—HDR 
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MEETINGS—CONVENTIONS—DINNERS 


CHICAGO STATIONERS GOLF TOURNAMENT 


Ninety-three golfers (actual and would-be) partici- 
pated in the annual tournament of Chicago Stationers 
on Sunday, August 30. The affair was held at the 
Northbrook golf club, which was the scene of last year’s 
tournament as well. In addition to those who played 
in the 1936 tournament, four members of the industry 
were present just for the dinner and fellowship. 

Teeing off began shortly after eight o’clock in the 
morning. Early in the afternoon all scores were turned 
in and the committee in charge began calculating net 
figures for blind bogey prizes. Before starting play, the 
golfers estimated their handicap figures, announcing 
to Jim Clark of Peerless Key-Imperial Manufacturing 
Company, official scorer, numbers they thought would 
insure their net scores being between eighty and ninety, 
the blind bogey prize range. 

After dinner, a team of manufacturers headed by 
Gordon Kickels of The Globe-Wernicke Co., and a sta- 
tioners’ team captained by Ollie Stevens of Stevens, 
Maloney & Company, engaged in a game of soft ball. 
When the dust of the encounter had cleared away, it 
was revealed that the manufacturers had not played 
“customers’ ” ball, the score being 19 to 3 in their favor. 

At the call of Tom MacCorkindale, the crowd as- 
sembled in the dining room of the club house for the 
distribution of prizes. It was divulged that in the golf 
contest, the manufacturers again scored a triumph. 
The eight manufacturers with the lowest gross scores 
and the eight stationers with the lowest gross scores 
were pitted against each other. The record is as fol- 


lows: 

Manufacturers Stationers 
ey 77 T. MacCorkindale .... 83 
Harry Balch .. 86 Clarke Roland ....... 84 
9) RS” 88 Phil Lloyd ........ .. 89 
W. Nelson .. 88 Sam Felstein ........ 96 
T. H. Wright ———— Ben Felstein ......... 97 
T. J. Leonard 90 A. W. MacCorquodale. 98 
L. Bailey .. 94 G. Westlake ......... 98 
Wm. Boyd . 95 W. T. Saunders....... 98 
Total ..708 . eer 743 


Individual honors of the day went to Joe Pardi, Jr., 
whose gross score was 77. Other winners of prizes for 
low gross scores, in the order of their achievements, 
were as follows: 


Second place......T. MacCorkindale............... 83 

Third place. ~~ eer re 84 

Fourth place. . PE vans uss vcs dh ban ene 86 
; (tle—Carl Lang................. 88 

Fifth place )tie—W. Nelson................. 88 

Sixth place........ 2s oie arkark oie aaah oo ete 89 

- (tle—T. BH. Wrieht..........00.. 90 

Seventh place ‘)tie—T. J. Leonard............. 90 
Blind bogey prize winners were as follows: 

G. J. Aigner C. Dexter Bob Lang 

J.B. Anderson B. Felstein Hy. Linden 

H. Atwood Howard Forrest A.MacCorquodale 

Joe Austera J.D. Hale R. Maneval 

L. Baily John Hanley Harry Morgan 

D. 8S. Bell A. J. Hedman A. Mueller 

Tom Bledsoe Ed. Herrigan W. Nehr 

George Boehm Harry Higg J. Pardi, Sr. 

Wm. Boyd R. Janovsky Norman Pearce 

W. D. Comstock Charles Jones J. Peck 

W. S. Comstock Fred Jones R. H. Potter 

Chas. Consodine A.Kennedy Ben Powell 


Frank Rainey 
J.B. Rushmore 


Gordon Kickels 
E. Krumwiede 


Fred Cook 
M. Degan 


On tHe Oppostre Pace—Cuicaco Stationers Wuo ENJOYED 


THEMSELVES AT THE ANNUAL Gotr TOURNAMANT, NORTHBROOK, 
Int... SUNDAY Avcust 30. 


1. Fred Jones, Horder’s, Inc.; Bill Boyd, Acco Products Inc.; 
Norman Pearce, Eberhard Faber Pencil Company. 

2. Bob Lang; John Hanley, Binney & Smith Company; Charlie 
Mueller, Joseph Dixon Crucible Company; Carl Lang, Bin- 
ney & Smith Company; Joe Austera. 

3. Stan Adamson; Joe Pardi, Jr.; Joe Pardi, Sr., 
Seal & Stamp Company, Inc. 

t. Don Hancock, P. F. Volland Company; Bert Krelle and W. J. 
Goodman, Horder’s, Inc.; Bill Cox, Carter’s Ink Company. 

5. R. H. Patten, Autopoint Company; J. B. Rushmore, Rey- 
burn Manufacturing Company; C. E. Jones, C. L. Barkley 


te 


American 


Company. 

6. Batting and fielding practice by soft ball players in front of 
club house. 

7. Eddie Stein, Stein Bros. Manufacturing Company; J. P. 
Petrak, Just & Son; Leo Stein, Stein Bros. Manufacturing 
Company; Charley Underwood, Fulton Specialty Company. 

8. Ben Powell, A. W. Faber, Inc.; Hy Linden, Ace Fastener 
Company; Harry Morgan, Just & Son; Don Chaddock, Car- 
ter’s Ink Company. 

9. Tom Bledsoe, Autopoint Company; Jackie Burr, Walgren 
Printing & Stationery Company; E. J. Harrigan, Allen Paper 
Company; Ed Jacobs, Graver-Dearborn Corp.; J. A. Hunter 
and Lawrence Walgren, Walgren Printing & Stationery Com- 
pany. 

10. Bill Weber, Ace Fastener Company; W. S. Saunders, Hub 
Office Supply Company; Harry Balch, Quality Park Enve- 
lope Company; R. J. Dubach, Hub Office Supply Company; 
Tom Gillice, Rockwell-Barnes Company. 

11. C. S. Dexter, Ben Feldstein, Howard Forrest, Samuel Feld- 
stein, all Western Book & Stationery Company. 

12. Tom MacCorkindale, Just & Son, chairman of committee 
and moving spirit behind the tournament. 

13. F. J. Leonard, S. S. Stafford, Inc.; S. Sapoci, Reliable Sta- 
tionery Company; W. S. Tynan, S. S. Stafford, Inc.; Dave 
Bell, Graver-Dearborn Corp. 

14. W. S. Comstock, guest; W. D. Comstock, Elmer Krumwiede, 
G. J. Aigner, all of G. J. Aigner Company. 

15. J. J. Lyng, Horder’s, Inc. 

16. Top to bottom: A. J. Hedman, Homer Schulenburg, both 
Horder’s, Inc.; Charles Consodine, Wallace Pencil Com- 
pany; K. Schultz, Horder’s, Ine. 

17. Lee Smith, Frederick Post Company. 

18. Bill Nelson, Nelson-Martinson Company; Tom Wright, Rite 
Rite Manufacturing Company; Ollie Stevens, Stevens, 
Maloney & Company; Joe Hale, Rite Rite Manufacturing 
Company. 

19. George Kuhfuss, Horder’s, Inc.; Herbert Walsh, Southworth 
Paper Company; Tom Valleau, George E. Fox & Company; 
W. J. Dalton, Noesting Pin Ticket Company and Banker's 
Box Company. 

20. Joe Green, J. B. Anderson Company: Ben Kania, Frank 
Rainey, George Boehme, all Horder’s, Ine. 

21. K. M. Todd, R. A. Way, J. A. Peck and A. H. Mueller, all 
Horder’s, Inc. 

22. Fred C. Hawkins; Harold E. Hawkins, Stationers Loose Leaf 
Company; J. B. Clark, Peerless Key-Imperial Manufactur- 
ing Company; F. P. Rothermel, Imperial Methods Company. 

23. Ed Schapiro, Horder’s, Inc.; John Smythe, Geyer’s Sta- 
tioner; Gordon Kickels, The Globe-Wernicke Co.; Harold 
Atwood, Eberhard Faber Pencil Company. 

24. A. K. Thomas and W. C. Schwab, Allen Paper Company; 
L. F. Elsasser and R. J. Vojta, Frank Mashek Company. 

25. Front: A. MacCorquodale, Just & Son; Rudolph Janovsky, 
Wilson-Jones Company. Rear: P. J. Stack, Johnson-Stack 


Company; E. Ufferman; Fred Cook, Just & Son; Clark 
Roland, Marshall-Jackson Company. 
26. Phil Lloyd, Horder’s, Inc.; Ralph Maneval, A. W. Faber, 


Inc.; G. S. Westlake, Ajax Box Company; M. H. Degan, 


Chicago Cardboard Company. 


> 
W. —- P. J. Stack T. Valleau 
E. Shapiro ; L. Walgren 
J. M. Smythe 50 Siaen Herb Walsh 
M. Sokolic O. Stevens R. A. Wary 
P. H. Sol Charles Underwood G. Westlake 


Guests whose golfing skill won them prizes were Stan- 
ley Adamson, Robert Lang and Charles Morse. 
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For the success of the 1936 tournament and the simi- rangements for play, for dinner, for prizes, for publicity, 
lar events of the past several years, credit may justly jyetc. A skillful golfer himself, “Mac,” however, sees 
be accorded to Tom MacCorkindale. As chairman of’ \ more in the tournaments than mere enjoyment of the 
the committee sponsoring the tournaments, “Mac” has;’ game. He conceives the annual gatherings as excellent 
willingly shouldered most of the work of making ar- 7 opportunities for goodfellowship among members of the 
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industry in Chicago, and he generously gives of his 


time and ability. 


The following were donators of the impressive array 


of prizes: 

Acco Products, Inc. 

Ace Fastener Corp. 

Aigner, G. J., Co. 

Allen Paper Co. 

All-Steel-Equip. Co. 

American Pad & Paper Co. 

Automatic Pencil Sharp- 
ener Co, 

Autopoint Co. 

Bankers Box Co. 

Barkley, C. L., & Co. 

Bates Mfg. Co. 

Carter’s Ink Co. 

Columbian Art Works 


Corry-Jamestown Mfg. Co. 


Crane, Z. & M. W. 
Dixon, Joseph, Crucible 
Co 


Eagle Pencil Co. 
Eaton Paper Co. 


Esterbrook Steel Pen Mfg. 


Co. 
Faber, A. W., Inc. 
Faber, E., Pencil Co. 
Fox, Geo. E., Co. 
Fulton Specialty Co. 
Gingland, Richard 
Globe-Wernicke Co., The 
Greist Lamp Co. 
Griffith, G. H. 
Hanson Scale Co. 
Hedges Mfg. Co. 


Heyer Mee 

Higgins, Chas. M., & Co. 

Imperial Mfg. Co. 

Imperial Methods Co. 

Kohinoor Pencil Co. 

Kwikstik Co. 

Mashek, Frank, & Co. 

National Blank Book Co. 

Oxford Filing Supply Co. 

Parker Pen Co. 

Peerless Key Co. 

Quality Park Envelope Co. 

Reyburn Mfg. Co. 

Rogers Loose Leaf Co. 

Sanford Mfg. Co. 

Sengbusch Self-Closing 
Inkstand Co. 

Sheaffer, W. A., Pen Co. 

Short, L. Harry 

Silver & Co. 

Spencerian Pen Co. 

Stafford, S. S., & Inc. 

Stationers Loose Leaf Co. 

Stein Bros. Mfg. Co. 

Underwood, Charles 

Vail Mfg. Co. 

Volland, P. F., Co. 

Wahl Co. 

Waterman, L. E., Co. 

Weber, Wm. F. 

White & Wyckoff Mfg. Co. 

Wilson-Jones Co. 





Sn 
MONROE TOP NOTCHERS MEET AT BEACH 

The 1936 High Point Club of the Monroe Calculating 
Machine Company held its annual meeting at “The 
Cavelier,” Virginia Beach, Va., September 8-13, bring- 
ing together the company’s best producers for five days 
of recreation and helpful contacts with the home office 
organization. The members enjoyed the hospitality of 
a fine hotel, and partook of such sports as golf, fishing, 
swimming and tennis. 

An indication of the selling achievements of the Mon- 
roe staff is gained from the fact that while there were 
four members in 1935, the roster of the 1936 club in- 
cluded ten members. The officers of the High Point Club 
continue to hold their positions until the roster for the 
following year is announced. 

Officers of the 1936 High Point Club are: R. B. Brady, 
Phoenix; L. A. Dumas, Greensboro; J. W. Lee, Tulsa; 
J. D. McAdoo, Wheeling; W. H. Macauley, Salt Lake 
City; J. T. Nihon, Lincoln; C. O. Pollard, Pittsburgh; 
R. L. Sanderlin, Shreveport; S. E. Stuart, New York 
downtown; C. I. Vreeland, New York uptown. 

During the convention Monroe “Five Year Keys” were 
presented to the following salesmen: 

A. W. Anderson, Minneapolis; G. H. Baldwin, Newark; 
S. H. Billington, Jr., Trenton; R. B. Brady, Phoenix; 
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H. E. Dunlap, Seattle; B. F. Huggins, San Antonio; 
J. W. Hunt, Toledo; J. E. Moore, New York uptown; 
B. H. Sawyer, Little Rock; R. Trego, New York down- 
town; C. A. Vernoy, Jr., Dallas; Paul Vreeland, New 
York uptown; E. M. White, Albany. 


—_——_—_—~>—__- 


WARD IS GUEST OF N. Y. DEALERS 

The first fall meeting of the National Typewriter and 
Office Machine Dealers of New York was held at the 
Hotel Dixie, New York City, Wednesday, September 9, a 
preliminary meeting to take up the threads of Associa- 
tion work dropped during the hot weather. 

The members were pleasantly surprised by the pres- 
ence of Messrs. James Ward, Sr. and Jr., of the Ship- 
man-Ward Company, as well as Mr. Ray Click, the 
manager of the new New York office of Shipman-Ward. 
They were introduced to the meeting by President Car- 
roll. 

In reply James Ward, Sr., said that he felt right at 
home in New York, and especially in the midst of type- 
writer dealers, recalling it was his pleasure to assist in 
the formation of the group when he was acting as 
president of the National Association. In fact he said, 
rather humorously, it was he who introduced the New 
York dealers to one another. At that time the New 
York Dealers presented Mr. Ward with a fine new set 
of golf clubs as a token of esteem. It was a recount of 
his first experience in the use of these clubs with which 
Mr. Ward entertained the members for a short while. 

In opening up the New York branch Mr. Ward said 
it was the purpose of their Company to adhere to the 
same rigid policies in dealer protection on parts as has 
long been their practice, and thanked the New York 
dealers for the manner in which they had accepted 
their arrivai into the big town. 

Mr. Ward introduced Mr. Click, whom he character- 
ized as a man of ability with a background which could 
be helpful to all dealers who cared to ask his assist- 
ance. 

Mr. Ward’s remarks were received with applause by 
the members. 

The remainder of the meeting was taken up with an 
enthusiastic discussion of certain price raises that have 
occurred recently on certain typewriter parts. After 
authorizing the board of directors to take initial steps 
in certain directions, the meeting adjourned. 

This year the officers and directors of this organiza- 
tion are planning activities and policies which make 
membership in the association imperative to every 
dealer. 

With the dealers welfare in mind the National Type- 
writer and Office Machine Dealers Association is to 
strive this year to accomplish all things possible which 
will be of a beneficial nature to the dealer. We desire 
to establish better merchandising methods so that the 





The Happy Gang at the Monroe Top-Notchers Meeting 
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Weis Executives Become Harry Guests or THE Orrice MEN aNnp ForeEMEN 


One Afternoon and Evening Every Summer the Office 
Men and Foremen of the Weis Manufacturing Company 
Give a Party for the Executives at Camp Wam on 
LaPlaisance Bay, near Monroe, Michigan.—Three of the 
Executives and two of the foremen were unable to at- 
tend this year’s frolic, which was held on September 11. 
Standing at exireme left with the smile and cigar is 
Sales Manager Wuest, then Stock Foreman, Ed. Frank, 
Finishing Foreman, Lee McFall, Cooper Eldredge in 
charge of the automatic filing folder machines; Robert 
Bentley in charge of box file department; Gus Kolb 
from wood working department, Joe Poole, chief engi- 
neer; Gilbert Weis, cost department; William Kausler, 
millwright; Walter Oerther in charge of printing; How- 


end of the year will show greater profits. Profitable 
rental rates must be created. Unfair and unethical 
competition must be eliminated. 

The work of the association must go on, and it will go 
on. And every dealer should contribute his efforts 
towards that end in order that the organization which 
he strengthens in turn strengthens him. Each dealer 
who actively supports the association and pays his dues 
is helping to exemplify our slogan—‘“Others.” 

Dealers whose memberships have not been pledged 
for 1936, may send a check for ten dollars which will pay 
their membership up to December, 1937. 


onieiiin 
L. 0. M. A. HOLDS CONFERENCE 

As this issue is going into the mails the thirteenth 
annual conference of the Life Office Management As- 
sociation is being held at the Wardman Park hotel, 
Washington, D. C., with a record crowd in attendance. 

Opening on September 30, the convention is sched- 
uled to come to a close on October 3. Each of the four 
days is packed with important business meetings, en- 
tertainment features and a fine exhibition of office 
machines and equipment. 

According to the program the opening day’s speakers 
and their subjects are as follows: C. K. Blackburn, sec- 
retary of the L. O. M. A. Institute, “Your L. O. M. A. 
Institute”; Norman C. Davis, Mutual Benefit Life In- 
surance Company, “Student Preparation for L. O. M. A. 
Examinations—Classroom Instruction Plan”; Dirk 
Heezen, National Guardian Life Insurance Company, 
“Student Preparation for L. O. M. A. Examinations— 
Group Plan”; Dorothy B. Goldsmith, Guardian Life In- 
surance Company of America, “Student Preparation for 
L. O. M. A. Examinations—Self Education Plan.” 


ard Stoner, bookkeeper; Alton Dushane, in charge of 
binding, ex-Mayor Danz from finishing department and 
Credit Manager Kressbach, the man with his hand on 
his hip. Seated at left is Herbert Leppel from the office, 
and the serious looking gentleman is President Consor, 
then Peter Pohlman in charge of orders. The lady on 
the settee is the wife of Foreman Eldredge, who has 
been given a place of honor between Vice President 
Erwin Weis and Manager McPike—Harold to some. 
Mrs. Eldredge prepared the eats, an array of foods that 
would have sufficed for a bunch of thrashers. Front row 
is Assistant Superintendent Harry Martin at left, Cost 
Department Manager Bill Wilson and Gerald Wuest 
from the office. 


C. M. Kahler, University of Pennsylvania, “Some Ob- 
servations on the Conduct of Courses in Preparation for 
the Institute Examinations”; H. E. St. Clair, Life Office 
Management Association, “Suggestions for Student 
Preparation Gained from Grading Papers”; Mr. Black- 
burn, “1936-37 Institute Program.” 

Thursday, October 1. William Montgomery, Acacia 
Mutual Life Insurance Company, “Address of Wel- 
come”; President Gordon A. Hardwick, Penn Mutual 
Life Insurance Company, “Trends in Home Office Man- 
agement During the Past Decade”; Robert W. Porter, 
Fundamerican Corporation, “Principles of Coérdination 
of Operating Functions as Applied to a Life Insurance 
Company.” 

Dr. Henry C. Metcalf, director, Bureau of Personnel 
Administration, “Selection, Training and Motivating 
the Office Supervisory Staff”; David Bradley, Pruden- 
tial Insurance Company of America, “Office Employees’ 
Suggestion Plan’; Col. Edward J. McCormack, Social 
Security Board, “Latest Developments in Social Secu- 
rity Compliance Procedure.” 

In the evening was held the association banquet with 
a reception for the officers and wives of Washington 
member companies. 

Under the general heading of “New Applications of 
Tabulating Equipment to Life Office Operations,” sev- 
eral speakers appeared at the Friday morning session. 
They were D. N. Clark, Phoenix Mutual Life Insurance 
Company, who spoke on “Premium Accounting.” The 
remaining subjects and speakers were “Alphabetical 
Tabulation for Premium Notice Production,” by G. E. 
Cannon, Oregon Mutual Life Insurance Company; 
“Mortgage Loan and Property Accounting Procedure,” 
by M. H. LeVita, Fidelity Mutual Life Insurance Com- 
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pany; “Payroll Deduction Accounting and Billing,” by 
William F. Hagerman, Minnesota Mutual Life Insur- 
ance Company. 

Friday afternoon: “Factors Influencing Acquisition 
and Renewal Costs Which Occur During the Growth 
of a Life Company,” by Richard Boissard, National 
Guardian Life Insurance Company; “Better Letter 
Writing,” by H. N. Basely, Burdett College, Boston; 
“An Application of Motion Picture Photography and the 
Photo-Electric Cell to Sorting and Tabulating Work,” 
by M. E. Gould, designing engineer, Washington, D. C. 

Saturday: “Economies Realized Through Stub Ac- 
counting—Branch and Head Office,” by R. A. Taylor, 
Sun Life Assurance Company of Canada; “Disposition 
of Obsolete Records,” by Sidney A. Smith, Penn Mutual 
Life Insurance Company; “Periodic Departmental 
Operating Examinations,” which was a discussional 
session. 

One of the principal features of the conclave was the 
exhibition of office equipment and machines. The com- 
panies exhibiting and demonstrating their equipment 
with specific applications to the life insurance business, 
were: 

Addressograph-Multigraph Corporation, American 
Automatic Typewriter Company, Art Metal Construc- 
tion Company, Burroughs Adding Machine Company, 
A. B. Dick Company, Dictaphone Sales Corporation, 
Ditto, Inc., Thomas A. Edison, Inc., Hunter Electro- 
Copyist Inc., International Business Machines Com- 
pany, Johns-Manville Corporation, Monroe Calculating 
Machines Company, National Cash Register Company, 
Recordak Corporation, Remington Rand Inc., Strom- 
berg Electric Company and the Underwood Elliott 
Fisher Company. 


— 
ILLINOIS DEALERS HOLD MEETING 

With an interesting program of events scheduled for 
its membership during the fall and winter months, the 
Illinois Carbon Paper and Inked Ribbon Association 
will hold its next meeting on October 6 in the Green 
Room of the Hamilton Club, Chicago. 

Headed by President Fred W. Neely, the assembled 
members will attend dinner at six-thirty, followed by a 
program of entertainment, after which the business 
meeting will open. 

According to Mr. Neely, special efforts on the part of 
the membership of the association have resulted in the 
filing of a large number of new applications for mem- 
bership which if accepted will raise the total to a new 
high. 


_ 
ART METAL COMPANY HOLDS CONFERENCE 
With all sales divisions participating in the event, an 
all-week sales conference was held last month by the 
Art Metal Construction Company at its factory at 
Jamestown, N. Y. 
The conference opened on August 17 with branch 
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managers and assistant managers of all the eastern 
and midwestern sales offices of the company in attend- 
ance. Also present at the various sessions during the 
week was Charles W. Smith, vice-president of the M. G. 
West Company, San Francisco, west coast representa- 
tive for Art Metal. 

A particularly constructive and progressive program, 
under the direction of Carl L. Elofson, vice-president in 
charge of branch sales, touched upon many important 
matters of the company and included the announce- 
ment of several new products. 

The delegates, who were greeted by A. J. E. Larson, 
vice-president and general manager, and E. A. Keeling, 
vice-president, wholesale division, were: 

F. H. Clark, William P. Hoy, New York; R. D. Cooper, 
Chicago; J. W. Calley, Boston; J. W. Lewis, Philadel- 
phia; C. H. Collison, Baltimore; H. J. Maloy, Pitts- 
burgh; L. A. Catlin, Cleveland; D. B. Kinsey, Cincin- 
nati; C. H. Bowen, Detroit; P. G. Brock, P. D. Farrell, 
Washington. 


———— 
WASHINGTON DEALERS HOLD FIRST 
WINTER MFETING 

Ending the usual summer vacation period of many 
weeks, the Washington (D. C.) Typewriter Dealers As- 
sociation held its first winter meeting at the Hamilton 
hotel on September 15. In the absence of President P. 
H. Barnaby the gavel was wielded by vice-president 
Paul C. High at a meeting in which all but three mem- 
bers of the organization were present to map out a pro- 
gram for the coming season. 

As the first of several interesting-topics in store for 
the coming meetings, the chairman appointed C. B. 
Bills, Typewriter Sales and Service Company, to give a 
short talk on “Successful Selling” at the next gather- 
ing. 


eee 

N. Y¥. DEALERS ENJOY HUDSON BOAT CRUISE 

More than 140 members and friends of the National 
Association of Typewriter and Office Machine Dealers of 
New York sailed aboard the SS. Peter Stuyvesant, one 
of the crack boats of the Day line, for a long cruise 
down the Hudson River on Tuesday evening, August 25. 

Even though the moonlight cruise was almost moon- 
less and an incessant rain held sway, the crowd suc- 
ceeded in having a good time and took full advantage 
of the many facilities of the ship which included a 
good orchestra and an excellent dance floor. 

Long before the cruise came to an end the happy 
crowd was lavish in its thanks to Anton P. Pohl, Jr., 
of the Business Machines Service, and secretary of the 
association, for his efforts in making the event a huge 


success. 
— —~<F—- 


CONNECTICUT STATIONERS MEET 
Marking the last gathering of the organization before 
the national association convention in Chicago, the 


In Attendance at Art Metal Company 
Conference.— (Rear) left to right: C. H. 
Bowen, Detroit; C. H. Collison, Balti- 
more; J. W. Calley, Boston; H. J. Maloy, 
Pittsburgh; Carl L. Elofson, Jamestown; 
L. A. Catlin, Cleveland; H. T. Swanson, 
Jamestown; F. H. Clark, New York; R. 
W. Clark, Jamestown. (Front) J. W. 
Lewis, Philadelphia; William P. Hoy, 
New York; Charles W. Smith, San Fran- 
cisco; C. W. Simpson, Jamestown; P. G. 
Brock, Washington; D. B. Kinsey, Cin- 
cinnati, and R. D. Cooper, Chicago. 
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We invented it—and for more than 
fifty years the Mimeograph Process 
has led in stencil duplication. Today 


“Hy 


it not only leads in sales, but it leads 
in service. And its ability to repro- 


i 


duce, at great speed, drawings, graphs, 
maps, ete., has given it new fields of 
usefulness. Why not find out how it 
can serve you—now? Write A. B. Dick 
Company, Chicago, or see your classified 
telephone directory for the local address. 
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Connecticut Valley Stationers Association held a meet- 
ing and dinner at the Hotel Kimball, Springfield, Mass., 
on September 15. 
—_ ~~ 
CORRY-JAMESTOWN HOLDS CONFERENCE 

For the purpose of discussing new plans of business 
and sales work the Corry-Jamestown Manufacturing 
Company, Corry, Pa., held a three-day sales conference 
at the company plant, beginning August 19. 

The first two days of the conclave were devoted to 


wie 


1 
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Delegates to Corry-Jamestown Conference 


business sessions at which the delegates were addressed 
by officials of the company and were made acquainted 
with various pending sales policies. The third day was 
spent at the home of D. A. Hillstrom, general manager 
of the Corry-Jamestown Company. 

Those who attended the three-day event were: 

George W. Stapleton, home office; E. V. Bogart, 
Montgomery, Ala.; R. E. Larson, home office; H. R. 
Clark, Philadelphia; E. A. Dahl, New York City; W. B. 
Ellsworth, Philadelphia; Mr. Hillstrom, E. G. Wright, 
Los Angeles; R. E. Edgren, Chicago; R. C. Anderson, 
home office; C. C. Ostrander, Okmulgee Okla.; R. W. 
Young, Detroit; C. A. Linendoll, home office, and F. J. 


Maxwell, Boston. 


oe 

CINCINNATI ASSOCIATION RESUMES ACTIVITIES 

After a summer period confined only to informal 
luncheon-meetings, the Office Appliance Managers As- 
sociation of Cincinnati last month resumed its full pro- 
gram of activities. 

The summer program was placed in operation 
shortly after the annual election of officers was held 


Webster Stars on Vacation.-This picture was snapped 
somewhere at sea aboard the S.S. Franconia, Cunard- 
White Star liner during a two weeks’ cruise oe 
northern and southern waters of a number of F. 

Webster Company sales staff stars and their Ok 
The happy participants in the group shown aboard the 
big liner were awarded the sea voyage for establishing 
exceptional sales records over the quota year. The 
entire trip from New York to Saguenay River, to Ber- 
muda and back to New York again was one delightful 
vacation for the stars and their ladies. Back row, 
standing are: J. G. Lungren, Philadelphia Salesman; 
J. N. Juartz, factory superintendent; Mrs. F. H. Cas- 
well, wife of the sales manager; Miss Craig, Secretary 
of the New York office; A. Putnam, New York; Mrs. 
Putnam: W. B. Wallace, New York. Front row (kneel- 
ing): K. B. Pierce, W. E. Thomas, Chicago; G. F. 
Johnson, New York; M. A, Unold and Mrs. Lungren. 
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on June 22. At that time the following men were 
named to head the organization for the coming year: 

President, Frank Brading, Bostitsch Sales Company; 
vice-president, J. Steidle, National Cash Register Com- 
pany; secretary-treasurer, Ralph Truax, Remington 
Rand Inc. 

At the same time the membership named Leo Taylor, 
Addressograph Company, chairman of the entertain- 
ment committee for the coming season while Clarence 
Hamilton, The Globe-Wernicke Co., was placed in 
charge of the membership committee. 

> 
WEBSTER CHICAGO GROUP ATTENDS 
SALESMEN’S CONVENTION 

Timing the event to take place immediately following 
the close of the National Stationers Association con- 
vention, salesmen attached to the Chicago office of the 
F. S. Webster Company held an enthusiastic sales con- 
vention. 





Here Are Those Who Attended the Chicago Sales Meeting of the 
F. S. Webster Company.—L to R: Joe Peatling, Texas; Ken 
Pierce, Michigan; Pete McLaughlin, Missouri, and southern IIli- 
nois; Oscar Hug, Iowa, Nebraska, and northern Illinois; Ollie 
Hamilton, Chicago and four nearby counties; George F. Mal- 
colm, general manager; John Krueger, Chicago manager; F. H. 
Caswell, sales manager, and Jack Richards, Wyoming, Colorado, 
Texas Panhandle, western Idaho and Utah. 


The assembled salesmen were addressed by G. F. Mal- 
colm, vice-president and general manager of the Web- 
ster Company, who made a special trip to the Chicago 
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| Well say 42485865 lines 


. . . and Corona dealers, everywhere, will say it many million 





more times, in their own advertising and demonstrations of 
this Fall’s new Coronas. 

But the Floating Shift is only one of Corona’s many advan- 
tages. Touch Selector, Finger-fit Keyboard, Speed Booster, 
All-around Frame, Piano Key Action, One-stroke Ribbon 


Reverse —there’s feature after feature to set Corona apart! 


This year’s Coronas are the finest we have ever offered— 





fastest, smoothest, and easiest-running. Heavily-advertised, too. 


No wonder dealers find them likewise “what the public wants”! 


* Circulation, Fall 1936. Corona Newpapers and Magazines 


L C SMITH & CORONA TYPEWRITERS INC 


Syracuse « New York 


Branch Offices in Principal Cities Dealers Everywhere 
| ) 
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offices for the purpose of attending the meeting. Mr. 
Malcolm told his listeners that indications throughout 
the country pointed definitely to a steady increase in 
business of which he felt sure the Chicago group would 
obtain its share. 

Another participant in the meeting was F. H. Cas- 
well, sales manager, who stayed over after the close 
of the stationers convention. 

Those who attended the convention were: 

R. G. Shelp, R. C. Clarke, Jack Ellis, George R. Tynan, 
Joe Peatling, Ken Peirce, Pete McLaughlin, Oscar Hug, 
Ollie Hamilton and Jack Richards. 

oe 
CHICAGO DEALER CELEBRATES ANNIVERSARY 


The Globe Furniture and Stationery Company, Chi- 
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cago, celebrated its third anniversary September 14 by 
an all-day golf outing at Medinah Country Club, lo- 
cated twenty-three miles from downtown Chicago. 
Those who participated included officials of the com- 
pany, members of the sales and office forces and repre- 
sentatives of some of the principal manufacturers 
whose lines the company sells. 

The weather was excellent for golf. Nearly four 
inches of rain fell during the two days preceding and 
put two of the three courses at Medinah out of com- 
mission. One remained, however, which was in excel- 
lent shape. Those who could get out early enough 
played nine holes in the morning. The party practi- 
cally monopolized the course during the afternoon; 





Grose Furnirure & Stationery Company Goir OUTING 


1. W. L. Fergus, Globe Furniture & Stationery Co.; 
Adrian A. Davis, Globe Furniture & Stationery Co.; E. 
J. Wonn, Parker-Wonn Co.; J. K. Martin, Globe Furni- 
ture & Stationery Company; H. J. Warnock, Globe- 
Wernicke Co. 
2. Chester A. Normann, Central Desk Mfg. Co.; J. A. 
Johnson, Globe Furniture & Stationery Co.; H. C. Ander- 
son, Globe-Wernicke Co.; Herbert Walsh, Southworth 
Co. 
3. Charles M. Jorgeson, Globe Furniture & Stationery; 
Howard Pfau, Central Desk Mfg. Co. 

t. J. A. Jehnson, Globe Furniture & Stationery Co. 
swings at one while Chester A. Normann, Central Desk 
Mfg. Company looks on. 
>. John A. Gilbert, Office Appliances; Willard Brown, 
Globe Furniture & Stationery Co. 

6. Joseph Wrobell, Globe Furniture & Stationery Co.; 


Robert C. Brown, Globe Furniture & Stationery Co.; 
Charles Mueller, Joseph Dixon Crucible Co.; Robert 
Mackey, Globe Furniture & Stationery; Joseph Masessa, 
Globe Furniture & Stationery Co. 
7. J. G. Orr, W. A. Sheaffer Pen Company; Harry Mon- 
tague, Harter Corporation; H. W. Lawrence, Globe Fur- 
niture & Stationery Co.; S. A. Jefferis, Globe Furniture 
& Stationery Co. 
8. George V. Rountree, George V. Rountree & Co.; 
Gordon Kickels, Globe-Wernicke Co.; Harry Calvin, 
Wilson-Jones Co.; William Schuster, National Blank 
Book Co. 
9. B. H. Larsson, Globe Furniture & Stationery Co.; 
Roy Freeman, Bradner Smith & Co.; A. W. Mahone, A. 
W. Mahone & Co.; Paul H. Bolten, president, Globe 
Furniture & Stationery Co.; Alf. Normann, Central Desk 
Mfg. Co. 
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INNING five typing champion- 
W ships out of five classes, 
taking all fifteen prize awards, 
Underwood made a clean sweep 





Every Underwood Typewriter 
is backed by nation-wide 
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UNDERWOOD AGAIN WINS 
WORLDS TYPING 
CHAMPIONSHIP 





of the International Typewriting 

Contest at the Canadian National 

pea wo Toronto, on Wednes- 
day, September 2nd. 


Speeding through totally 


Xi unfamiliar copy that was 


F. WINNER Ay 
gor THE 26° ae 


chock-full of typing hurdles, 
Hossfield’s score at the finish 
was six words per minute 
better than that of the near- 
est competitive machine. 





Never before has any type- 
writer demonstrated such 
complete mastery of an in- 
ternational contest. Never 
has any typewriter, not even 


... George Hossfield... 
World’s Champion Typist 


and holder of unbeat- 
en, unequaled world’s 
record of 135 7°%/soth* 
words per minute. 








the Underwood, earned a better 
right to its title, “The Machine 
of Champions”. Underwood not 
only won the World’s title, but 
the Canadian Professional, Ama- 
teur, School Novice and the School 
Open Championships. 


Face this fact squarely: In twen- 
ty-seven years of competition, 
twenty-six World’s Typing Cham- 
pionships have been won on an 
Underwood Standard Typewriter. 


Underwood, more than ever, is 
the “Typewriter Leader of the 
World.” 


Typewriter Division 
UNDERWOOD ELLIOTT FISHER COMPANY 
Typewriters... Accounting Machines 
Adding Machines 
Carbon Paper, Ribbons and other Supplies 
One Park Avenue, New York, N. Y. 

Sales and Service Everywhere 
. 

Underwood Elliott Fisher Speeds the World's Business 


* Made at International Typewriting Contest, Toronto, Canada, 1929 


company-owned service facilities ] h e Mu, q C hi il p af [ h ( nl D 0 | 5 
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MODERNIZATION PLANS— 
FULFILLED WHEN CARRIED OUT 





The accompanying pictures show a recent refurnishing installation made by 


our Chicago office for the Fireman's Fund Insurance Company of Chicago. A 


move to a new location inspired this customer to modernize their new offices. 


New GF equipment was specified throughout. 

















Soon or late, modernization of equipment 
becomes an objective in every business 
office. Inquiry for a single item often leads 
to refurnishing an entire office. The mod- 
ernizing of a single office often inspires 
the remodeling of an entire suite. 

The completeness of the GF line gives 
the GF dealer a tremendous advantage in 
building up the smallest inquiry into a 
profitable order. 

Whatever replacement the prospect has 
in mind, he can show him that item in 


the GF line. Then, one by one he can group 
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LARGE OR SMALL—ARE BEST 
WITH THE COMPLETE GF LINE 






together other GF items until he is show- 


s44i4) 


! 


I 


ne 
il 


ing the customer his own office completely 





transformed with GF equipment. 


By emphasizing the completeness of the 
GF line, GF uniformity and harmony, 
the economy of standardizing on one line, 
and the simplification of office system 
through uniform GF equipment, a rec- 
ord sale frequently results. 

The GF line contains every piece of 
office furniture your prospect can ask for The GF equipment purchased by the Fireman's Fund Insurance Company 
included Fiat Top Desks, Typewriter Desks, Transcribing Desks, Aluminum 


a Chairs, Goodform Posture Chairs, five-drawer Super-Filers, Roller Shelf Counter 
perform, Write for our dealer proposition. Units, Card Files, Map Cases, Waste-baskets and Letter Trays. 


. . « made specifically for the job it is to 


ALUMINUM CHAIRS ¢ METAL DESKS ¢ TABLES ¢ SUPER-FILERS 
° FILING CABINETS ° SAFES ° SHELVING ° 


THE GENERAL FIREPROOFING COMPANY, YOUNGSTOWN, OHIO 
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some excellent records were made in addition to which 
everyone had a joyful time. 

While a steak dinner was being served an immense 
birthday cake was placed on the table in front of Ham 
Warnock, Chicago manager of The Globe-Wernicke 
Co. The Globe Furniture and Stationery Company’s 
anniversary was also his own. 

Paul Bolten, president of Globe Furniture and Sta- 
tionery Company, called the meeting to order for the 
more serious part of the program. In the course of 
his remarks he reported that sales for the first eight 
months of 1936 were ahead of the similar periods of 
1934 and 1935 combined. He confidently expected a 
further steady increase in volume. He introduced J. 
Alvin Johnson, vice-president, who in turn called upon 
J. K. Martin, treasurer and sales manager. Mr. Martin 
announced a well organized sales plan effective Sep- 
tember 1 for the ensuing months of 1936 and 1937. Mr. 
Martin awarded a vacuum cleaner to Adrian Davis for 
the largest increase in stationery volume in July and 
August. W. Lee Fergus was given an electric toaster 
for the increase in his stationery volume, while Bert 
Larsson was rewarded with a check. Many valuable 
prizes were awarded for golf scores and as door prizes. 
They were donated by the company itself and by some 
of the manufacturers. Low gross for the day was won 
by Robert Mackey of the Globe Furniture and Station- 
ery Company; low net by Gordon Kickels of The Globe- 
Wernicke Co 

Mr. Harter and Mr. Mick of The Harter Corporation 
were expected but could not attend, the report being 
that one was sick and other was Mick. Mr. Harter was 
recovering from an illness, while Mr. Mick was busy. 

Talks were made by members of the organization 
and by several of the manufacturers. The party lasted 


until late in the evening. 
—_—_—>—__—_ 
NORTHWEST TRAVELERS GOLF TOURNAMENT 





By A. J. Nordstrom 


The annual golf tournament between the Dealers and 
the Travelers was held at Southview Golf Club at South 


St. Paul on August 28. 

The dealers won the match although there was only 
a difference of three strokes in the combined scores. 
This proves one thing—either that the Travelers are 
spending more time at the grand old pastime, or that 


Here Are Eight of the Golfers Who Were 
Among Those Present When the North- 
west Travelers Golf Tournament at the 
Southview Golf Club, St. Paul, Minn., on 
August 28 Was Held.—Bad light and a 
temperamental camera prevented the tak- 
ing of more pictures. Upper, | to r: 
Robert Davis, Miller-Davis Company; Ed. 
Hansen, Miller-Davis Company; Art 
Grayston, Thomas & Grayston; Milton 
Shuster, Charles M. Higgins & Company. 
(Lower) John Dougherty, Curtis 1000; Al 
Nordstrom, Smead Manufacturing Com- 
pany; Carl Kiesel, Carter's Ink Company, 
and Henry Thoren, Jacobsen Office Furni- 
ture Company. 
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the dealers are counting all their strokes, which has 
been questioned in the past by some of the Travelers. 
Marion Follin claims that Claude Fleet was given undue 
credit for winning the waterhole crown last year, and 
has asked us to correct that impression, as Marion 
says he himself won that doubtful honor. Anyway 
neither Claude nor Marion played in this tournament, 
so the question of supremacy, in this phase of the 
game, shall remain unanswered until such time as a 
special match can be arranged between them. 

Hank Thoren took the prize for driving a freak ball 
off the sixteenth tee, a long drive which was destined 
for out of bounds across the county highway, but which 
bounded on the edge of the fairway and landed in the 
crotch of two limbs of an apple tree. 

Carl Peterson, of the Paper Supply Company, won 
the cup with a score of 81, which is higher than he 
usually shoots, but he, like the rest of the golfers, was 
bothered by the unusually high wind which swept 
across the course, and hampered the players game. 
Anyway the writer has something on which to blame 
his lusty 123. 

After the game, a dutch lunch was served under the 
supervision of Roy “Micrometric” Clarke, capable and 
efficient secretary of the Northwest Travelers, who also 
arranged the details of the tournament, and the after 
dinner speeches and entertainment. It was the best 
and most successful party ever held by the dealers and 
travelers. 

The following speakers were on the program: Stan 
Griebel, vice-president of the Northwest Travelers; Dis- 
trict Governor-Elect Ed M. Hanson, Bill: “Roastmaster” 
Smith, and his closest rival for top honors, Elmer Doll- 
dorf, of Torgerson fame. 

Out of town guests introduced at the dinner were 
Al Sundberg who is with the A. & E. Supply Company 
of Duluth; Art Bergstrom, genial buyer of Perkins 
Brothers, Sioux City, Iowa; Dick Conell, sales manager 
of the Stationers Loose Leaf Company, Milwaukee, and 
Harold Hoffman, Smead Manufacturing Company. 

Art Grayston, Bob Davis and Ed Hansen donated to 
the visitor from Sioux City who taught them a few 
pointers on putting. Frank Zeller, of Des Moines, was 
absent from the tournament. 

Carl Kiesel and John Dougherty, Curtis 1000, fought 
a grand duel for driving honors, with the traveler get- 
ting a bit the best of it. 
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IT’S “IN THE BAG” 


for Remington Dealers 


SANTA’S biggest bag of tricks goes to Remington 





Dealers this Christmas season. Just see what you'll 





find under the tree if you sell on Remington’s Ten 


Cents a Day Plan. First, no account guarantee is de- 








manded! You don’t risk a cent—because there are no 





charge-backs! Dealer commissions are increased! Carry- 


ing charge is cancelled if the account is paid in full 








within ninety days! And you can sell any one of the ~ 
seven popular Remington models on terms as low as 


ten cents a day without a worry. You get half the 


commission when the down payment is received; and 








the other half when the first monthly installment is 
paid! What greater support could you hope for in your 


. be ‘sf . ‘ ry” a . 4, 
drive for gift business? There’s no red tape or strings Cag s 


attached. Write today for the complete story. Get Ane 
‘ “LL 


started now on “10 cents a dav”! ° ' ee ! 
: IF, & Be | 





For full details . . . write Pb haf upp," xs 


Remington Rand Ine. 
PORTABLE TYPEWRITER DIVISION 


315 Fourth Avenue New York City | NO DEALE | 








GUARANT 
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Permanent Pigment 
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to GUARANTEE utility! 











MANIFOLD SUPPLIES COMPANY 


Manufacturers of 


PANAMA and BEAVER 
188 THIRD AVENUE BROOKLYN, N. Y. 
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LIMA, O., STATIONER OCCUPIES THREE STORIES 
OF BUILDING 


Established in the central portion of the mercantile 
nucleus of the community to which it renders services, 
the Frederick Paper and Twine Company, situated at 
216 North Main street, Lima, Ohio, is strategically po- 
sitioned to conduct a substantial and thrifty business. 
The organization occupies a modern structure with a 
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This is the Front of the Building Housing the Frederick 
Paper & Twine Company Establishment at Lima, Ohio 


brick and stone facade, adequately lighted with well- 
placed windows, with ample display space for the va- 
riety of articles of merchandise it desires to expose to 
public gaze. The width of the establishment is twenty- 
five feet. It extends back for a distance of two hun- 
dred and eight feet, providing floor area upon which 
merchandise and fixtures—counters and show cases— 
may be arranged for the greatest convenience of both 
sales representatives and customers. The store is 
served by personnel of twenty employees. Lines of mer- 
chandise carried are those of the A. B. Dick Company, 
L. C. Smith and Corona Typewriters Inc, National 
Blank Book Company, General Fireproofing Company, 
and the Gunn Furniture Company. 

The Frederick Paper and Twine Company has been 
in business for twelve years, and enjoys the patronage 
of business organizations within a radius of fifty miles 
of Lima. 
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These Liberty SELLING HELPS 
fre FREE to You! 


STORAGE FILING BOXES 
PERMANENT STORAGE BINDERS 
STRING BINDERS 
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FOLDERS - BOOKLETS _ 


Furnished imprinted with your name — — abpebner al 
and address. Fits 63, envelope. Ex- Se 
cellent for special mailings to your It is important always to have LIBERTY 
list of prospects or for enclosure with Boxes and Binders shown in catalogs 
outgoing mail. May be distributed by Yonge : or house organs. Newspaper ads are 











CATALOG AND 
NEWSPAPER ADS 


; 
{ 

i ' 

: 


{ 
if 
wer in 


rt. 


salesmen or over the counter. Effec- often used. The facilities of our ad- 
tive in winning new accounts and vertising department are at your 
bringing repeat orders. 


re te | 


service. Ads prepared without charge. 


eat ; In asking for ads, always give exact 
~= @ th size of type space — high, wide. 


ony 








BLOTTERS 


2 
ahs  @ | L 2 
Designed in different styles and in- ; af e T\eS ade ea 
tended for use in the same way as , FLLE AB) 


folders and booklets. Will also be 
imprinted. Useful in connection with 
special drives on LIBERTY lines or at 
transfer seasons. Make attractive and 


me 
o 


ee oe 


letter to your list of LIBERTY users or 














rospects, or when you want to make SRS Ri ae 
useful enclosures. om special campaign or distribute §° semee= 
* LIBERTY folders or booklets, let us Seas ee 
furnish you with the oe. ery sete 
tell us what purpose you have in : — 
WINDOW a COUNTER CARDS mind. We ten letters for this pur- wea 
Attractive—to be used for window or store pose. Special letters prepared when 
displays of LIBERTY Boxes or Binders. Plenty necessary. No charge. 
of color to attract attention and liven up a 
display. Pertinent slogans tell the LIBERTY & 


story. Easled for easy handling. Recom- 


mended for transfer time displays. SAMPLE LIBERTY BINDERS 
These LIBERTY Permanent Storage 
SAMPLE BOXES 


Binder samples are simply small bind- 
ers made out of the regular materials 

These miniature boxes made same way 

as regular boxes. Fit a brief case. Have 


i and filled with dummy sheets. Demon- 
Wwe strating posts included. Prospects can 
4 Cy 
every feature necessary for effective > 








— 


get full story of binders from these 
samples. Easily carried in brief case 
demonstrations. Recommended when calls 
are to be made on new prospects. 
a 


or portfolio. Note illustration. 
a 
D E M 0 N STR ATI 0 N BO 0 K S ptenrnrall sinne. ne he NDERS 





For salesmen. To be used in preparation for sales slips, deposit slips, bill stubs and similar 
and in making demonstrations. Pictures and small records. Made as shown with cord and 
tells what boxes and binders are made of, tension button. The samples are actual size 
how they are made, explains how best to binders that carry a complete sales talk and 
make a demonstration, gives examples of prices. They fit in the brief case and are splen- 
excellent installations. Has other features. did for demonstration. Orders for binders at 





A valuable help in increasing LIBERTY sales. times run as high as 5,000 to 10,000. Investigate. 























The fall season is opening. All summer LIBERTY sales have been unexpectedly good. They will now 
¥ be still better—worth some of your attention. The sales helps shown here will help you and your 

salesmen. Why not send today for those you need? Special attention is called to catalog ads, if you 
plan to issue a new catalog or house organ. We are eager to help you build LIBERTY sales and profits. 
Simply tell us what you want—all helps are free—or write for recommendations. 


BANhERS BOX COMPANY 


356-558 SOUTH CLARK STREET ¢@ CHICAGO, ILLINOIS 


ESTABLISHED 198918 
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a new line of general office desks by Arr Mera 


* Styled to the minute, built to give years of service, priced low enough 

permit quantity purchases, Art Metal’s new AIRLINE Desks crash the 
growing market for modern, efficient general office desks. * The first step 
in office modernization, Art Metal dealers will make the AJRLINE Desk 
the spearhead of their campaign to sell modern office equipment. Every 


feature of a quality desk has been included in this new series which was in- 


spired by the now famous Dynamique for executive use. * Write today for 


complete information on the new AIRLINE Desk and the full assortment 
of advertising and selling helps that Art Metal prov ides. A few territories 


are open to active oflice outfitters. 


Art Metal 


Jamestown, New York 
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RETARIAL DESK, Style : PEATEORM 
rPR. Can be had with ESTA 
pewriter pedestal at right or ' 

Contains reference slide, 

storage drawers, kneespace 

with general lock and 

typewriter pedestal with door 
type lifting des ice 


* 


DOUBLE PEDESTAL, ART METAL AIRLINE 
GENERAL OFFICE DESK, Style 1760 FB. 
Island bases centered under each pedestal 
add to the appearance, give more foot-room 
and facilitate cleaning. 


advertisement ) hted 1936, 
Aat Metat C Tion Co, 


Se 


PEDESTAL CLERK 
FB. Contaimes k 


general luck. reference side Art Metal 


fetter lrawe 


Jamestown New York 
USA 
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Keen, shrewd, established merchants 
are quick to recognize leadership, 
but not too quick to switch major 
lines. That is as it should be. They 
have been watching Tradl for 
some time. Thoroughly convinced, 
many are now building up their 
TSuadaell inventories and giving 
their customers the “Balanced 
Value” which only Tridiell offers 
—in design, quality, workmanship, 
service, dependability, dealer coop- 


eration, exclusive features. 


Today the outstanding news in the 
ring book field is the TREND TO- 
WARD Ardell . \t will pay you 


to investigate. 


Trussell Manufacturing Co. 
¥MOLL Oy, Poughkeepsie New York 
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CURRENT CORPORATION STATEMENTS 

The Addressograph-Multigraph Corporation has de- 
clared a dividend of twenty-five cents quarterly, pay- 
able October 10 to stock of record September 23. (Chi- 
cago Tribune, September 12, 1936.) 

o * * 

Burroughs Adding Machine Company and subsidiaries 
reports for the six months ended June 30 net profit of 
$3,418,887, equal to sixty-eight cents a share on the 
common. This compares with net profit of $2,577,550, 
or fifty-one cents a share the first half of 1935. (New 
York Herald-Tribune, September 6, 1936.) 

* * 7 

General Fireproofing, in line with the recovery move- 
ment in industry, which has proven especially benefi- 
cial to makers of office equipment, experienced a de- 
cided pickup in profits during the seven month period 
ended July 31, 1936. It is estimated that earnings for 
the period were equal to nearly $1.00 a share on the 
315,200 shares of common stock outstanding, after mak- 
ing allowance for preferred dividends, or more than 
double the net for the corresponding period a year ago. 
If the seven month rate of increase of 120 per cent is 
maintained it is estimated that common share earnings 
for the full year should approximate $2.50 a share. This 
would compare with actual earnings in 1935 of $1.09 a 
share. 

Sales for the seven months ended July 31 last, are 
understood to have been around $4,300,000, as against 
$2,680,000 in the comparable 1935 period, or an increase 
of roughly sixty per cent. The percentage increase in 
earnings was twice as great. Present unfilled orders 
total about $900,000. 

The aluminum chair business taken over from the 
Aluminum Company of America has been showing 
gains about double those of a year ago. Besides 
aluminum chairs, General Fireproofing makes steel 
office furniture, filing equipment, storage and display 
cabinets, which have wide uses. Banks, railroads, in- 
surance companies and utilities are numbered among 
the company’s most important customers. 

With the improvement in General Fireproofing’s 
profits, it is expected that the directors of the company 
will adopt a more liberal dividend policy in the not dis- 
tant future. An increase in the present rate of forty 
cents annually would be amply justified by results al- 
ready achieved and in prospect. Finances, which were 
satisfactory at the end of 1935, have been improved. 
The common stock sells around 1914 on the New York 
curb. (Boston News Bureau, September 12, 1936.) 

- . 7 

General Fireproofing Company has declared a divi- 
dend of ten cents payable October 1 to stock of record 
September 15. (Boston News Bureau, September 7, 
1936.) 

Extra ten cent dividend payable October 1 to stock 
of record September 15. (Chicago Daily News, Septem- 
ber 18, 1936.) 

a7 > * 

National Cash Register Company has declared a reg- 
ular dividend of 121% cents quarterly October 15 to stock 
of record September 30. (Chicago Daily News, Septem- 
ber 18, 1936.) 

7 > * 

Net sales of The Parker Pen Company in the United 
States increased 69.12 per cent during August, 1936, over 
the same month in 1935, totaling the largest for any 
August in the forty-five year history of the company, 
and the largest for any single month since December, 
1930. According to George S. Parker, chairman, sales 
for forty-one consecutive months have shown an in- 
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PURE RUBBER 
for INVINCIBLES™ 


Showing a fresh shipment of purest crepe rubber for “In- 
vincible”’ platens in the stock room of the Invincible factory. 


Another reason for the matchless quality of 
**Invincible”’ platens and recovers—the pure 
crepe rubber which is used. And this pure 
crepe is washed and compounded and 
formed all under the same roof. This, to- 
gether with rigid laboratory control of all 
materials and the manufacturing control 
by precision instruments and the most 
expert of human skill make ‘**Invincibles”’ 
the finest platen it is possible to produce. 
If finer platens could be made AWMCO 
would make them! 


Get Your FREE Copy 


AWMCO has prepared an 
interesting booklet on rub- 
ber and its use in platens. 
It is profusely illustrated 
with pictures of the va- 
rious steps in the manu- 
facture of **Invincibles’’— 
from raw material to fin- 
ished product. It is yours 
for the asking. Send the 
coupon today. 


AMERICAN WRITING MACHINE CO. 


115 Worth St., Est. 1880 NEW YORK, WN. Y. 





American Writing Machine Co. 
115-117 Worth St., New York, N. Y. 


Gentlemen: Please send me, without obligation, my copy 
of the booklet “‘From Jungle to Office” dealing with the 
manufacture of platens. 


Name 
Street... 


City and State 


OA10 
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ACCO 


Originates and Develops 





MITATION is always the penalty of 
leadership. Imitation is always of 
generally 


Rarely 


indeed do you find any constructive 


unknown quality and is 


offered with price concessions. 


merchandising effort behind the imita- 
tion. The object, primarily, is manu- 
facturing profit without regard for dis- 


tributing profit. 


AND DE- 


And in company with most 


ACCO) ORIGINATES 
VELOPS. 
every reputable firm in our industry 
ACCO will at any time accept the chal- 
lenge of imitations and combat the 
competition of “cut price” for the gen- 
eral benefit of the dealer who is con- 
doing business on a 


cerned with 


legitimate, profitable basis. 


ACCO PRODUCTS, Inc. 
39th Ave. & 24th St., Long Island City, N. Y. 


ENGLAND 
Acco Company 
Ltd. 


London 


CANADA 
Acco Canadian 
Ltd. 


Toronto 





| 
| 
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crease over the corresponding months of previous years 
with but one exception. For the first eight months of 
1936, Parker United States sales are 21.67 per cent 
ahead of the same period of last year. (Chicago Trib- 
une, September 16, 1936.) 


* > * 


Royal Typewriter Company has declared a dividend 
of $7.00 on arrears, payable October 21 to stock of record 
September 21. (Chicago Daily News, September 18, 
1936.) 

> * * 

W. A. Sheaffer Pen Company declared a semi-annual 
dividend of $1.00 on the common stock, the same as 
paid on April 15, when the rate was raised from fifty 
cents semi-annually. The latest dividend is payable 
October 15, to stock of record September 20. A sharp 
gain in earnings was reported for the six months ended 
August 31. Net income of $208,575, or $1.25 a share on 
the common stock after preferred dividends, compared 
with $141,298, or eighty-one cents a common share in 
the like period of last year. In the twelve months ended 
August 31 the company earned $586,948, or $3.57 on 
the common stock. All figures are before the surtax on 
undistributed profits. (Chicago Tribune, September 19, 
1936.) 

7 7 * 

Western Tablet & Stationery Corporation has called 
all of its first mortgage fifteen year six per cent sinking 
fund gold bonds due October 1, 1941 (Company adver- 
tisement.) 

« * * 

L. C. Smith & Corona Typewriters Inc., yesterday 
resumed dividends on the common stock by declaring 
a payment of twenty-five cents to be made October 1 
to stock of record September 23. The preceding divi- 
dend, of the same amount, was paid in January, 1931. 
(Chicago Tribune, September 20.) 


* * * 


Stockholders of Remington Rand Inc., at a special 
meeting yesterday approved a plan for reclassifying 
the Company’s present outstanding issue of five per 
cent prior preferred and $6.00 preferred stocks into a 


| new issue of $4.50 cumulative preferred stock. James 


H. Rand, Jr., said that the quarterly dividends of 3114 
cents on the prior preferred and of $1.50 on the six 
six per cent stock due October 1 will be paid, but there- 
after the new $4.50 preferred will be in force and pay- 
ments made on that basis. (Chicago Journal of Com- 


| merce, September 24, 1936.) 


* * > 


Washington, D. C., September 23—The Marchant Cal- 
culating Machine Company has filed a registration 
statement with the Securities and Exchange Commis- 


| sion covering 32,378 shares of common stock which will 


be offered to present common holders of record Octo- 
ber 7, in the ratio of one share for each six shares held. 
Rights to subscribe to the stock will expire November 2. 
The offering price is $18.00 a share. Any unsubscribed 
for shares are to be offered to the public, underwritten 
by the Pacific Capital Corporation. 

Proceeds of the sale will be added to working capital. 
In this connection the prospectus points out that the 
addition to working capital is expected to make avail- 
able for dividend payments a substantial proportion 
of net earnings for 1936. (Chicago Journal of Com- 
merce, September 24, 1936.) 


+ * * 


The Joseph Dixon Crucible Company has declared a 
dividend of $1.00, payable September 30 to stock of 
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Build Your Profits with 


“The COMPLETE Line” 


The past year has witnessed wide acceptance of “SECURITY” Steel 
Office Equipment by those who are qualified to judge construction, and 


seldom overlook the benefits of well-built equipment. 


You are interested in making greater profits in the coming Fall and 
Winter seasons. We can help you accomplish that very thing. The 
accompanying illustrations show the completeness of the ““SECURITY’ 
Line, which now includes steel chairs,—chairs of a distinctive design to 
harmonize with “SECURITY” Steel Desks and Tables. 


Now, more than ever before, is the time when the consumer is looking 
for quality merchandise at the right price, and for this reason 
“SECURITY” Steel is the ideal line to feature. 


Here is your chance to ride to success’ with 
“SECURITY” Popularity and Prestige. Write for our 


exclusive dealer franchise. 


Security Steel Equipment Corp. 


Avenel New Jersey 
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you need No. I3 


heavy duty 


No line of stapling machines is com- 
plete without a representative from the 
heavy-duty field. In this field there is 
one popular-price hand operated desk 
machine which has proven its ability to 
stand up under the back-breaking de- 
mands of heavy-duty work. It’s the 
No. 13 Speed Fastener. 


In offering this husky dispenser of three 
sizes of staples, having a potential sta- 
pling capacity of 120 sheets of paper 
(16 lb.), the makers of Speed Products 
know they are minimizing the ‘‘service 
headaches’ and ‘consumer com- 
plaints’’ which run hand in hand with 
ordinary heavy-duty stapling machines. 


Round out your line with heavy-duty 
machine worthy of the name—No. 13 
Speed Fastener. It’s not only built like 
a battleship, but swell to look at. 


uses 3 sizes of staples 


oo = 


A SPEED b SEL PRODUCT 


PARROT SPEED FASTENER CORP. 


37-18 Northern Boulevard, Long Island City, 
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record September 21. (Chicago Tribune, September 23, 
1936.) 


4 + > 
Minnesota Mining & Manufacturing Company de- 
clared an extra dividend of ten cents. (Chicago Journal 
of Commerce, September 23, 1936.) 


* * + 


Republic Steel voted a dividend of $4.50 a share on 
the six per cent prior preference stock, clearing up ac- 
cumulations on the issue. (Chicago Tribune, September 
23, 1936.) 

ROYAL GOES ON THE AIR 

Royal’s “Football Round-Up,” a new and brilliant 

radio program which stars Eddie Dooley, famous Amer- 


| ican football reporter, together with predictions and 


final scores of games throughout the season, goes on 
the air soon for the Royal Typewriter Company over an 
eastern and middle western hook-up of the Columbia 
Broadcasting System, according to a recent announce- 
ment of W. H. Beckwith, advertising manager for the 
Royal Company. 

The new program, which is timed for 6:30 P. M. 
‘eastern standard time) on Thursdays and Saturdays 
throughout the season, will tie in with a Royal portable 
fall advertising drive directed at school and college 
students throughout a major section of the United 


States. 
According to officials of the company, the program 


| was designed primarily as an advertising medium to 


help the Royal portable dealer by bringing scores of 
potential customers into their stores. Another special 
tie-up which is included in the drive consists of Royal’s 
Football Score Book for 1936 which has been prepared 
by Mr. Dooley for the Royal Typewriter Company and 
which lists the leading games for each week through- 
out the season with spaces for predictions, final scores 
and a listing of last year’s scores. Radio listeners will be 
able to secure these booklets from their local Royal 
portable dealers. 

Later in the season the company will stage a contest 
based on Royal's All-America Football Team with cash 
prizes aggregating $1,000 and involving the use of bal- 
lots which will be obtainable from Royal portable 
dealers. 

The new Royal program will be heard over the fol- 
lowing stations: WAAB, Boston; WKBW, Buffalo; 
WBBM, Chicago: WHK, Cleveland; WJR, Detroit; 
WHAS, Louisville; WABC, New York; WCAU, Philadel- 
phia; WJAS, Pittsburgh, and KMOX, St. Louis, a net- 
work which will blanket the East, the Middle West and 
portions of the South for the Royal Typewriter Com- 
pany’s program. 

a 
LA SALLE DEALER SEEKS STOLEN TYPEWRITERS 


Dealers throughout the Middle West last month were 
warned to be on the lookout for six typewriters stolen 
on September 15 from the Seneca Township High 
School, Seneca, Il. 

The report of the theft was made by John A. Stih, 
manager of the Service Typewriter Company of La- 
Salle, Ill., who asked that any information regarding 
the whereabouts of the missing machines be wired im- 
mediately to Sheriff Ralph Desper, Ottawa, III. 

According to Mr. Stih, the loot of the burglars con- 
sisted of two Underwood and four Royal typewriters. Of 
these only the serial numbers of the Royal machines 
were available. They are KHM-1939703; KHM-1939737; 
H-1711884 and H-1711896. 
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Presshboard 


Filing Folders 





Are really not expensive to the user if full credit is 
given for their many years of satisfactory service. 
Made of heavy pressboard with linen gusset, which 
provides strength and expansion. Users find it a 
pleasure to use these de-Luxe folders in personal files 

and many concerns have learned the economy of 
using this type of long-lasting folder in their general 
files. Any style—square cut or tabbed; indexed folders 
with celluloided tabs; metal tabbed folders providing 
space for removable indexing inserts. Let us send 
you attractive circulars and sample folders to be used 
for demonstrating purposes. We know you can build 
more business with Pressboard Filing Folders. 


c a 4 
MONROE Sf Cle MICHIGAN 








New York Chicago Boston 
The Weis Mfg. Co., Inc. Associated Stationers Adams, Cushing & Foster 
54-56 Franklin Street Supply Company Incorporated 
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Every Day There Are New 


Duo Top Users 


It’s remarkable how many new Duo Top users are 
made by the simple demonstration of the Duo Top 
filing folder feature—double thick at the top where the 
wear is greatest. The only real improvement in 25 
years in the making of every day vertical filing 
folders is the Duo Top—double feature. We still 
maintain the day is not far distant when all Manila 
and Kraft filing folders will be Duo-Topped. Why 
not get in step with this march of progress. Sure, 
we will furnish you with advertising circulars and 
demonstrating samples. 


—— 








MONROE ff Cle” MICHIGAN 
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Duo Tops 


Double Thiek Where 
the Wear is Greatest 

































Duo Tops 


Double Thiek Where 
the Wear is Greatest 


























Sf cee 


ras 
' 7 
| Duo Tops 
. 








Double Thick Where 
the Wear is Greatest 















































ff cle 





Monroe. Michigan 


New York 
The Weis Mfg. Co., Inc. 


54-56 Franklin Street 


Chicago 
Associated Stationers 


Supply Company 


Boston 
Adams, Cushing & Foster 


Incorported 






































Here’s an 
Everyday Specialty that 
Carries a Good Profit 


The efficient and presentable way to index 
vertical filing folders is to use fe gummed 
indexing labels with name and address type- 
written for clearer legibility. | Come in strips 
of ten and a full strip may be typed at one 
operation, then separate the labels at perfora- 
tions, moisten the gummed side and apply to 
the folder tabs. Put up in neatly bound pack- 
ages of 250 and 1000 labels to pack. Furnished 
in colors—white, blue, buff, salmon, cherry, 
green, goldenrod—an assortment of colors to take 
care of up to seven differ- 
ent filing classifications. 
Most dealers find it easy to 
sell these profit-producing 
labels whenever they sell 
filing folders. 
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MIDWEST CHANGES BY NATIONAL BLANK 
Two changes in the midwest territory have been an- 
nounced by the National Blank Book Company, 
Holyoke, Mass. Ray L. Hammond, who had been sales 
manager of Zaiser’s Specialty Company at Des Moines, 
Iowa, is now the National sales representatives in that 


territory, which comprises North and South Dakota, | 


Nebraska. Iowa and Minnesota. -Yis home address is 





Ray L. Hammond 


Des Moines, Iowa. Mr. Hammond succeeds Harry Spur- 
lock, who has been appointed to the larger Pacific coast 
territory. 

Ray is well qualified to render experienced service on 
National bound books, loose leaf, visible and machine 
bookkeeping through his nineteen years’ experience 
with Zaiser’s. He has been in charge of the printing 
division, loose leaf department, and sales manager, spe- 





Bob Bauer 


cializing in system service, machine accounting records 
and visible accounting records. This experience puts 
him in an excellent position to give National dealers 
first hand information gained from his long experience 
in serving consumers. 

Bob Bauer, of the Chicago branch, has been ap- 
pointed to succeed Fred Robb, recently resigned. Bob 
will give National service in the territory comprising 











the state of Illinois, outside the Chicago area, and parts | 


of Michigan, Indiana, Kentucky and Missouri. He has 
had valuable training and experience, both in retail 


and in manufacturers’ sales, which will stand him in | 


good stead in his new territory. Previous to joining 
National, he was employed by the D. E. Wilson Com- 
pany, Paducah, Ky. He had six years of actual retail 
experience in the part of the territory he is now cov- 
ering. He went with the National Blank Book Com- 
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These are 
The 


6A THE LEADERS 


to 
feature 


FOR SALES 
HOTCHKISS “ca"° 














THERE'S no use kidding 

yourself—-HOTCHKISS 
is the name your customers know— Hotchkiss 
is the paper fastener to feature for profit. You 
have to sell Hotchkiss to fill the demand—you 
ought to concentrate on Hotchkiss to get the 
most sales. 

® Every Hotchkiss Stapling Machine is a leader 
in its class. In the big demand group the 
Hotchkiss leaders are Models 5A and 6A. 
Play these up every chance you get. Keep 
them on display and watch them sell. And 
don’t forget the new H52 Plier. 

® Hotchkiss 5A and 6A are the only machines in 
existence that will use, without clogging and 
without change of parts, any standard size 
staples with 14” legs and 4” crown from .019 
gauge up to and including the 2C staple. 
Model 5A holds 210 Hotchkiss Chisel Pointed 
Staples—Model 6A has a capacity of 105 
Hotchkiss Staples. Model 6A can also be 
used as a tacker. 

e@ Every desk in every office needs one or the 
other of these Hotchkiss leaders—and it means 
good business to sell them. 

Look over your stock and then write to us 


THE HOTCHKISS SALES CO. 


Norwalk Conn. 
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WITH US DOWN 


THE 





PATH TO GREATER PROFITS 


The Herring-Hall-Marvin franchise was never 
more valuable to the office equipment dealer 
than it is today. There are many reasons. 

For more than one hundred years, Herring- 
Hall-Marvin has builded safes, and vaults, and 
money chests that stemmed the tide of busi- 
ness record destruction by the arch and ever- 
present enemy—fire—and caused money and 
securities and other valuables to be saved from 
the burglar and the bandit. Today the products 
of our factory are more diversified, and of a 
quality that is the best that modern engineer- 
ing science can devise. The dealer in Herring- 


Hall-Marvin products has many advantages. 


Truly, he has a safe for every sale. He is 
part of the most progressive company in 
the business, proof of which is evidenced 
by full time factory operation with the 
resultant peak production of cash and 
record protection units. 

He has the services of a promotional 
division at his command to assist him in 
the marketing of our goods. 

He has the services of a field sales 
manager to train his men—to show them 
as well as to tell them. 

The company he represents is the old- 
est, yet—paradoxically—the youngest 
company in the business. Youngest be- 
cause ours are 1936 ideas tempered by a 
ripe experience. 

And finally, all of these advantages 
coupled with the sound principles of the 
Herring-Hall-Marvin marketing policy 
make for profit producing possibilities 


that are second to none in the industry. 


\ few desirable territories are still to be had. 
We invite your inquiry as to the availability of 
a Herring-Hall-Marvin franchise in the area 


you cover. 


HERRING-HALL-MARVIN SAFE CO. 


Executive Offices, HAMILTON, OHIO 


. 4é 
“Over a Century of Service 
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pany in 1929, and since then has gained a thorough 
understanding of his lines. Experience in the shipping 
department, and job shop was supplemented by his 
two years sales work in the Chicago branch. 

—<~g—___ 


COLEMAN TO HEAD SAVANNAH 
STATIONERS CLUB 


Henry I. Coleman, president of Nathan Coleman & 
Son, Inc., Savannah, Ga., has been named president of 
the Savannah Club to succeed Charles S. Rockwell who 
has left the city. Mr. Coleman is also president of the 
Georgia Stationers Association. 

niin 
PERROTT & HARRY TO REPRESENT 
ALL-STEEL-EQUIP. 

With a territory consisting of Eastern Pennsylvania, 
Southern New Jersey and Delaware, the office equip- 
ment firm of Perrott & Harry, 401 North Broad street. 
Philadelphia, has been made the exclusive representa- 
tive of the All-Steel-Equip. Inc., of Aurora, Illinois. 

Jim Harry, who has long been associated with the 














Jim Harry 


steel equipment industry, was previously connected for 
several years with The General Fireproofing Company 
and The Berger Manufacturing Company. He will as- 
sume the duties of sales manager and will direct his 
attention primarily to developing the dealer business 
in the Philadelphia area as well as in the territory 
outlined above. Because of his long service in the 
industry, Mr. Harry is well qualified to serve the dealers 
intelligently and helpfully in ironing out their many 
problems. 

The other member of the firm, Bob Perrott, was also 
previously connected with The General Fireproofing 
Company in the Philadelphia area and previous to that 
with E. J. Garby & Son, Inc. Mr. Perrott has special- 
ized in shop and industrial equipment and will devote 
his energies to developing this side of the business. 

With the acquisition of the Aurora Metal Cabinet 
Company’s plant several weeks ago, the All-Steel-Equip 
Company, Inc., will offer through Perrott & Harry a 
complete line of steel files, storage cabinets, lockers 
and shop equipment. 

OFFICE SUPPLY BUSINESS AT KENTON 


The Home & Office Supply store has been opened at 
123 South Detroit street, Kenton, Ohio, by William 
Drews. The store building has been renovated for its 
new tenant, who carries office supplies and equipment, 
school books and supplies, as well as electrical wash- 
ing machines, refrigerators, radio apparatus and house- 
hold electrical appliances. 
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SECRETARY: 


“COLUMBUS lives up to every- 
thing I expect from a good 
commercial pencil. First of all, 


. 


it has wonderful writing qual- 
ities. Taking dictation with a 
COLUMBUS is a pleasure. It 
makes a rich black impression 
... it sharpens to a long, firm 
point and the eraser does a 


clean job.” 


Your ch choice of 


A ' R popular 
; Degrees 


We Sut rete) 7... eles tb astele behing? 
the COLUMBUS Pencil and yet. 


because of its sheer writing superiority 


COLUMBUS has become Mmabit in yn 


delol bite telet-me) Mme) iilel-t-m 





The first thing that impresses 
you about COLUMBUS isthe 
fact that its lead is far and 
away better than any 5c pen- 
cil-that in fact, itis as good as 
any 10c pencil on the market. 


The reason is—lead by A. W. 
Faber —a name identified 
with stationery for 175 years. 
(Surely you know that A. W. 
Faber sponsors the world- 
famous “Castell” drawing 
pencil) 

Mr. Dealer! —there’s good will. 
good business and good profitinthe 
sale of COLUMBUS pencils. Once 
your customers try COLUMBUS they 
will never be satisfied with an inferior 
product. Ask us about our protected 
dealerships. 


A. W. FABER. INC., Newark, N. J. 





= DEALER: 


“I like COLUMBUS because it is 







the quality leaderin the 5c pencil 






field. lt has a lot of selling angles 






...the fact that it is the companion 






product to A. W. Faber’s famous 






“Castell” Drawing pencil. Also the 






profits are really something to talk 


Order now from 


A. W. FABER * NEWARK. N. J. 





— 
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JASPER CHAIR COMPANY 






Comfortable 
Chairs 






2 9 
No. 86 No. 868 


of 
Lifetime 


Service 


Popular 
Among 


Business 


Men 


No. 865 


Fit for the finest offices . . . now... and in — long life of good furniture but also have a fine 
‘45... and beyond the half century mark. variety of design and color that impresses, 
Why not look ahead! You know this country, _ pleases and helps to sell. Solid American walnut 
and the business men who live there. You know _ is available in a great many styles, and there is a 
they are successful and will continue to be. popular group of birch, finished mahogany or 


Jasper Chair Company's Chairs can add to their walnut. Many leathers are offered—Dixie Veal- 
success and yours. Our leather upholstered skin, New Eagle grain, Moorish grain and Full 
numbers not only have the wanted comfort and Top grain. Get our catalog with full details. 


JASPER CHAIR COMPANY 


JASPER, INDIANA 


. ame ° GEO. A. LITCHFIELD E. W. THOMAS (Southwest S. H. MacDONALD (West) 
Representalir es. Sales Mer Daytona Beach, Fla. 521 Lloyd Bldg., Seattle 
JAMES 8S. FOWLS (Southern W. H. BROWN (Chicago-Midwest) 
R. J. FREEMAN (Eastern 3414 Euclid Heights Blvd 6708 Glenwood Ave., Chicago 


505 Fifth Ave... New York Cleveland, Ohio Phone Rogers Pk. 3644) 
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VICTOR PROMOTES OKIN | 


Benjamin Okin, a member of the sales staff of the | 
Victor Safe & Equipment Company, Inc., North Tona- 
wanda, N. Y., last month was promoted to the position 
of district sales manager in the New York City area. 
Mr. Okin succeeds Ralph Moulton, who has been 
transferred to the main office at North Tonawanda. 

Beginning his career with the Equitable Building | 














Benjamin Okin 


Stationery Company as manager, Mr. Okin early dem- 
onstrated his ability in the field. After leaving that | 
company he went for a short time to the loose leaf de- | 
partment of A. Langstadter and then joined the Wil- 
son-Jones Company. 

In that organization Mr. Okin was variously sales | 
representative and district sales manager in Philadel- 
phia and metropolitan New York. Before joining Vic- 
tor last February he was general manager of the west- 
ern division of the Spiral Binding Company. 

While a member of the New York sales staff under 
Mr. Moulton, Mr. Okin ably demonstrated his ability 
and clear understanding of dealer problems. He has 
made many friends among the metropolitan dealers 
who wish him success in his new appointment. 

—ss 
JOHNSON RETURNS FROM WESTERN TOUR 

Edward H. “Eddie” Johnson, salesman for the Chi- 
cago branch of L. C. Smith & Corona Typewriters Inc., 
with his wife and three daughters, Phyllis, Norma and 
Georgia, last month completed a tour of the West, 
going up through Canada and stopping at Banff and 
Lake Louise and returning on the west coast, visiting 
Seattle, San Francisco and Los Angeles. 

One of the highlights of the month-long tour was a 
visit Mr. Johnson paid to his mother and father, who 
are seventy-eight and ninety years respectively and | 
reside at San Pedro, Calif. 

tities 
NEW WIS-ILL CLUB ROSTER ISSUED 

The new 1936-1937 membership roster of the Wis-IIl 
Club, an organization of travelers and others engaged 
in the sale of stationery and office equipment mer- 
chandise, was issued last month by R. V. Maneval, pres- 
ident of the organization. In addition to listing the 
membership, the roster also contains the names of the | 
officers, board of directors and chairman of the various | 
committees. 








SMITH DISCONTINUES SATURDAY CLOSING 
The Zac Smith Stationery Company, Birmingham, 
Ala., last month announced the discontinuance of the 
policy of closing the retail store on Saturday after- 
noons.—RHB 
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This 
Sales Magnet In Cellophane 
arouses ty pists’ interestand enthusiasm 


—AND GETS THE BOSS’S OK! 





Cellophane-Wrapped 





Pa is a splendid new PEERLESS 
KEY selling idea! In only a few short 
months, tests which we have made in 
“‘tough”’ territories have proved that it 
“clicks” at once and brings in sales in a 
manner which will gratify you! 


Store clerks, outside salesmen and type- 
writer repairmen hand typists this actual 
sample Peerless Key, attractively 
mounted on a selling folder that carries a 
dramatic sales message. This powerful 
“sales magnet” is invitingly wrapped in 
cellophane. The whole put-up is so at- 
tractive that typists will read it at once, 
use the sample, and buy from you a 
stock of PEERLESS KEYS! 


Fall business in office equipment and 
typewriter supplies is booming. Fall 
business in Peerless Keys will be greater 
than ever. You owe it to yourself to 
get the inviting delails of the Peerless 
Plan immediately. WRITE US. 


PPEERLESS 


Rubber 
TYPEWRITER KEYS 





PEERLESS KEY CO., INC, 


Vanufacturers of the only complete line 
of rubber keys sold through dealers. 


GENERAL OFFICE & FACTORY 
407 Mulberry St., Newark, N. J. 


NEW YORK: CHICAGO: 
321 Broadway 19 So. Wells St. 
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Snare NEW SPECIALTY 


THAT EVERY WOMAN 


</ HAT woman could resist the smarc 


appeal of these lace-pattern Steno- 
Cuffs of non-inflammable crystaloid! Dealers 
from coast to coast report sensational sales. 
@ Put a display carton on your counter and 
see them go at 25c a pair. Every stenogra- 
pher, office worker, housewife wants them. 
bd “Best seller” week after week at leading 
stores the country over. Fit any wrist 
“match” any dress slip on or off in a 
jiffy! @ Don’t miss this profit-maker 


Send coupon today for proof- 


of-sales trial in your own store 





. fu. STENO CUFFS 
\ \ SELF SELLING DISPLAY CARTONS 
\ « of 24 pairs, each pair in attractive cello- 


\ ~ 
car 1 phane envelope Consumer literature sent 
ay free with your order Use coupon below. 

A 








+ 8). 
ils 2) CO 
‘\ 
SY SAMECO COMPANY INC., 
WYK 503 East Elm Street, Brockton, Mass 
SHIP TODAY trial display arton 4 pairs Sameco Lact 
Pattern Steno Cuf t attractive trade discount, t' rms 2% 10 days 
30 days. Also send list of libcral ntity discounts, and 
ly ! m 1 
} " N Y 
By 
Addr 
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TONKIN OPENS THREE AGENCIES FOR VICTOR 


Continuing a program of expansion launched sev- 
eral months ago, William Tonkin, Western Sales Man- 
ager, recently established three new agencies in his dis- 
trict for the Victor Safe and Equipment Company, 
North Tonawanda, N. Y. 

The branches were established by Mr. Tonkin while 
he was making a tour through Idaho, Oregon, Wash- 
ington, and California on behalf of his company. 

One of the newly established agencies is the Office- 
Store Equipment Company at San Jose, Calif. This 
establishment, one of the most complete and well- 


| ADDING MACHIN 
GENCY 


“win B. PHILLI 
AGENT 
oe 


~ 





Two New Victor Safe & Equipment Company Agencies Recently 
Established by Western Sales Manager William Tonkin. — ( Upper) 
206 S. W. Sixth avenue, Portland, Ore. L to R: District Manager 
C. W. Hausman, Salesman Stanley LeVeen, Mechanic William 
James, Mr. Tonkin. (Lower) Agency at 536 Seventeenth street, 
Oakland, Calif. L to R: Salesman Peterson, Miss Phillips (sec- 
retary), William B. Phillips, manager, Mr. Franklin, mechanic 
and salesman, and Mr. Tonkin 


stocked office equipment stores in its territory, is under 
the management of Wayne E. Hunter. Mr. Tonkin and 
R. K. Blaisdell, San Francisco manager, were present 
when the store opened on October 8, and were intro- 
duced to the staff, consisting of Wilfred Kaneen, Frank 
Jones, and Mike Passarelli, salesmen, Claude Wilson, 
mechanic, and Mr. Hunter. Other members of the staff 
include Miss Gertrude Thompson, secretary to Mr. 
Hunter, Harry Wolter, Mrs. Frances Kaneen, and Mr. 
Wolfe. 

In Portland, Ore., Mr. Tonkin appointed as the local 
Victor agency C. W. (Bud) Hausman, with an estab- 
lishment at 206 S. W. Sixth avenue. 

The third new agency was established at 536 Seven- 
teenth street, Oakland, Calif., under the direction of 
William B. Phillips. At this well-stocked and attractive 
store, Mr. Phillips supplied himself with a competent 
staff consisting of a salesman, a salesman-mechanic, 
and a secretary. 
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3 l) Y E 4 g must be finding unusual value in Shaw-Walker Skyscraper 


Steel Desks—-because business executives are already buying more of these new, 
modern, “‘organized”’ desks than of any other kind of steel desks. Each time an 
installation (like this one in the fine new office building of the W. H. Barber Co.) is 
made, a Shaw-Walker dealer 

1. Gains in profits. He shares his profits with no other supplier because his 
customer has to turn to no one else for any furniture, record protective equipment, 
filing equipment, bookkeeping equipment, systems, and supplies. 

2. Gains assurance of future business. He is free from competition on future 
requirements because of the distinctive design of Skyscraper Desks. 

3. Gains in prestige as the man who saves his customers money. When he 
equips an office from reception desk to mail table with Shaw-Walker equipment, his 
customer gains all the economies and advantages of complete standardization. 


rhis encyclopedia of the world’s largest line of office 

furniture, filing equipment, systems, and supplies HAW: ALKE 
goes to work for you the day you gain the Shaw- 

Walker exclusive dealer franchise. This franchise . 


may still be open in your city. For information, and MUSKEGON 


for your copy of the Buyers’ Guipe, write Shaw : : = 
Walker, Muskegon, Michigan. MICHIGAN 




















e@ FILING CABINETS — FIVE GRADES e@ TRANSFER FILES e FIRE-FILES — TWO 
LABELS e FIRE-PROTECTED DESKS AND TRAYS @ SAFES e@ BANK SUPPLIES AND 
EQUIPMENT @ BOOKKEEPING SUPPLIES @ CARD RECORDS AND CARD INDEXES e@ LETTER 
FILING SUPPLIES @ SKYSCRAPER DESKS AND TABLES @ COSTUMERS @ WASTE BASKETS 
@ CHAIRS @ BOOKCASES — STEEL AND WOOD @ OFFICE CUPBOARDS AND WARDROBES 
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MODERN NUMBERING EQUIPMENT FOR MODERN BUSINESS 
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Let us solve your special numbering problems. Shown below are a few of the many different sizes 
of figures and various combinations that can be supplied, i.e., dashes, symbols, words, etc., can be 
engraved. Carbon Copy and Hektograph Machines—Ink Ribbon Numbering Machines—Price Markers 

Lot and Piece Numberers—Yardage Machines—Special Numbering Devices—Prices on application. 
Please mention Reference Number and give full details. Write for our latest folder describing all 





models, and dealers’ discounts. 
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Mr. Tonkin, before concluding his tour of inspection, 
also appointed N. A. Anderson as district manager for 
the Spokane, Wash., district, and Jack Hobson, Lewis- 
ton, Idaho, and Charles D. Jaynes, Walla Walla, Wash., 
as agents in their territories under Mr. Anderson. 


MILLS JOINS SMITH-CORONA STAFF 
Joseph Mills, for nearly ten years connected with the 
Wholesale Typewriter Company, a subsidiary of the 


Underwood Elliot Fisher Company, last month was ap- 
pointed wholesale representative for L. C. Smith and 





re 














Joe Mills 


Corona Typewriters Inc. He will operate out of the 
Chicago branch. 

Mr. Mills possesses considerable experience in the 
typewriter field gathered during his more than twenty 
years of activity in the industry. For eight years he 
was with the Corona Typewriter Company and later 
with the merged companies. In speaking of Mr. Mills’ 
appointment, A. Foxcroft, manager of the Chicago 
branch, said: 

“In view of Mr. Mills’ valuable experience in the type- 
writer field, and the fact that he has been engaged 
in dealer contact work for the past ten years, I am sure 
that we will all profit by his connection with this 
branch of our organization.” 


> 
MURPHY COMPANY ISSUES 1937 CATALOGUE 


Embracing descriptive matter and numerous illustra- 
tions of the many lines manufactured by the firm, a 
new catalogue to be known as the No. 64 has been 
printed and published by the Murphy Chair Company, 
Inc., Owensboro, Ky. 

The new book, measuring 9x12 inches, is enclosed in 
a handsome cover in colors, featuring an attractive fu- 
turistic design as well as the crest adopted by the com- 
pany as its trade-mark in 1872. 

In addition to keeping dealers posted on the various 
new numbers and lines created by the company, the 
catalogue will also exemplify the celebration of the 
Murphy Chair Company’s sixty-fourth year in the chair 
manufacturing business on November 4, in which an 
active part will be taken by M. J. Murphy, founder and 
president of the company, according to R. J. O’Mailey, 
sales manager. 

> 
HEAD COMPANY TO MOVE 


The James A. Head Company, Inc., dealers in office 
furniture and supplies in Birmingham, Ala., will move 
soon to a new location at 2015 First avenue, North. The 
firm has been located at 2021 First avenue, North. 
—RHB 
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Here’s the line that will start your cash register ring- 
ing a profitable tune. It’s Corry-Jamestown’s new 
7300 Line that is producing such a good volume of 
business for Corry-Jamestown dealers from coast to 
coast. 


7300 Line Files have everything .. . quality con- 
struction . . . full progressive ball and roller bear- 
ing suspension ... drop forged brushed bronze 
hardware ... handsome finish ... and many 
other outstanding features including a complete 
range of optional drawer inserts. Practically every 
filing need can be met from stock with this 7300 Line 

. and at a price that will turn prospects into 
sales. 


Ifyou want toincrease 
your filing equipment 
sales start pushing 
this line. Write or 
wire for complete de- 
tails at once. 










Interested dealers 
are invited to write 
for complete infor- 
mation regarding 
Corry - Jamestown 
Dealer Franchise. 


CORRY-JAMESTOWN MFG. CORP. 
CORRY, PENNSYLVANIA 
Cable Address CORJAM 











——| S/eesAge | 

















BUY YOUR 
ENVELOPES FROM 





A Manutlacturer 


LOWER | 
COSTS 
MEAN | 
HIGHER 
PROFITS 
AND MORE 
BUSINESS 




















There is a big demand for heavy 


KRAFT MAILING | 
ENVELOPES 
in letter and legal sizes. Stock car- 


all 


ried in popular sizes and 





weights. 


FLAT FILING ENVELOPES 
and JACKETS 


Made in heavy 
Kraft Ma- 


nila. 


and 


will 
| 


_ 
rhe 


these 


low cost 
items 
produce a nice 
busi- 


volume of 


ness for you. 


We also manufacture all sizes and styles in 
Flat and Expanding Envelopes. 


QUALITY PARK 
ENVELOPE CO. 


11-116 Merchandise Mart, Chicago 


Factory at St. Paul 





| study office equipment trends while east. 
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OXFORD PRINTING & STATIONERY COMPANY 
NOW PLYMOUTH STATIONERY COMPANY 
The Oxford Printing & Stationery Company have 
changed their corporate name to Plymouth Stationery 
Company, taking effect September first. There is no 
change in the official set-up of the firm. The address 


remains the same, 327 So. La Salle street, Chicago. 
the firm 


members of Benjamin 


The 


active are 








Ben Quackenbush Reinhart Brenn 


Quackenbush and Reinhart Brenn. Both of these men 
were for many years associated with the old Baldwin 
Stationery Store of Chicago. Mr. Brenn was with the 


| Chicago Stationery Shop from 1911 until he became 


affiliated with the Baldwin Store. Mr. Quackenbush 
joined the Baldwin Store in 1907, continuing there 
until the organization of the new firm of Plymouth. 

It is reported that the firm is enjoying a general im- 
provement in business activity, including that of its 
printing department. Among the many lines being sold 
are the goods of Wilson-Jones Company, Sanford Ink 
Company, Boorum & Pease Company, Oxford Filing 
Supply Company, Carter’s Ink Company, and others of 
equal merit 


me EN 


This Clever and Fascinating Prehistoric Type- 





writer Display Was Sponsored by the Royal 


Typewriter Company, Ine., at the Central Com- 
mercial Teachers Association in the Curtis 
Hotel, Minneapolis, Recently. The display in 
the Royal booth proved to be one of the major 
attractions of the exhibition. 


L. R. KENDRICK RECOVERS FROM ILLNESS 


L. R. Kendrick, secretary-treasurer of the Kendrick- 
Bellamy Company, Denver, Colo., has returned to his 
post after a month’s illness. Two weeks of his illness 
were spent at St. Luke’s hospital. Mr. Kendrick reports 
that now he feels better than ever. Mr. Kendrick was 
to be a delegate to the convention of The National Sta- 
tioners Association convention at Chicago last month. 
He planned to stop at various manufacturers’ and 
wholesalers’ establishments on his trip. He plans to 
ATW 
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IF YOU HAVEN'T RECEIVED YOUR COPY 
OF CATALOG L-22, WRITE FOR IT TODAY 
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Here’s how to sell Oxford filing supplies! 


There’s no need to develop high-pressure methods of selling Oxford goods. Here’s 
a sample list of ten checking points to use on customers files that shows clearly just 
how Oxford filing supplies will effectively serve the user. 


* * * * * 


P 7 . and affix to folder tabs. This is the quickest, neatest, 
1. Are there 20 to 25 guides per and best way to head up folders. 


drawer for folder filing, and one guide ‘ 
J J J ss © 6. Are folder tabs bent or broken? 
for every 20 to 25 cards in the card é' . 
fil —_— If so, they should be replaced with Oxford Dura- 
WES: tab folders, which have reinforced tabs that will 
Lack of sufficient index guides promotes misfiling, stand up better under heavy usage. 
and slows up filing and finding considerably. 


Use this chart to check the number of guides that 7. Are index cards precision rotary 


should be used in alphabetically indexed files: cut? 
ALPHABETICAL INDEXING CHART ; When cards are not accurately cut to size, finding 
a . is slowed up. All Oxford index cards are precision 
For Folders Index Guides Required For Cards rotary cut to uniform size. and their use pre Vv ides easy 
| drawer 25 division A-Z Upto 500 cards “fingering” in the files. 
2 drawers 10 division A-Z 500 to 800 cards 
3or 4 drawers 80 division A-Z 800 to 1600 cards . ape Po BD- 
Sor Gdrawers 120division AZ 1600t0 2400cards | 3 Hs there a systematic arrange 
7 or 8 drawers 160 division A-Z 2400 to 3200 cards ment of guides and folders? 
9 to 12 drawers 240 division A-Z 3200 to 4800 cards : 
13 to 16 drawers 320 division A-Z $800 to 6500 cards \ jumbled, disordered arrangement of guides and 
17 to 2 t drawers 480 division A\-Z 6500 to 10000 cards folders in a correspondence file is easy to replace with 
25 to 36 drawers 720 division A-Z 10000 to 15000 cards mig Che “ways aaeaial much as the Oxford Sneed 
37 to 50 drawers 1000 division A-Z —_ 15000 to 20000 cards a systematic arrangement such as the Oxlord Speed- 


Index. Details sent on request. 
| 


9 . » . °,° — 
2. Are guides in good condition 9. Is there a definite filing and find- 
tabs clean and readable, with no bent <— am | 

ing routine: 


or broken tabs? aie : - 
Filing new material: so that no letter is filed with- 


If tabs are broken, suggest the use of Oxford cellu- out being answered, the responsible party shou'd 
loid tab guides or Oxford steel tab guides with in- draw a pencil line through the letter and initial it. 
sertable labels and celluloid windows. \ letter from Smith regarding a Contract with 
‘ ; _ . 0 Brown may be looked for under Smith, Contract or 
3. Do the file folders Sag im the file? Brown. File the letter under Smith, fill out Oxford 

Cheap, thin folders sag down, tabs disappear, cross reference sheets, and file them under the alter- 
danger of misfiling is increased and finding is slowed native headings. 
up. Folders which sag take up more file room than Removing material from file: For folders or papers 
thicker folders which maintain a correct, rigid, ver- removed from the file, substitute an Oxford Out 
tical position. Recommend Oxford folders of the guide or Out folder, recording the name of the ma- 
proper thickness terial removed, date, and name of person who is hold- 


, . ing the material. 
1. Are file folders over-loaded? 
Manila folders should contain no more than 50 10. Are contents of files transferred 


papers. For greater accumulations, use Oxford bulk at least once a year? 
correspondence folders or red-fiber expanding file 


pockets, or sets of “date period” folders To avoid needless crowding of current files, con- 


tents of files should be transferred at regular intervals 
~at least once a year, sometimes more frequently. 


3. Are all folder headings typed on : 
The most economical procedure is to transfer to 





g 3? ey 
sum med labels: Oxford transfer files, which combine the convenience 
Hand-written headings are hard to read—invite of steel file drawers with the low cost of corrugated 
misfiling. Type all headings on Oxford Rol-labels, board. 
* * . * 


These 10 checking points give you an accurate yardstick for measuring the efficiency 
of your customers’ files. Send for 3 color illustrated leaflet listing these points in greater 
detail. Just ask for form 68.0—enough copies to supply each salesman with two or three. 


It's a real selling help! 


OXFORD FILING SUPPLY CQO., 340 Morgan Ave., Brooklyn, N. Y. 


Vid-western factory: 125 South 8th Street, St. Louis, Mo. 
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Seen and Heard 
in Southern California 


By Hobart W. Martin 
230 Avenue D, Redondo Beach 


MONG other encouraging signs of the times are the 
reports of good business voiced with practical 
unanimity by office equipment men, some of whom 
say, by way of qualification, that trade comes in waves 

-one month good and another not so good. 

It is encouraging, too, to note the number of leading 
stationers who attended the big National Stationers 
Convention from the Pacific Coast. Lean years do not 
produce so many attending dealers from points over 
2,000 miles away. 

* + ” 

Carbon and Ribbon Men Listen to Returned Traveler. 

-The Carbon and Ribbon Dealers Association of 
Southern California held its first meeting of the season 
at the Clark Hotel, Los Angeles, on Thursday at 12:30 
p. m., September 3. Those present included W. E. 
Sibertson, president; H. A. Ecclestone, secretary, man- 
ager, southern California division, Remington Type- 
writer Department, Remington Rand Inc.; A. M. Heck, 
Columbia Carbon Company; Mr. Bland of the Western 
Carbon Company; Mr. Wagner of the Underwood, Roy 
Sweet, and the reporter for Office Appliances. 

Mr. and Mrs. Heck returned in July from a trip to 
Europe. 














Ebenezer Wallace, Recent 
Purchaser of the Southern 
California Stationers 


“Elsie” Los Angeles Branch Dines Local Corona Deal- 
ers.—A few weeks ago the Los Angeles Branch of L. C. 
Smith & Corona Typewriters Inc, had the honor and 
the pleasure of being host at a luncheon to the Corona 
dealers within the city limits. The time was 12:15 p. m., 
August 31, and the place was the dining room on the 
fifth floor of the Los Angeles Times building. 

E. A. Hartford, manager of national advertising, Los 
Angeles Times, acted as toastmaster, and introduced as 
the first speaker C. J. Harris, Los Angeles branch man- 
ager for L. C. Smith & Corona Typewriters Inc. Mr. 
Harris gave an interesting talk on the improvement 
which has taken place in Smith-Corona affairs, and 
explained the details and advantages of the new 1937 
model Coronas which present many valuable features 
that will commend them to users everywhere. 

The next speaker was Lloyd Chappell, publishers’ 
representative, who pointed out the value of the local 
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Artility Chairs 
Will Be Elected 


| 








Regardless of whether the Republic- | 


ans or Democrats get the most votes 


in early November, Artility Chairs 


are the choice of those dealers who read 
the market correctly. 

Chairs of this type are purchased by 
consumers in quantity, and provide 
substantial dealer profits. 

These new Artility Chairs were espe- 
cially designed for use in business and 
professional office anterooms, and for 
the visitor during conference. 
are practical for public assembly rooms 
and many other occasional uses. 

Made of bent steel tubing, with seat 
and back upholstered in either high 
grade leather cloth, genuine leather or 
mohair. These chairs are very com- 
fortable and will stand the strain of 
use and abuse. 


Write for Dealer’s Proposition 





Artility Metal Products, Inc. 
1001 Monger Bldg., 


They | 


Elkhart, Ind. | 
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THE IMPROVED 


MEILINK 
SAFE DRAWERS 


with the 


EASY GLIDE 


Full ball bearing drawer slides 
mounted on the bottom of the drawer 
carry the heavy loads with ease. 







FURNACE 
rESTED 
All Meilink 
Safe Drawers 
bear the Meil- 
ink One Hour 
Labels. 






Showing a Ledger 
Sise Safe Drawer 
with Posting Tray 
Equipment. 


Every Office Needs These 
Handy Efficient Units 


Unmatched in possible interior features and sizes 
that will meet the needs of the modern office, giving 
fire protection for any combination of records all 
contained in a single unit. 

It is unnecessary to leave important records, cor- 
respondence, etc., without fire protection. The 
Meilink Safe Drawer brings the protection right 
to the worker’s desk. There’s no loss of time—no 
heavy loads to carry from place to place—just roll 
the Meilink Safe Drawer to the desk where the work 
is being done. 


Three Size Drawers 
Letter Size « Cap Size « Ledger Size 


If you do not have the full information on these 
units write or wire today for prices and discounts. 
The Meilink Safe Drawer opens up a new field in 
selling fire protection. 


The Lowest Cost Protection in 
Meilink's History 


Meilink-Built 
Fire-Resistive Products for Every Business 
Office and Home Use 
Provide “‘Better Protection’”’—35 Years of Protection Service 
Modern Systems of Cash Protection 


MEILINK STEEL SAFE CO. 


TOLEDO, OHIO 
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advertising placed by L. C. Smith & Corona Typewrit- 
ers Inc. for the benefit of their Corona dealers. 

J. M. Agnew, Los Angeles wholesale representative of 
the Smith-Corona branch, brought to the attention of 
the dealers the value to them of advising purchasers 
by local advertising where Corona machines can be 
purchased. 

Mr. Hartford described the outstanding program of 
national advertising now being promoted by L. C. Smith 
& Corona Typewriters Inc. 

The new Corona typewriters were enthusiastically re- 
ceived by the thirty dealers present. 

. . * 

Typewriter Concern Moves.—The Angelus Typewriter 
Company, formerly at 619 South Spring street, Los 
Angeles, has moved to larger premises at 528 South 
Spring street, where they have arranged an especially 
attractive store. Some pictures and more description 
may come later. 

Some Who Attended the Chicago Convention.— 
Among those in the Los Angeles district who attended 
the Chicago convention of The National Stationers As- 
sociation last month were the following: 

Harry A. Morgan, Stationers Corporation; William F. 
Johnston, The Schwabacher-Frey Company; Carl 
Grimes, Grimes-Stassforth Stationery Company; Ebe- 
nezer Wallace, Southern California Stationers; Al. 
Davidson, Los Angeles Rubber Stamp Company; W. L. 
Lindsay, West Coast Printing & Stationery Company; 
F. E. Rising, Industrial Printing & Stationery Company; 
and Sam Flatau, dealers; and Bert M. Morris, Bill Lind- 
say, Charles Shanks and others among the manufactur- 
ers’ representatives. Mr. Morris left on the thirteenth, 
stopping at Phoenix and El Paso, thence to Chicago. 
It was his intention to return by way of Denver, Salt 
Lake, Reno and San Francisco. Ebenezer Wallace spent 
ten days in the East calling on the trade and visiting 
relatives. 

* * * 

Ernie Wallace on Northern Trip.—Ernest Wallace, 
well known manufacturers’ representative, left on Sep- 
tember 15 on a fall trip to visit his trade in Portland, 
Seattle, Spokane, Tacoma and San Francisco. He will 
return to Los Angeles about the tenth of this month. 

* > * 

Travelers Play Golf.—The Golden State Travelers 
Club held a golf tournament at the Rancho Country 
Club on August 27. About thirty players took part. 
Among those present were Louis Palmer, Boorum & 
Pease Company; Jack Autry, Cooke & Cobb; Larry 
Wood, Scripto; Jack Abbott, Ace fastener; Frank Haw- 
ley, and Blake Lockard, secretary of the Stationers As- 
sociation of Southern California, and secretary of the 
Golden State Travelers Club. 

An excellent dinner was served at which President 
Palmer made an interesting talk. A friend facetiously 
observed that it was bound to be a good talk, for it 
touched upon everything from the nebular hypothesis 
to the effect of the tariff on the peanut trade. 


* * = 
Southern California Stationers Plan Golf Tourney.— 
The Stationers Association of Southern California is 
planning a golf tournament to be held October 8 at the 
Potrero Country Club. Games will be played off in the 
afternoon and a dinner for which the club is famous 
will be served in the evening. All members of the 
Golden State Travelers Club are invited to be present. 
* = + 
Mrs. Thorbus Installs Improvements.—Mrs. Lute P. 
Thorbus, proprietor of the Thorbus stationery store at 
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SHEAFFER'S 
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@ You don’t buy merchandise—you buy quality and profit. 


In fountain pens the greatest dealer profit is in Sheaffer’s because the 
Sheaffer average unit-of-sale is the largest in the industry—over $6 
—with many dealers averaging $6.50, $7 and more. 


Sheaffer’s Lifetime® pen, selling from $8.75 to $18, in quality, dollar 
volume and resulting dealer profit is the outstanding achievement of 


the industry. 


Yet Sheaffer quality is offered in all price classes—down to $2.25 — 
with compelling customer advantages as the price range goes up. 


Sheaffer’s fine merchandise is backed by the only continuous 4-color 
advertising in the industry, and publicity on the famous “‘7”’ features 
—reaching over 125,000,000 persons; by Sheaffer’s dealer-minded 
policies; by Store-Tested Selling Plans. 


Sheaffer quality will give you greater fountain pen profits in propor- 
tion to your taking advantage of the facts. Feature the Biggest 
Profit Line in Pens. Feature the leader! 





W. A. Sheaffer Pen Company, Fort Madison, lowa 


OPEN EACH SALES DEMONSTRATION WITH SHEAFFER’S 
TESTED SELLING PHRASE, “ONLY SHEAFFER HAS ALL SEVEN,” 
AND WATCH THE UNIT-OF-SALE CLIMB 


Reg. U.S. Pat. OF. 
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TRANSFILE 


TRADEMARK) 
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1 2 POPULAR SIZES 


With TRANSFILES you always have just the forcing uprights. Drawers won't sag one 


particular file to fit every individual need. on top of another. 
No sales are lost or customers disgruntled. TRANSFILES do a better job for a longer 
Regardless of the demand, there is a time—and they make money for you. You 
TRANSFILE to meet it. ought to try them. 


TRANSFILES have so many superior fea- 
tures—every good feature known to the 
art—it's a cinch to sell them for they cost 





No other corrugated file has all these 


no more than ordinary collapsible files. FEATURES 

And TRANSFILES are built to stand the age Drewes Front S- Wey intenod 
teel Roller Bearing Follow Block 

gaff of daily use. They stay erect and Drawer Suspension Extra Heavy Drawer 
Steel Reinf d E fA bl 

usable after months of hard service. All a Durability 








the weight is supported on the steel rein- 








The LEADER 









FILING SUPPLIES 


There's an advantage in the Gussco 
complete line of filing supplies. It's 
a line developed and priced especi- 
ally and wholly for the trade. Gussco 
dealers know this combination of 
quality, price and service shows a 
profit. Maybe you are missing a 
good bet 


The REGULAR 


GUIDE SYSTEM & SUPPLY CO. 


335 CANAL ST. NEW YORK, N. Y. 
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6310 Pacific avenue, Huntington Park, California, has 
installed the newest Parker pen display case, a hand- 
some and convenient affair of maple, walnut and plate 
glass so lighted as to bring out vividly the entire Parker 
fountain pen and pencil lines, including the latest and 
most alluring members. This, we are told, is the first 
of the newest Parker display cases to be installed in the 
Los Angeles area. 

Mrs. Thorbus recently returned after a two weeks’ 
vacation at Del Coronado hotel, Coronado Beach, Cali- 
fornia. Mrs. Thorbus drove to Coronado Beach, where 
she was joined by seven friends. Four of the ladies of 
the party had spent their vacations with Mrs. Thorbus 
for four consecutive seasons. The entire party made 
side trips into Mexico and other interesting places. 

* > - 

Underwood Completes Beautiful L. A. Offices.—One of 
the finest typewriter and bookkeeping machine offices 
this correspondent has ever seen are those recently 
perfected by the Los Angeles branch of the Underwood 
Elliott Fisher Company, J. A. Johnson, manager. The 
windows have been enlarged and modernized. The main 
fioor front has been cleared. On the left of the en- 
trance are typewriters of different models on stands. 
On the right are portables of the company’s several 
models, behind which is a portable typewriter window 
display facing the building entrance. Next is the in- 
formation booth, and beside it is a display of Sund- 
strand adding machines fenced off by brass posts and 
silken cords. At the rear, beginning about midway of 
the room, are the offices of the manager and his staff 
in front of the service department which is approached 
by a passageway. At the extreme rear is the shipping 
department. Improvements have also been made in 
the arrangement of the school department on the sec- 
ond floor. 

The offices are finished in oak throughout. 

Spurlock Takes Coast States for National Blank Book 
Co.—Harry J. Spurlock, for some years manager of the 
Chicago district office of the National Blank Book Com- 
pany, Holyoke, Mass., arrived the other day in Los An- 
geles via automobile, and took display rooms for show- 
ing the National lines on the second floor of the Bilt- 
more hotel. He will cover the territory from Denver 
west to the Pacific Coast. 

Mr. Spurlock expects to bring his family—wife, son 
and daughter—to Los Angeles in June. It is their in- 
tention to make the future Spurlock home in the City 
of the Angels. 

Ray L. Hammond, an experienced loose leaf man, for 
eighteen years with Zaiser’s at Des Moines, will take 
Mr. Spurlock’s place at the Chicago office. 

Burglars Show Good Judgment in Selection.—On the 
night of September 15 burglars broke into the store of 
the R. A. Tiernan Typewriter Company on South Hill 
street, Los Angeles, and decamped with seventeen port- 
able typewriters of standard makes and latest models. 
For twenty years the Tiernan organization, now con- 
sisting of four stores, has been free from loss by theft 
or burglary. Twenty years ago a Tiernan store was en- 
tered by burglars. 

> 7 > 

Hossfield Wins at Toronto.—In the south window of 
the newly rearranged and redecorated office of the 
Underwood’s Los Angeles branch at 733 South Spring 
street a greatly enlarged telegram was recently shown 
from Sales Manager H. J. Crewdson to Branch Manager 
J. A. Johnson stating that George L. Hossfield using an 
Underwood had again won the typewriting speed 
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IKE many another merchant, you will 
soon have the shopper who is looking for 
“Something different’ — something in the 
way of a gift for the person “who has every- | 
thing.” 

Few gifts, at a price that most can afford, 
have the distinctiveness, the beauty, the use- 
fulness, and the downright differentness of 
Treasurgard, the aristocrat of Treasure Chests. | 

Treasurgard draws no sex or age lines. It is | 
equally useful to father, or mother, or sister, 
or brother; in the home, in the office, on the 
farm, in the college room. Its market is vir- 
tually unlimited. Treasurgard will sell be- 
cause there has never before been anything 
like it. It is in a class by itself today. 

Your attention is directed to Treasur- 
gard at this time because early reservations 
for holiday delivery are advised. Treasur- 
gard IS NOT a production unit. The manner 
of its construction and finishing require care 
in handling. Which means that time is re- 
quired to fill orders. 

You are urged to send 
your reservations in now 






to insure prompt delivery. 

Ample discounts 
provide for a proper 
profit. Write for de- 
scriptive literature 
and selling suggestions. 


HERRING-HALL-MARVIN SAFE CO. 


EXECUTIVE OFFICES 
HAMILTON, OHIO 


“Over a Century of Service’’ 
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STEBCO Business —- will help you 
CASH IN on the Holiday Business | 


Business definitely picking up. The tre- 
mendous attendance at the N.S. A. Convention 
and the keen interest shown in the exhibits, 
the lively buying and the general preference for 
modernly designed products indicates the nature 
of the approaching holiday trade. 

The smart, modern STEBCO LINE of Business 
Cases will help you cash in on this trend of 
public preference. Style and convenience is 
the keynote of STEBCO design, quality is built 
into every STEBCO product. 

The STEBCO Line of Business Cases is com- 
plete—it offers an outstanding quality product 
for every requirement. Stock up now for the 
holidays and CASH IN on the sales appeal of 
STEBCO Business Cases. 


Is 


Stebco Dealers, Please 
Requirements 


STEIN BROTHERS MFG. CO., Inc. 


564 WEST ADAMS STREET 


e CHICAGO e 


New York—Empire State Bldg. E. R. Manning in charge 
San Francisco—833 Market St. Herman Halper in charge 


> 


BUSINESS CASES 





| Joe Hildreth, Esterbrook salesman emeritus, 
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championship, giving the machine a record of winning 
for 26 consecutive years. The message was sent from 
Toronto. At the left-hand corner of the window was 
a fine picture of Mr. Hossfield showing the proper pos- 
ture for a typist to use in speed or other typing. 
” . ” 

Joe Hildreth Returns.—Cards recently received from 

indicate 


| that he had a good time abroad and that he returned 


to the U.S. A. on the steamship “Empress Mary.” ‘Tis 
a hard life Joe leads! 
* + * 
New Victor Machines Approved.—William Tonkin, 


western sales manager for the Victor Adding Machine 


| chines recently added to the fine Victor line. 


|; are 





| 


Oo 


Anticipate Your | 


Company, says that large concerns—banks particularly 
—are emphatic in their approval of the two new ma- 
These 
machines are designated as Victor 5111-12-25 Grand 
Total (Duplex), and Victor 521-12-30 Accumulator Se- 
lection (Duplex). 

Mr. Tonkin has fine offices, sales and shipping rooms 
at 1148 South Hill street, Los Angeles. These offices 
are characterized by harmony and practicability. They 
“streamlined,” giving speed of operation with the 
minimum of resistance. 

Up to the time of writing, late in September, the 
western division of the Victor had done forty per cent 
more business so far this year than in the correspond- 
ing period of 1935. This division will be among the 
leaders at the end of the year. 

. + > 

Some Victor Transfers.—Roger Blaisdell, formerly a 
Victor adding machine salesman at San Francisco, has 
been transferred to the Los Angeles office—John 
Heidemann, formerly with the Victor office in Los An- 
geles, has been transferred to Portland, Ore.—Victor 
salesman M. L. Patten of Seattle has been transferred 
to Yakima, where he has become general agent.—N. A. 
Anderson, formerly with the Burroughs in North Da- 
kota, has been appointed Victor district manager for 
the Spokane territory—Jack Hobson of Lewiston, 
Idaho, now has the Victor agency for that district.— 
Charles D. Jaynes now has the Victor agency for Walla 
Walla.—R. H. (Dick) Potter is now selling Victor add- 
ing machines for Agency Manager James Hole at Santa 


Rosa. 





DOC STORK 


MASTER J. T. BRADLEY 


E. J. Bradley, recently appointed district sales man- 
ager of the Conklin Pen Company, at Toledo, Ohio, is 
the proud father of a seven pound fourteen ounce baby 
boy, born to Mrs. Bradley on September 20. The new 
arrival, who is destined to take his place in the office 
stationery field in due time, has been named James 
Thomas Bradley. Both mother and baby were re- 


ported doing well at the time of going to press. 
i a 


JACK ELLWOOD MITC HELL 

John C. Mitchell, Royal typewriter agent in Pontiac, 
Michigan, is still receiving congratulations on the birth 
of a son, Jack Ellwood Mitchell, on August 9. The boy, 
according to his father, will in time take over the job 
of selling Royal standard and portable machines in 
the territory in which Mr. Mitchell has built up a 
flourishing business and is well known as an active 
worker on behalf of the typewriter dealers’ associations 
in this part of the country. 


L ’ 
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TWO SPECIFIC REASONS WHY 
NATIONAL BI-LOCK BINDERS SELL 


1. The Bi-Lock double action mechanism gives users the double convenience of a top- 


lock and keylock binder. 
2. Unusual bindings—STANITE, STURDEX and ESSEX give users better durability 


and service . . (See descriptions below) 





AS A AS A 
TOPLOCK KEYLOCK 


A touch of lever 
locks or unlocks 


Binder 


FOR CURRENT USE 


When binder is being 
used for current use and 
sheets are being fre- 
quently inserted or re- 
moved it can be casily 
unlocked by a slight 
push of the lever. 


A quarter turn 
of key locks or 
unlocks Binder 
FOR SECURITY 


When it is necessary 
to lock binder against 
unauthorized removal 
of sheets it can be 
locked with a quarter 
turn of the individual 
key furnished with the 
binder. 














THREE POPULAR BINDINGS 


STANITE BI-LOCK POST BINDERS 
No. 9303 Series 


Stanite is a rugged, solid one piece material that will not 
warp or scuff. No fabric to wear off. Can be used out- 
doors. It is washable. Will last an office lifetime. Metal 
Hinges, Rustless Steel Edges, Exposed Metals. 


See Page 42 Catalog A 


STURDEX BI-LOCK POST BINDERS 
No. 9700 Series 


Sturdex is a hardened warp-proof board with durable green 
water-proof canvas. The inside of the board is a green 
Duco finish—no paper linings to come loose. Rustless 
Steel Edges, Metal Hinges and Exposed Metal Parts. 


See Page 43 Catalog A 


ESSEX BI-LOCK POST BINDERS 
No. B9800 Series 


Durable, full green water-proof canvas over heavy weight 
boards. Metal Hinges and Exposed Metal Parts. 


See Page 44, Catalog A 


ORDER NOW FOR YOUR 
FIRST-OF-THE-YEAR NEEDS 


tases = NATIONAL BLANK BOOK COMPANY 
- Bound Books—Loose Leaf—Visible Records—Machine Bookkeeping Equipment 


Holyoke, Mass. 100 Sixth Ave., New York 328 S. Jefferson St., Chicago 45 Franklin St., Boston 
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When you visit the National Business Show—October 19-24—you will be able to 
compare the ALLEN-WALES with other adding machines 


SALES AND SERVICE THROUGHOUT THE WORLD 


ALLEN-WALES ADDING € MACHINE CORPORATION 


515 MADISON AVENUE NEW YORK, U. S. A. 








OCTOBER, 193¢ 


L. L. BROWN ISSUES NEW PORTFOLIO 
As a companion piece to its well-known and informa- 
tive book “Facts About Paper Value,” the L. L. Brown 
Paper Company, Adams, Mass., last month issued an 
attractive portfolio entitled “Evidence of Paper Value.” 


a Se iy a ee ee a: «le an ais 


The New Portfolio Recently Issued by the L. L. Brown Paper 
Company Entitled “Evidence of Paper Value.” 


Resembling the book in both appearance and size, 
the portfolio differs in that the contents consist of 
carefully selected specimens of records and stationery 
on the complete range of L. L. Brown papers. The 
processes represented are those which are most suited 
to high-grade papers and the specimens are so ar- 
ranged as to facilitate reference to each grade. 

The portfolio is unique in the fact that while sam- 
pling the mill’s complete line of record and correspon- 
dence papers, each of the samples is made from none 
but white linen and cotton clippings. Another feature 
which indicates the outstanding character of the col- 
lection is the presence of 100 per-cent, eighty-five per- 
cent and seventy-five per-cent rag papers only. 

The company’s book, portfolio and catalogue to- 
gether make an informative and convenient selling and 
reference unit. 

——~ 
ECONOMY COMPANY BUSINESS INCREASING 


In the sixteen months which have elapsed since it 
was formed in May, 1935, by two former members of 
the Tisch-Hine Company, the Economy Office Supply 
Company, 154 Louis Street, Grand Rapids, Mich., has 
experienced a steady increase in business, according to 
officials of the firm. 

The company maintains one of the best equipped 
stores of its kind in the Michigan territory. Among 
the companies which it represents in its stock of mer- 
chandise are the Boorum & Pease Company, and the 
All Steel Equip Company. The firm also handles 
Staedtler & Blaisdell pencils, as well as Hedges transfer 
files. 

The Economy Office Supply Company was formed 
by Jay C. Oom, president and treasurer, who formerly 
held the same position with the Tisch-Hine Company, 
and Cy Herrema, secretary, who was a representative 
of the Tisch-Hine Company for approximately twenty 
years. 
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STURGIS 


POSTURE CHAIRS 


MORE POPULAR THAN EVER! 


. 
EASY TO SELL 
EASY TO DEMONSTRATE 


alee 








No. 595 
No. 850 No. 545 


These four chairs are breaking sales records 
for hundreds of dealers. 

You, too, can make money selling Sturgis 
Posture Chairs. 

There is a model for every need in a wide 
range of prices. 


New Catalog Just Out 
WRITE FOR YOUR COPY 
STURGIS POSTURE CHAIR CO. 
STURGIS, MICHIGAN 


NEW YORK WAREHOUSE STOCK 
CALL: Col Comeron—155 Leonard St., N. Y. 
Telephone—COrtland 7-1740 





——— = 








— 
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THE LINE 


DUPLICATOR SUPPLIES 
REPRESENTING 25 YEARS OF 
EXPERIENCE & SCIENTIFIC RESEARCH 


It is all-inclusive; completely covers every item essential to high- 
grade copying, not only on Autocopy Duplicating Machines 
but on any gelatine duplicator. In introducing this modern 
trouble-proof line it should be emphasized that it marks the last 
word in chemical coordination for the production of uniform 
duplications, unsurpassed in quality, attractively priced, and sold 
under the maker’s absolute guarantee: 


*AUTOCOPY ROLLS 


conditions 


Longest service, efficient under varying climatic 
Used on any make gelatine duplicator 

*AUTOCOPY DUPLICATOR FILM: Made on the same precision formula 
as rolls, resistant to climatic and temperature changes. 

AUTOCOPY TYPEWRITER RIBBONS: Insure lasting service; blended 
for density of color, evenly distributed; obtainable in purple, red and 
purple copying, and black record, and in combination 

*AUTOCOPY DUPLICATING INKS: Seven colors, including purple, red, 
green, blue, black, brown, or yellow; vivid, chemically without a fault, 
economical 

AUTOCOPY PENCILS AND LEADS: Easy to use, invaluable for mak- 
ing forms, and for orders and reports requiring up to 50 copies. 

AUTOCOPY DELUXE PAPER: Combining strength and proper finish, 
in several grades for varying applications. Its use insures vivid, endur- 
ing copies for almost every duplicating need 


AUTOCOPY CLEANSING CREAM: Quick, complete cleanser free from 
grit, and chemically as pure as face creams 


AUTOCOPY TYPE AND PLATEN CLEANER: Quick remover of 
spots and stains of Hectograph and ordinary inks, and in restoring 
“springy efficiency” to hard, smooth platens 


* Every one of the foregoing items are sold under the maker's positive 
guarantee of complete satisfaction 25 Years’ experience in this 
specialized field make Autocopy Supplies beyond criticism 


Autocopy Rolls and Supplies 
Are of Standardized Sizes and Quality 
for Use on Any Make Duplicator 
*Wherever duplicating machines are used—the superiority of 
Autocopy Supplies is welcomed as representing the utmost in 


value and service. They are guaranteed for time, labor, and 
money-saving usefulness, or Money Back. 


Write, Phone, Wire, for Catalog and Discounts 


Every Dealer and Representative of duplicating machines is invited to write 
immediately for prices and discounts on this amazingly-priced line of Auto 
copy Supplies. Simply address: 


Chibscepy.Yuc 


450-460 West Superior Street 
CHICAGO, ILLINOIS 








| 
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SHIPMAN-WARD OPENS THREE BRANCHES 
As a means of meeting the ever-growing demand for 
its products and facilitating speedy deliveries in various 
sections of the country, the Shipman-Ward Manufac- 
turing Company, Chicago, last month announced the 

















James A. Treanor Roy D. Rolph 


opening of three branches, in New York City, Minneap- 
olis and Los Angeles. 

These branches will give complete Shipman-Ward 
service. They are equipped to grind and recover 
platens, give nickel-plating and enameling service and 
will carry complete stocks of typewriter and adding 
machine parts. 

In addition, according to James P. Ward, president 
of the company, the branches will carry various office 
supplies including tables, seat cushions, duplicator 
supplies, Burgess pads and other items. 

The New York branch is located at 321 Broadway and 
is under the management of James Treanor who is also 
connected with the Peerless Key Company. Associated 
with him is Roy D. Rolph, himself well-known in the 
field. 

In Minneapolis the new branch is installed in fine 





Ti 

















J. L. French L. H. Wittgraf 


quarters at 112 South Fourth street and is in charge of 
Louis H. Wittgraf, who has been a resident of Minneap- 
olis for many years and is an experienced office equip- 
ment man. 

J. L. French is manager of the Los Angeles store at 
314 West Olympic boulevard. Like the other new 
branch managers Mr. French possesses a wealth of 
experience in the field which he will place at the dis- 
posal of Southern California customers. 

In making the announcement of the new branches 
Mr. Ward explained that dealers who have not yet re- 
ceived a copy of the new Shipman-Ward catalogue may 
obtain one by writing to the company’s home offices. 
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"HERE is a subtle charm about fine 
leathers that wins real friendship and 
appreciation for dealers who specify 
Eagle-Ottawa. 

Artistic coloring, impressive luxury and 
dignity are characteristic of Eagle- 
Ottawa leathers—produced by cratts- 
men to whom quality is an integral part 
of their work. 

The directors’ room here shown is a 
typical example of the distinction and 
character of Eagle-Ottawa leathered fur- 
niture. 

Eagle-Ottawa popularity is the result of 
knowing the minds of many buyers, 
through close contacts with the designer, 
the architect and the prospective cus- 
tomer. 

When high quality materials, compe- 
tent construction and attractive designs 
are combined to sell at no greater cost 
than ordinary goods, the public not only 
buys but appreciates. : 





Photograph, Courtesy Mead & Wheeler, Chicago 


Tornialings oy : 
Wead & Wheeler Go.) 
Crwage * 





Specify Eagle-Ottawa Leather on all occasions! 


EAGLE-OTTAWA LEATHER CO. ““*Nacacan 


SALESROOMS: St. Lewis, 1602 Lecust St. Chicago, 912 W. Washington Bivd. San Francisco, 569 Howard St 
New York. 2 Park Ave. High Point, N. C., P. 0. Box 386 Los Angeles, 1012 Broadway PI. Portiand, 1238 N. W. Glisan St 
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NEW GLOBE-WERNICKE CATALOGUE 
A loose-leaf catalogue of 146 pages, indexed, and said 
to be printed in thirteen colors, brought new attention 
tc the manufacturers of The Globe-Wernicke Company, 
Cleveland, O., at the N. S. A. convention. It may be 
specified by asking for Catalogue No. 1436. 
Comprehensively illustrated with photo cuts showing 








New Globe-Wernicke Co.. 


Catalogue 


the G-W products in their true colors, the new cata- 
logue is most attractive in appearance. It is a quality 
job throughout. Excellent paper, good press work and 
logical make-up combine to carry the appeal of the 





NOW- 3 Proven FAST 
SELLERS in Iriple-Profit 


bIFT oET 
SENSATION | 


Qutopoint 
PENCIL 


America's fast- 
est-selling pen- 
cil, with fa- 
mous wobble 
proof GRIP- 
TIP—the per- 
fect writingtip. 
Easiest pencil 
to write with. 
Always works. 
Made of Bake- 
lite. 





POSTALETT 
Personal post- 
age scale; for 
pocket, desk or 
home use. 
Weighs up to 8 
oz. with accu- 
racy. Saves 
Postage. Stops 
de‘ays in mail 
del. very. Saves 
time. Made of 
Bakeiite, 





KNIFE 
Open it with 
one hand—a 
new way! 
Blade by 
“Gits’’—Made 
of hishest car- 
bon stcel, slides 
outend of han- 
die, locks in 4 
positions! No 
broken finger 

nails. 
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merchandise listed. The cover, simpie in design, is none 
the less rich in appearance. Green in tone, with a gray- 
ish cast, it is a delicately mottled base for the imprint 
of silver stripes and black letters. It is bound with 
brass fasteners, so supplementary pages will be easy to 
insert. The company’s attitude toward this most re- 
cent blessed event is revealed by the note inside the 
front cover: 

“Please do not mutilate this catalogue. Loose-leaf 
sheets for use in making proposals will be supplied on 
request.” 

>_> 


WEBSTER MANAGERS HOLD ANNUAL MEETING 


The annual Managers meeting of the F. S. Webster 
Company was held in early September. Attending the 
sessions, which were spread over a three-day period, 
were Managers Bert Crandall, Philadelphia, Walter P. 
Funck, San Francisco, A. Putnam from New York, and | 
J. C. Krueger of Chicago. Mr. Krueger was accom- | 
panied by H. C. Craig, retail sales manager at the Chi- | 
cago branch. W. A. Wentworth, recently appointed 
eastern sales manager, attended as representative from 
the home office. 

In addressing the group, Vice-President G. F. Mal- | 
colm outlined the policies which have brought the | | 
company through a most successful business year. | | 
After this introduction Mr. Malcolm and General Sales | 
Manager F. H. Caswell spoke at length on general plans | | 
for the sales year just ahead. | 

Throughout all the sessions the program was marked | | 
by lively discussions, with much interest centered on | | 
new packaging and improved production methods, as 
related by Factory Manager James Quartz. 

Before leaving for their various destinations, each 
member of the group gave an enthusiastic endorsement 
of the meeting, which they described as the most help- 
ful gathering held in many years. 





Utterly Unique . . A NATURAL 
__FOR HOLIDAY GIFT TRADE 


@ This combination includes three most useful 
gifts for any busy man! Irresistible for people 
hunting gifts for the “man who has every- 
thing.’’ The kind of present everyone likes to 
give because it includes two very novel items 

a new kind of knife, and this new personal post- 
age scale. Bound to sell, too, because millions 
know AUTOPOINT quality. This set complete 
sells for $3.50—just about the price the big 
bu‘k of Christmas shoppers prefer to spend— 
and brings you maximum net cash profit. See 
this set now—order from jobber or write direct 
for sample set on approval. 


Autopoint Co., Dept. 0A-10, 1801 Foster Ave., Chicago 




















Better Pencil 





Co ,Dept. OA-10, 1801 Foster Ave., Chicago 
Please one me, without obligz ation: 
oO comps e at the Autopoint Popular Gift Set, that retails 
at 











It was expected that with the spirit imparted by the | oO tne ol information on The Full Autopoint Line. 
conference every salesman will go back to his territory | a 
determined to equal or perhaps exceed all his previous | 
efforts towards making quota and help make the new | PUP nanvenvvovrevevevevrnennnrnnennenennnncnnnenesseee-nsnanananneeneeeesseeeeesteneeenet 
sales year one to be remembered. * Town State 
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SMOOTH Ck, 
_the 


| Te a/NOUS... 


MEPHISTO 


INDELIBLE 
aiteene 
PENCILS 


When your customer wants 
a copying pencil, give him one 
you can always be sure of — 
one in which your confidence 
and his has ALREADY been 
established. 

The pleasure in supplying 
something you believe in 
so thoroughly is more than 
equalled by the satisfaction of 
your customer when he uses 
the pencil. The “Mephisto” 
will go all the way with him. 
It will do better work than he 
thought would be possible 
from any copying pencil. It 
will last longer too. 

Let us send you complete 
"Mephisto" information, _in- 
cluding samples and prices. 


KOH-I-NOOR 


PENCIL CO., Inc. 
373 Fourth Avenue 
New York, N. Y. 


/ 














OFFICE APPLIANCES 


UEF PUTS ON SALES CONTESTS 
A series of three ten-day sales contests, with cash 
prizes ranging up to $50 for the winners in each con- 
test, was conducted by Underwood Elliott Fisher during 
August, the news of these contests being handled in 
such a way that the salesmen in the field did not know 





Ira Smith 


E. H. Widmayer R. K. Rasch 


that the first would be followed by a second, and the 
second by a third. The fortunate salesmen gaining 
first places in the three contests were E. H. Widmayer 


| of the New York branch; R. K. Rasch of San Francisco; 


| and Ira Smith of Detroit. 








L. P. Bahan, of Baton 
Rouge, La., finished “in the money” in each of the 
three contests. 
_ 
DARNELL ISSUES CASTER MANUAL 


Consisting of 192 well-illustrated pages enclosed in an 
attractive orange and black cover, a new caster and 
wheel manual was recently issued by the Darnell Cor- 
poration, Ltd., of Long Beach, Cal., New York and 
Chicago. 

The booklet, which is of pocket size and is made up in 
such a manner as to facilitate the finding of the various 
items manufactured by the firm, is unique in that it 
also contains two pages devoted to an interesting and 
instructive history of the manufacture and develop- 
ment of casters for all purposes. 

Dealers may obtain a copy of the manual by com- 
municating with any of the Darnell Corporation’s 


offices. 
es 


ELLIOTT HAS 20 YEAR RECORD 

William Elliott, of Dallas, Texas, recently set a rec- 
ord when he rounded out twenty years of continuous 
service in the Texas territory for the Conklin Pen Com- 
pany, of Toledo, Ohio. 

Mr. Elliott began selling the Conklin line on Septem- 
ber 1, 1913, when Delzell Brothers of Denver, Colo., was 
the western sales agent. After being in the employ of 
that firm for three years, during which he traveled in 
Kansas, Nebraska, Arkansas, Oklahoma, and Louisiana, 
he took over Texas for the Conklin Company, which 
bought out the Delzell Company on September 1, 1916. 

In addition to his heavy duties Mr. Elliott is active 
on behalf of the Texas Travelers, having filled all of the 
offices and having been president of the organization 
for one year. 

During his journeying through his territory Mr. 
Elliott is always seeking men in the industry who are 
eligible for membership in the Texas organization and 


| is said to have been responsible for quite a number of 
| applications filed with the association. 
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MASONITE 
CLIPBOARDS AND 
ARCH FILES 


Masonite provides an 
excellent writing surface 
| To) Mod bho) olel- bie (ME bale MEE bared al 
files, as well as giving 
very satisfactory service 
with economy. 


cw 


O} = 150} .@ 40) 8) 54-9 be 0) 34 
AGAINST THIS LIST 
Be ready to supply the 
needs of your customers 
order the merchandise 
NOW that you need. Here 
are a few suggestions: 
ARCH FILES 
= 1O>. Ge 8H) 
©) £9 833-107-0538) 


COLUMBIA BINDING 
CASES 


CARD INDEX 
CABINETS 


|B) 5) Gs 57 6 
EVERYDAY FILES 
FILING SHELVES 


MANILA AND NEAR- 
LEATHER ENVELOPES 


PERFORATORS 
STORAGE CASES 
UTILITY INDEX TABS 
WASTEBASKETS 
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Service 






and Wood Eq 






The new G/W desk chair mat made 
of Masonite provides an excellent 
rolling surface for a desk chair— 
protects carpets, rugs, linoleum and 
rubber flooring, as well as wood floors. 


NEW -Tough, Hard Tempered 
Masonite Desk Chair Mats 


These new, attractive, useful and economical desk chair mats offered 
by Globe-Wernicke will save their cost many times by preserving 
floor coverings and finishes from destruction and damage. They 
should be used at every office desk. 



















Masonite is a tough, hard tempered composition material that will mot 
warp, split, chip nor crack, and is impervious to moisture. Globe- 
Wernicke desk chair mats are available in two sizes—36"x48” and 
48”"x54”. They have rounded edges and are finished in attractive 
green, walnut brown and mahogany red to harmonize with other 
office equipment and floor coverings. 





Dealers everywhere are invited to write for more information, prices 
and trade discount. 


Globe-Wernicke 


Gitituls elem el tte 










MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 
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t : y the t rity of Niaga all ntrolled prec built right int ' 
1 " ther te C r ntina acnine jiadgara lé time € rd-bre LIKING 
] int 1e-! le del nstration agara KA twice a fast a an é us 
leave no doubt in your customer's mind. He tandard automatic-feed duplicator) to Niagara's 
sees the difference right there! @ From the w priced, hand-operated models. ® It is be- 


paper enters a Niagara, its ‘ause of this automatically controlled accuracy 


ft é tl mple that Niagara Duplicators alone achieve HAIR- 
erat tep of which is automati- LINE Registration. Every finished Niagraphed 


cally controlled. That's the key to the Niagara's job has clearly visible superiority 
NOTE: Niagara Products for Eastern distribution are shipped from 


ur New York Plant,-and for Western distribution, from our San Fran 


, = . oo . Pe 
isco Plant. Address all communications t ur San Francisce ice 


NIAGARA DUPLICATOR CO. 


5815 THIRD STREET © SAN FRANCISCO « U.S.A. © CABLE ‘‘NIADO’’ 
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IMPERIAL DESK ELECTS OFFICERS 


New officers have been elected by the board of 
directors of the Imperial Desk Company, of Evansville, 
Ind., following the recent death of Louis C. Greiner, 
who had served as president of the company since 1922. 

At the reorganization meeting, Gilbert H. Bosse, vice- 
president and general manager of the company, was 
advanced to the presidency, and Henry C. Kleymeyer 
was elected vice-president. The vacancy on the board, 
caused by Mr. Greiner’s death was filled by the election 
of his son, Walter C. Greiner, of Chicago, as a director. 








Gilbert Bosse 


Henry C. Kleymeyer 


Mr. Bosse has long been a prominent figure in the 
furniture industry and in the civic affairs of Evansville. 
He has been engaged in the furniture manufacturing 
business since 1909, and was elected secretary of the 
Imperial Desk Company at the time of its organization 
in 1912. Since 1922, Mr. Bosse has served as vice-presi- 
dent and general manager of the company, and upon 
Mr. Greiner’s retirement in 1929, he became acting head 
of the business. 

Since January 1, 1935, Mr. Bosse has been comptroller 
of the city of Evansville. He is president of the Thrift 
Finance Corp., and chairman of the executive commit- 
tee of the board of trustees of the Deaconess hospital in 
Evansville. He is past president of the Evansville Fur- 
niture Manufacturers Association. 

Mr. Kleymeyer, the new vice president of the Im- 
perial Desk Company, is an important industrialist. He 
is president and general manager of the Standard 
Brick & Tile Corporation, Evansville, president of the 
Southern Brick & Tile Company, of Louisville, Ky.; 
president of the West Point Brick & Tile Company, 


West Point, Ky.; a director of the Southern Indiana | 





Gas & Electric Company, Evansville; a director of the | 


Sunbeam Electric Manufacturing Company, Evansville; 


trustee of Evansville College. 
Mr. Bosse and Mr. Kleymeyer are both active in the 
Evansville Chamber of Commerce. 


The election of Norman A. Gerth as secretary-treas- | 


urer of the Imperial Desk Company was announced 
last month. 
— 
UEF ANNOUNCES STAFF CHANGES 

From Underwood Elliott Fisher Company comes the 
announcement of several staff changes and promotions. 
C. H. Prentice, formerly manager of the typewriter di- 
vision at the Boston office, has been made consolidated 
branch manager in charge of sales of all UEF products 
in the Boston area. A beautiful basket of flowers, car- 
rying congratulations and good wishes, was presented 
Mr. Prentice by his office associates in recognition of his 
promotion when he assumed his new responsibilities. 
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PF aries 
Guardsman Junior 
g 
Model s048 


In Normandie 
bronze and gold. 


| 


Exceeds by 50% the efficiency 
standards for ideal lighting 


Faries Guardsman lamps, recognized as aristocrats, lend dig- 
nity and distinction to the executive office or home study. 
Their modern style . . . their inherent quality . . . and their 
striking finishes alone will attract ewray rar 8 Now add to 
these the almost unbelievable efficiency of their mechanical 
design, and you have the reason for their remarkable pop- 
ularity. 


| Guardsman lamps as llow, re-directed light, 
a director of the Old National Bank, Evansville, and a | Guardsman lamps shed a > 2, = 8 


pleasingly restful to overworked eyes . . . a light so diffused 
and of such texture as to eliminate both direct and reflected 
glare and shadow, features possible only with our exclusive 
reflector and luminaire. 


Take advantage of our national advertising; be ready with 
the Guardsman line! 


b A a | - S MANUFACTURING C 
DECATUR, ILLINOIS 

Please send us full particulars about the Guardsman line of executive desk 

and table lamps 


NAME 
ADDRESS 


STATE 








A AAA 
The 

SENSATION of the 
OFFICE FURNITURE 
feeusSTmY... 





A Complete Line of Smartly De- 
signed Office Furniture Patterns 
in the New 


‘GUNN TRESTLEWOOD 


Construction 


(patented & protected) 


Wood Surfaces for 
Richness and Warmth— 
STEEL FRAMES* for 


Strength and Rigidity 


Offers — 
EXTRA Customers Benefits and 
EXTRA Dealer Sales Opportunities 


{ Few Reasons Why 
* Handsome styling blends with every architectural 


decorative scheme. 


* Flat surfaces enhance beauty of finish. 


All drawers interchangeable. 


Turn of a single key releases or locks every drawer 
in all styles of desks. 


Steel corner posts, beautifully finished to match 
wood parts are interchangeable and easily replaced. 


Can be completely knocked down for moving thru 
narrow doorways or halls. 


In event of damage any part can be replaced 
quickly from stock as all Trestlewood parts includ- 
ing tops, sides, drawers and legs are removable. 


Knock-down or semi knock down shipments saves 
shipping costs. 


Available in two heights, regular 30° and also 28 
for better health and greater comfort of user. 


* SURPRISINGLY LOW IN COST, YET 
AMAZINGLY HIGH IN VALUE 
Write 
GUNN FURNITURE Co. 
GRAND RAPIDS, MICH. 


today for Full Details and Low Net Prices 








OFFICE APPLIANCES 


Two appointments made by Mr. Prentice are Leo Hickey 
as assistant in charge of accounting machine sales, and 
Hal Wennik as assistant in charge of adding machine 
Sales. 

H. T. McBrien, formerly manager of the accounting 
and adding machine divisions of the UEF Boston office, 
has been promoted to branch manager at Detroit. 





C. H. Prentice At His Desk 


Sixty-one of Mr. McBrien’s associates at Boston ten- 
dered him a farewell luncheon on his departure, and 
presented him with a beautiful Waterman desk set and 
a silver vase inscribed “To H. T. McBrien, Best Wishes 
and Continued Success from Sincere Friends.” 

K. E. Sechler, one of UEF’s youngest branch man- 
agers, goes from the position of assistant branch man- 
ager at Pittsburgh to Youngstown, where he becomes 
branch manager of the office there. The best wishes of 
friends and well-wishers throughout the organization 
go with him to his new post. 

Retiring as manager of UEF’s western district, R. B. 
Buswell was presented with a twenty-one jewel Hamil- 
ton watch inscribed “To a great executive, a good friend 





H. T. McBrien 


K. E. Sechler 


and a fine gentleman,” by the western district, also a 
diamond studded watch chain by his fellow district 
managers and home office executives. 

District manager F. L. Benedict has announced the 
removal of the eastern district office from the Bankers 
Securities Building to the Lincoln-Liberty Building, 
Broad and Chestnut streets, Philadelphia. 

Five Underwood standard typewriters are included as 
part of the equipment on the special train used by Gov. 
Alf. M. Landon, of Kansas, on his presidential campaign 
travels—honors going to Salesman Olson of the Chicago 
office and Manager LaTorres of the Denver office for 
this accomplishment. 
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> fLos ANGELES 











SOUTH AND CANADA 


The establishment of branch offices in New York, Minne- 
apolis, Los Angeles and Montreal is the result of a con- 
stantly growing demand for Shipman-Ward products. In- 
finite care in selecting these strategic distributing points 
assures every dealer in the United States and Canada a 
faster delivery service. To be sure, it is the inten! of the 
Shipman-Ward Manufacturing Company to service its many 
friendly dealers in the fastest and most efficient manner. 
Long known for quality, we now pride ourselves in the fact 
that with its new branch service facilities Shipman-Ward 
will reign supreme. Thanks to the dealers of the office 
equipment industry. JAMES P. WARD, President. 


Shipman-Ward main office will be maintained at its present location 
in Chicago, Illinois. 


SHIPMAN-WARD MFG. CO. 


4401 RAVENSWOOD AVE., CHICAGO 





SEND FOR NEW SHIPMAN-WARD CATALOG—IT'S FREE 


Shipman-Ward Services: 

Super Fine Platens @ Typewriter Supplies @ Underwood Typewriters @ All Makes 
Typewriter Parts @ Adding Machine Parts @ Tools @ Japanning @ Duo-Nickel 
Plating @ Welding @ Ribbons and Carbon Paper @ Burgess Sound-Absorbing Type 
writer Pads @ Typewriter Stands @ Stencil and Gelatin Duplicators and Supplies for 
All Duplicators @ And Other Supplies for Stationery and Office Equipment Dealers. 
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TIME-SAVING OFFICE DEVICES 





















VISE SIGNALS - VIZ SIGNALS - VISE CLIPS 
CELLUGRAF SIGNALS - MAPTACKS 
VISE and CELLU-VISE INDEX TABS 
TRANSPARENT CLOTH TABS 
GUMMED CLOTH TABS 
and other items 


For many years, shrewd buyers of office de- 
vices have turned to Graffcoas a source of 
supply. Experience has taught them that they 
can sell Graffco products with full confidence 
. and with excellent profit. 

Products marketed under the Graffco trade- 
mark are known to the field as the finest of 
their kind. They are unmatched in quality 
and in efficiency. Several items are unique 
developments of the company’s engineering 
staff, and are exclusive with us. 

For quality of merchandise . . . for salability 
. . . for a program of dealer assistance de- 
signed to help you move more goods .. . 
feature Graffco products. 








Descriptive literature, prices, and details on any Graffco product 
may be obtained from our representatives, or by writing us direct. 





GEORGE B. GRAFF COMPANY 
64 Washburn Ave. CAMBRIDGE, MASS. 














MARK OF QUALITY ) 


HELP YOU TO BUILD 
BETTER BUSINESS 


For almost 100 years, consumers have ac- 
cepted the L. L. Brown watermark as a guar- 
antee of utmost service in records and mazi- 
mum impressiveness in stationery. Rigid ad- 
herence to quality standards* gives it greater 


prestige today than ever before. You capi- 





you a copy. 


talize this unique distinction when you use 
and recommend L. L. Brown papers. You 
gain ready access to the more profiiable busi- 
ness which results from supplying your custo- 
mers with record books, forms and stationery 
of /ime-pfoven permanence, quality and value. 


This convenient portfolio will help you 
to identify yourself with the very desir- 
able L. L. Brown Quality Market. A 
request on your letter-head will bring 
Address: L. L. Brown 


Paper Company, Adams, Massachusetts. 





® QUALITY EXCLUSIVELY 


since 1849 


L.L.BROWN 


Ledger, finen and fond 


PAPERS 





Chese leading PAPER MERCHANTS are equipped 
to serve you on L. L. BROWN quality papers 


Each of these agents has a Mill 
Information Book which gives 
complete data about L. L. 
Brown products and samples 
of all stock items. Thus he is 
ready to give you full informa- 





Fa 


tion about any L. L. Brown 
paper. If the particular grade 
which you want is not stocked 
in his territory, he will gladly 
and promptly get it for you. 
See catalog for stock lines. 
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J. E. Linde Paper Company 


H. P. Andrews Paper Company 


.. Hudson Valley Paper Company 
The New Mexico Paper Company 
.. The Whitaker Paper Company 
... The Arnold-Roberts Company 
.. Chas. W. Beers & Company 
....3. Francis Hock & Company 

. The Whitaker Paper Company 
The Arnold-Roberts Company 
.Century Paper Company, Inc. 
Cook-Vivian Company, Inc. 
Storrs & Bement Company 
Carpenter Paper Company 
.Caskie Paper Company, Inc. 

. Virginia Paper Company 
Messinger Paper Company 
Bradner Smith & Company 

The Whitaker Paper Company 
The Cleveland Paper Company 


.Epes-Fitzgerald Paper Company 


Scioto Paper Company 
Olmsted- Kirk Company 


The Carter, Rice & Carpenter Paper Co. 


Newhouse Paper Company 
Butler Paper Company 

The Paper House of Michigan 
Durico Pa Company 

. Olmsted-Kirk Company 
Zellerbach Paper Company 
.Carpenter Paper Company 
Dillard Paper Company, Inc. 
Johnston, Keffer & Trout 


The Rourke-Eno Paper Company, Inc. 


L. S. Bosworth Company 
Judd Paper Company 
Jacksonville Paper Company 


Missouri-Interstate Paper Company 


he Dudley Paper Company 
General Paper Company 
Sierra Paper Company 
Tayloe Paper Company 
Everglade Paper Company 
radner Smith & Company 
inneapolis Paper Company 
Partin Paper Company 


e-Eno Paper Company, Inc. 


Storrs & Bement Company 
Anderson & Company, Inc. 


THIS CATALOG 





F. A. Flinn, Inc............ 
Forest Paper Company, Inc.. 

J. E. Linde Paper Company... 
Miller & Wright Paper Company 
John F. Sarle Company, Inc. 
Schlosser Paper C 


The Old Dominion Paper Company... _ 


Zellerbach Paper Company... 
Carpenter Paper Company of Oklahoma 
Field-Hamilton-Smith Paper Company 
Central Paper Company..... 

The Garrett-Buchanan Company 

Paper Merchants, Inc... . ; 


D. L. Ward Company...... . 
Zellerbach Paper Company 
The Alling & Cory Company. . 
The Whitaker Paper Company 
Consumers Paper Corp. 
C. M. Rice Paper Company... 
Carter, Rice & Company, Corp. 
Zellerbach Paper Company..... 
The Arnold-Roberts Company 
R. L. Greene Paper Company 
Storrs & Bement Company. 
Epes-Fitzgerald Paper Company 
Van Reed Paper Company . 
B. W. Wilson Paper Compan 
R. M. Myers & Company, is. 
The Papercraft Company 
Inter-City Paper Company. 
Zellerbach Paper Company 
Zellerbach Paper Company 
General Paper Company . 
Atlantic Paper Company 
Zellerbach Paper Company 


Zellerbach Paper Company 

J. & F. B. Garrett Company 
Tampa Paper Compan 

The Commerce Paper C ompany 
Troy Paper Corp... .... 

Butler ‘aper Company 
Olmsted-Kirk Company 
Stanford Paper Company 

The Whitaker Paper Company 
Western Newspaper Union 

H. A. Whiteman & Company 


IS YOUR GUIDE 


Tri-State Wholesale Paper Company 


.. NEW YORK CITY 
...NEW YORK CITY 
.. NEW YORK CITY 


NEW YORK CITY 


.NEW YORK CITY 
..NEW YORK CITY 


NORFOLK 
OAKLAND 
OKLAHOMA CITY 
OMAHA 
ORLANDO 

. PHILADELPHIA 
PHILADELPHIA 
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PHILADELPHIA 
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PITTSBURGH 
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PROVIDENCE 
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RALEIGH 
READING 
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ROCHESTER 

ST. LOUIS 

ST. PAUL 
SACRAMENTO 


SALT LAKE CITY 


SAN FRANCISCO 
SAVANNAH 
SEATTLE 
SHREVEPORT 
SPOKANE 
SYRACUSE 
TAMPA 
TOLEDO 

. TROY 

TULSA 

WACO 
WASHINGTON 
WHEELING 
WICHITA 
WILKES-BARRE 


to a full range of quality record and correspondence papers. It 
makes it easy for you to recommend the precise paper which is 
most suited to a given use. Get a copy today from any L. L. 
Brown agent — it will prove very helpful for quick reference. 


Brown’s LINEN TYPEWRITER 
ADVANCE Bond TYPEWRITER 
GREYLOCK Bond TYPEWRITER 


Brown's LINEN 
ADVANCE Bond 
GREYLOCK Bond 


Brown's FINE 
RESISTALL Linen Ledger 
RESISTALL Index Bristol 


BROWN’S Linen Ledger 
ADVANCE Linen Ledger 
GREYLOCK Linen Ledger 


.LLBROWN PAPER COMPANY 
Established 18409 


ADAMS, MASSACHUSETTS 
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WALDIN TAKES OVER TWO MORE LINES 


The Paul B. Waldin Associates, 153 East Elizabeth 
Street, Detroit, Mich., has recently become a represen- 
tative in its territory for Autocopy, Inc. of Chicago, and 
the Automatic Business Machines Company of Pitts- 
burgh, Pa. 

The organization, which is headed by P. T. Waldin, 
is local agent for many leading lines in the industry 
which enjoy a steady and increasing demand in the 
territory covered by Mr. Waldin’s organization. 

In speaking of the two new lines, Mr. Waldin said: 

“We feel that with the advertising campaigns re- 


cently launched by Autocopy, Inc., and the Automatic | 


Business Machines Company, we have made a sub- 
stantial and profitable addition to our activities in the 
Detroit area by becoming the agency for these two 
firms.” 

— 


GERMAN STATIONERS CONVENE AT POTSDAM 

The meeting of the German Paper, Stationery and 
Office Equipment Trades in Potsdam August 17 and 18 
was an occasion for the expression of good will from 
various sources. Papier-Welt, published in Pdéssneck, 
near Leipzig, presented in its issue for August 15 an 
article entitled “Greetings from Abroad to the Pots- 
dam Convention” in which were incorporated corre- 
spondence from B. J. Bristoll, president of The National 
Stationers Association, from The Paper Market and 
Printing Technique, London, England, and from Evan 
Johnson, editor of Office Appliances, as well as letters 
from European well-wishers. 

Under the new governmental order the German 
membership in the organization is on a compulsory 
basis, and Papier-Welt regards it as necessary and de- 
fensible, going so far as to intimate that other asso- 
ciations in other lands will in time function on the 
same plan. Compulsory membership, according to Pa- 
pier-Welt, does not submerge the individual operator 
or stifle his voice, and it does lay a share of obligations 
upon those who participate in the advantages of the 
trade. “There cannot be and shall not be in the indus- 
trial life of the new Germany any individual workers 
who egotistically want to reap without taking part in 
the sowing.” The stationers of Austria are apparently 
also tending toward compulsory membership in their 
associations. “It is thus to be presumed that there also 
there will be a stricter regulation for all trades. Most 
emphatically for the same... reasons ...in Ger- 
many leading to the most just solution, that of com- 
pulsory membership in the industrial organizations.” 

The many greetings and good wishes received indi- 
cate to the editors of Papier-Welt a willingness of sta- 
tioners abroad to codperate more closely in technical 
matters. A greater development of codperative spirit is 
hoped for in respect to trade relations. The exchange 
between different countries of young stationery and 
office supply dealers is suggested as a desirable practice. 
The invitation of foreign colleagues to conventions was 
also suggested as a constructive step. 


—<g———_ 


SHANGHAI DISPLAYS GF ALLSTEEL 


The interest being taken in General Fireproofing All- 
steel office equipment in far-off China is very gratify- 
ing to The General Fireproofing Company, Youngstown, 
O., William H. Schafer, assistant advertising manager, 
announced recently. The illustration shows the GF 
1800 line Allsteel desk, two new GF satin-finish alumi- 
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No. 5281 


THE CHAIR SPEAKS-- 


**Whew! I'm glad thatis over! Whata 
rigid, critical inspection I had to 
undergo. Taken from the lumber pile, 
I was placed in a dry kiln for several 
days and then transferred from one 
department to another, to receive 
various treatments. 


When I finally reached the upholstery 
department, it seemed like a million 
eyes looked me over to make sure I was 
in the ‘pink of condition’ to serve you. 
Well, I am ready. Just mail your 
order! 


a. e A 








And don’t forget 
about the vast 
appropriations 
released by the 
government, to 
finance the build- 
ing of many new 
schools and to 
furnish new seat- 
ing equipment 
for others. 

This business is 
right at your 
front door. 





@wensboro, Kentucky 


™S 


Have You Catalog-64? 
Murphy Gair @mpany 
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OFFICE and SHOP STOOLS 
Three popular styles 








Solid, comfortable design 





Built to last a Lifetime 
Priced to Sell 


* General utility stool, 
built of special steel chan- 
nel-section members, prop- 
erly reinforced to form a 
rigid, comfortable stool. 
Wood seat—1% in. thick, 
13 in. diameter. Legs have 
heavy rubber feet. Four 
standard heights—18, 25, 
27, 29 inches. Finish; frame 
baked enamel, choice of 
Green, Brown, Black. Seat 
Mahogany or Walnut finish. Model @3 
Shipped set-up or k. d. | 








iccnscaamnaalll 





Mode! 79—18 inches high Model 81—27 inches high 
Model 80—25 inches high Model 82—29 inches high 


FILING STOOL... Model 83, height 13 inches. 
Equipped with four large, hard-rubber swivel 
casters. Wood seat 12 in. diameter. 

STOOL with BACK REST. . . Model 84, height 29 
inches. Wood seat 13 in. diameter. Comfortable 
back rest and foot rest. 



















Models 
79, 80, 81, 82 


SHERMAN-MANSON MFG. COMPANY 
625 SOUTH KOLMAR AVENUE, CHICAGO 


Mode! 84 





OFFICE APPLIANCES 


num chairs, and a GF four-drawer filing cabinet in a 
window display of The Office Appliance Company, Ltd., 
150 Nanking Road, Shanghai. P. S. Widdup, managing 
director, plans a visit to the United States in the near 
future. 
SS 
DIE WOCHE PICTURES OLYMPIC GAMES 

Through the courtesy and with the compliments of 
its German correspondent, Ernst R. Bohne, Office Ap- 
pliances has received a copy of the special issue of Die 
Woche, presenting a pictorial record of the Olympic 
Games. Unusual interest attaches to this special issue 
because of the world wide participation in the events 
making up the eleventh Olympiad, and because of the 
excellent pictorial presentation, in gravure, of out- 
standing features of those stirring days when athletes 
of so many nations vied with one another in tests of 
skill and endurance, each imbued with the one purpose 
of doing his or her utmost to carry off the honors for 
self and country. 

Especially impressive in this special issue of Die 
Woche is the recording of scenes marking the carrying 
of the lighted torch from Olympia to Berlin, three 
thousand runners taking part in carrying that flame 
which passed through seven countries, about two thou- 
sand miles, and lit the fire that burned constantly 
during the Olympic games as a symbol of the Helenic 
spirit awakened anew. The first picture shows the 
Greek dancing girls who kindled the fire in the sacred 
grove at Olympia; the second the priest in Athens car- 


| rying the torch from the Propylaea to the Parthenon; 


the third the runner carrying the lighted torch through 
the sacred groves of Greece. Then follow the scenes in 
Bulgaria, in Salonika, Jugoslavia, Austria, Hungary, the 
crossing of the torch onto German soil and through 
the streets of Germany, and finally the runner ap- 
proaching the altar in the arena where the flame was 
lighted and kept burning while the games were in 
progress. 

Other illustrations show various scenes of the Olym- 
piad, the contestants in mass formation as well as in 
action in their special events, the winners or medalists, 
and groups of cheering spectators. Adding to the in- 
terest of this special issue is the fact that the text is 
printed in several languages, among them English, 
making it an excellent souvenir of the occasion. 

— 
“BREAD-AND-BUTTER ITEMS” 

The Papier-Zeitung (Berlin) discussed the sale of 
typewriter paper and manifolding paper as the “Bread- 
and-Butter” items of the typewriter dealer. In recent 
years the German typewriter dealers have learned to 
sell paper and carbon paper when customers entered 
the store to seek service, or to buy some of the many 
utilities for home and office carried in stock by the 
typewriter dealer. This “plussing the sale” is really an 
aid to the customer, as he is prone to forget that the 
typewriter at home needs paper and manifolding 
sheets, and envelopes. A reminder by the salesman 
generally makes a sale. The home typewriter user finds 
often that his stock of paper is often used by members 
of the household for writing letters in longhand, when 
these members have not yet attained proficiency on the 
writing machine. 


al 
TELEPHONE ARM APPRECIATED IN HOLLAND 
Administrative Arbeid (Rotterdam) showed an illus 
tration of a pantagraphic telephone arm as a represent- 
ative instance of a modern labor saving device for the 
office. In this case the telephone instrument is of the 
Continental type. 
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THE OLYMPIC WINNER 
FOR FINE WORK 








Glen Cove, N. Y., U.S.A. 


Ir is no more true that every type- 
writer ribbon made of silk gives the same 
performance than that every runner is the 
equal of every other runner. Since they 
were introduced several years ago, Colum- 
bia “Sitk Gauze” Ribbons have been con- London, England 
tinually proving that they are definitely 





superior. 





And now “Siitk Gauze” MARATHON is making new records. 
For “long distance” typing—for clean cut originals and 
carbons—for true quality and economy—Columbia’s 
MARATHON is the Olympic winner of them all. It will wear 


two or three times as long as the average cotton ribbon and Milan. italy 
} ‘“ ; 





produce more and better *carbon copies at the same time. 


If saving time and money—if getting neater originals and 
clearer carbons is of interest to your customers, you will be 
interested in Columbia “Sik Gauze””» MARATHON, 


*This is of particular interest to users of billing mach- 


nes where a number of clear copes are required. 





Sydney, Australia 


COLUMBIA RIBBON & CARBON MFG. CO., INC. 


Main Office and Factory: Glen Cove, L. I., N.Y. 


New York: 305-313 East 45th St. Kansas City, Mo.: Dwight Bldg. 
ENGLAND ITALY AUSTRALIA 
Columbia Ribbon & Carbon Mfg. Co., Ltd. Columbia Nastri E Carta Carbona, S.A Columbia —e = an Company 
22 Bush Lane, London, E.C.4 Via Tito Livio No. 6, Milano 134 ; a 





66 City Road, Sydney, N.S.W. 


COLUMBIA 


TYPEWRITER RIBBONS & CARBON PAPERS 















THE NEW PATENT STRING DEVICE 
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JUST “NICK” AND “PULL” 





BLAISDELL POINTS / am 


TO ITS PAST PERFORMANCE 
151-T BLUE-161-T RED AND 16 OTHER COLORS 


18/278 OCG) vencn. CO., PHILA.., U.S. A. 
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ELLIOTT FISHER ORGANIZATION COMPANY 

DISTRIBUTES ADDRESSOGRAPH IN BELGIUM 

Addressograph products are now being distributed in 
Belgium by the Elliott Fisher Organization Company, 
recently appointed as representative there. Operations 
ure being conducted from a central headquarters at 
Brussels, 1, boulevard Emile Jacqmain. Other offices 
are established at Antwerp, Ghent, Liege, Charleroi, 
and Luxembourg 


—_> 
OLYMPIAD CONGRESS OF TYPEWRITERS 
Die Buro-Industrie (Berlin) referred to the con- 


keyboards seen during the 
Aside from the usual 


glomoration of typewriter 
Olympiad at Berlin last summer. 
languages found in European countries, there were 
machines equipped to write these languages: Afghan, 
Arabic, Armenian, Sanskrit, Georgic, Hebraic and Yid- 
dish, Iran (Persia), Japanese, Java, Indo-China, Ma- 
laya, Manchuria, Mongolian, Siam, Tamil and Turkish. 
oo 
DO NOT GIVE UP YOUR REPRESENTATIVE 

L’Organisation, Paris, depicted some of the hazards 
of the salesman in his daily rounds, which are shown 
in the illustration. The artist has depicted adroitly 


NABANDONNEZ PAS ee REPRESENTANT 


SENTIER 
DE LA DOCUMENTATION INSUFFISANTE 





Translations of French Legends: 


Upper Center: Serpent of Bad Advice 

Left Center: Jungle of Obstacles 

Center Right: Monster of Discouragement 

Lower Right: Pathway of Insufficient Documentation 
Center Below: Snare of an Unknown Client 


some of the nightmares of the salesman of office equip- 
ment and devices. Many American salesmen, also, meet 
some of these obstacles in the path of the approach to 
the sale. 

Quite as appropriate to the conception would be a few 
more of the enemies that attack from within: the sub- 
tle abrasive of self pity which wears away morale, the 
slough of over-confidence, and the round-about trail 
that reaches prospects tomorrow. 
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MIMEOGHAPE 


PAPERS 


Ey 
“HAPPEN / 

of use there's a kind 

of paper that does 






For every kind 


cheaper, easier. Rockwell- 
Barnes has spent years in 
building a compact line of 
commercially profitable 
mimeograph papers that 
covers the whole 





field of use. 
es 
The 


ROCKWELL- BARNES 


LINE INCLUDES = 


“Best 
paper 
ead!” 















There are colors ga- 
lore... and plenty 
of dollar value. . 

and there's a good 
dealer's profit, too. 














ROCKWELL- BARNES 


Sil STREET*+ CHICAGO 


WEST 


38's 
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THERE 1S NO 





SUBSTITUTE FOR 


STAPLING 
MACHINES 


Ace quality is something that cannot be copied at will. 
Even if there were no patents to protect the basic features 
that have brought world-renown to ACE Stapling Ma- 
chines, it would be difficult to duplicate the fortunate 
combination of creative talent, engineering skill, and 
manufacturing experience that is responsible for ACE 


quality. 
ive NOTHING SHORT OF GENUINE 
Just Remember—ACcE QUALITY WILL EVER FULLY 
SATISFY YOUR CUSTOMERS 


ACE FASTENER CORP. 


Chicago. 





3415 N.Ashland Ave. 
THE WORLD'S BEST STAPLING MACHINES 





OFFICE APPLIANCES 


JUSTIUS LIPSIUS 

In the September issue of “Deutsche Kurzschrift,” 
Studienrat Dr. Schreiter of Boehnlitz-Ehrenberg dedi- 
cates an article captioned “Studies relating to the Bi- 
ography of Justus Lipsius”’ to the oldest township group 
of German stenographers, Leipzig, 1846. 

Dr. Schreiter emphasizes the great influence of the 
work and teachings of Lipsius (1547-1606) on the devel- 
opment of shorthand in Belgium and Germany. The 
publication of “de notis,” an epic by Lipsius, while Pro- 
| fessor at Louvain (1597), aroused the first serious in- 
terest on the Continent in the art. Johnens, in his 
|General History” credits Lipsius with the discovery of 
| the fact that the report of Suetonius about the Em- 
peror Augustus read that Augustus taught his grand- 
‘children “notare” (shorthand) and not “natare” 
(swimming). (Ed. Note—We rather incline to the 
opinion that Suetonius would be more likely to have 
taught his grandchildren swimming rather than short- 
hand. But, being mistaken in many things, we may 
be harboring an erroneous opinion.) 

A lighter vein is introduced in the article by Dr. 
Schreiter’s description of the frequent flights into 
neighboring territory by which Lipsius evaded service 
as a participant in the skirmishes and battles taking 
place in his country. 


——> 
TYPEWRITER RIBBON IN POWDER BOX 
Biiro-Bedarf Rundschau (Berlin) commented on the 
ingenious plan of Horder’s, Inc., Chicago, which gained 
business by putting up its typewriter ribbons in pack- 
ages which could be utilized—after the typewriter rib- 
bon had been placed on the machine—as a convenient 
container for the stenographer’s face powder, etc. Con- 
ceding that this was an ingenious way to interest 
typists in the Horder product, the editor of our Ger- 
man contemporary concluded that the plan is “Some- 
what Too American.” 





—- 
TYPEWRITING IN ALGERIA 

A delegate to the Thirty-third National Congress of 
|Lille, who made the longest voyage to assist in the 
| deliberations of the congress, is M. Bouskila, delegate 
to the First S. F. and president of the Union of Typists 
of Constantine, Algeria. His trip offers an excellent 
example to some presidents or directors of companies of 
the metropolis who did not understand their corporate 
| duty so well. M. Bouskila had celebrated the thirtieth 
| anniversary of the Algerian society of which he is pres- 
ident. His colleagues of France have congratulated him 
for the results obtained and for his perseverance. An 
“Arabic ban” was beaten in his honor. (La Revue du 
ee Paris.) 
— —- — Se — - — 


PRISON FOR TYPEWRITER THIEF 
| The Stationery Trades Review (London) reported a 
| case of English justice involving a stolen typewriter. 
The culprit was sentenced to nine months’ imprison- 
ment for stealing typewriters belonging to Joseph Hew- 
son, of 2 Crawshore Grove, and also for obtaining food 
‘and money from tradesmen. The defendant obtained 
|a typewriter on time purchase, and after paying one 
installment, sold the machine. The defense was that 
the culprit was out of work, and needed food. 


> 
NO L. B. A. IN 1937 
Burghagen’s Zeitschrift fiir Burobedarf (Hamburg) 
'reports that there will be no international office ma- 
chine show (I. B. A.) in Germany in 1937. Stress will 
be laid on the Leipzig Fair. 
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Breaks All Desk Stand Sales Records! 
..» CARTER’S New “CUBE-STAND” 


ERE’S a completely satisfactory 

item that’s become a volume seller 
because it’s the only desk stand that 
covers your two biggest markets. For 
home and school use, the new Carter 
“Cube-Stand” made a hit from the 
moment it was introduced. And it has 
proved a “natural” for business offices, 
hotels . . . any place where ink is part 
of the standard equipment. Right from 
the start, sales records have shown that 
from all users comes repeat business . . . 
the real yardstick of a winning product. 












® The Cube has awide 
mouth for easy dip- 
ping and filling . . . 
and a leakproof 
erew cap. 





CARTERS INK 


But there are two other sales factors in 
Carter’s new “Cube-Stand.”’ Its price— 
the biggest bargain that Carter has ever 
offered. And the Carter advertising 
campaign in leading national magazines 
which will feature the “Cube-Stand” 
for the rest of the year. 

Get your share of the profits out of this 
amazing best seller. We'll be glad to 
send you display material. And don’t 
forget—each “‘Cube-Stand” sale will 
build future sales of Carter’s Ink. 


©Foralimited time, 
Carter makes a 
price on a Cube 
and “Cube-Stand” 
combination so that 
you can offer it at 
a real bargain. 











FINEST FOR 
FOUNTAIN PENS 


The Carter's Ink Company, Beston, New York, Chicago, Montreal 











Bassick 


OFFICE APPLIANCES 





CASTERS AND FLOOR PROTECTION EQUIPMENT 





[his practical, attractive 
display block is creating 
business for Bassick dealers 
Write for Catalog No. 113 
and information about how 
you cansecure this sales help 








DIAMOND-ARROW BALL-BEARING CASTERS 
“THE ACCEPTED STANDARD OF QUALITY” 








NOMAR 
RUBBER DESK SHOES 











RUBBER 
CUSHION SLIDES 

















NOMAR FURNITURE RESTS 





THE BASSICK LINE is the outstand- 
ing line of office chair casters and floor 
protection equipment. In quality and in 


completeness, Bassick offers a real oppor- 
P ppo 


tunity to office equipment dealers for a 

profitable volume of business. Write 

for catalog No. 113 and ask for com- 
g 


plete information on Bassick sales helps. 


THE BASSICK COMPANY «¢ BRIDGEPORT, CONNECTICUT 


Canadian Factory : STEWART-WARNER.ALEMITE CORPORATION OF CANADA, LTD., BELLEVILLE, ONTARIO 
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(New Machines and Devices— 
continued from page 105) 
inner envelope can be drawn out and torn free along 
a perforated line. A flap at one end in one model may 
be pulled out by postal authorities who wish to inspect 
the contents. Duvelopes are said to compete in price 
with ordinary envelopes. Established dealers will mer- 


chandise the new product. 
> 


NEW PRONTO CARD CABINETS 
The Pronto steel card cabinet may now be ordered in 
double as well as in single drawer types for three by 
five, four by six, and five by eight cards. The manu- 





Pronto Steel Card Cabinets 


facturers are the Pronto File Corporation, 636 Broad- 


way, New York, N. Y. 

Low in price, the Pronto cabinet is made of heavy 
vauge steel, with a positive spring compressor, and 
solid brass hardware. It has rubber feet, and the 
Pronto interlock design makes the stacking of cabinets 
easy to achieve 
as needed. 

Details will be supplied by the manufacturers upon 
request. 

—————— 
PORTABLE “VAKU-UM” PEN OR PENCIL SOCKET 

A new item, simple and efficient yet highly practical, 
is being placed on the market by William A. Welty & 








Socket for Pen or 
Pencil 


“Vaku-um” 


Co., 36 South State Street, Chicago, manufacturers 
since 1904 of “Welty’s” pens and pencils. This new item 


Additional cabinets are readily added | 
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INDEX TABS 


~— 










Enlarged 
view show- 
ing the sci- 
entific Veco 







design for 
holding the 
tab snugly. 













Veco tabs are easily 
4 inserted and do not 
slide out accidentally. 


FEATURES 


| that Produce Sales? 


@ Flex-Ribbed Edge 
for durability and grip 


| @ Sure Sticking 


| cloth-reinforced skirt 


| @ Easy Insertion 
yet sure-holding 


® Flexibility 


without breakdown 


@ Dependable Quality 


full weight materials 


Write for Samples and Discounts 


THE V EIT co. 


INDEXING & FILING SUPPLY MANUFACTURERS 





1947 East Kirby Street, DETROIT, MICHIGAN 
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AUTOMATIC 

PENCIL 

SHARPENERS 
Dependable durability, service and satisfaction 
are back of every APSCO Pencil Sharpener. 
That’s why APSCO is recognized as a leader 
in sales and a builder of profits. 
A Pencil Sharpener is only as durable as its 
Cutters. That’s why APSCO Sharpeners are 
outstanding today — just as they have been 
for years — for 


... only Apsco Cutters 
approach the ideal of a 
khnifeclike edge combined 
with great durability. 


The constant and increasing demand for 
APSCO Pencil Sharpeners is based on the 
years of reliable, satisfactory service given to 
both public and trade. 


TURN APSCO POPULARITY INTO REAL 
PROFITS — be ready to supply the very pro- 
ductive demand from Schools, Offices, Institu- 
tions and Private Homes. 


Only APSCO Cutters 
. « « approach the ideal of a 
knife-like cutting edge com- 
bined with great durability. 








AUTOMATIC PENCIL SHARPENER CO. 
58 E. WASHINGTON STREET, CHICAGO, ILLINOIS 


OFFICE APPLIANCES 


is the non-breakable portable “Vaku-um” pen or pen- 
cil socket. Simple in construction, as shown by the il- 
lustration, its purpose and practicability are readily 
recognized, requiring little, if any, explanation in mak- 
ing a sale. 

Pressed onto any smooth surface, the “Vaku-um” cup 
is held by suction, hence can be placed in any con- 
venient position where it is instantly within reach. One 
of its advantages is that, being portable, it can be 
moved around and located within handy reach wherever 
a desk set is required, whether on the filing cabinets, 
switchboard, or telephone stand. 

The sockets are made in three pen sizes and two pen- 
cil sizes. The manufacturers claim a big saving in time 
and annoyance, as the socket makes it unnecessary to 
stop and remove or replace the cap on the pocket type 
of pen each time it is used. When inserted in the 
socket, the point is kept moist and air tight as in any 
| desk set. 

Made to sell at 50 cents, 75 cents, or $1.00, with 
de luxe models at higher prices, the sockets fit any pen 
|} or pencil and will stick anywhere. 





> 


NEW ART STEEL TYPEWRITER TABLE 
A typewriter table that stands twenty-six and a half 
inches high, with a wooden top measuring seventeen 
and a half by fourteen inches is being distributed by 











Art Steel Typist’s Stand 


| the Art Steel Company, Inc., 300 East 145th street, New 
York, in response to popular demand, according to 
report. Listed as ASCO No. 550, it has a wooden side 
|leaf measuring ten and a half by ten inches. Ball- 
bearing casters are supplied. The table may be had in 
olive green, chocolate, or maroon finish, individually 
packed in a shipping carton. 
—_-+_ —~= - - — 

NEW STAR LABEL AND ENVELOPE MOISTENER 

The Metal Specialties Manufacturing Company, 3206 
Carroll avenue, Chicago, Ill., has recently added to its 
line of gum tape sealing machines the new No. 40 Star 
Label and Envelope Moistener. It is designed to moisten 
all types of gummed labels, seals, stamps, and envelopes 
used in shipping rooms or offices. 

Extremely simple in design, the new moistener has 
no adjustments. Clogging or break-down due to wear 
are eliminated, according to the manufacturers. It is 
efficient in operation, spreading just the right amount 
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COMPLETELY time and money through increas- 
ed typing production up to 50%. 


INSTALLED 50 
for onl *34 labor and fatigue from manual 
, SAVES carriage operation. No lifting 


hundreds of times daily, the weight of the arm, 


equal to 6 lbs. . .. or pushing back the carriage, 
automatic carriage return 


ELECTRIFIES 


SAVES — <...-- -ee 
Your Typewriter 


ery. 9/10ths of all mistakes are made with left 
. 


hand due to hand constantly leaving correct 
typing position. 
much higher initial and replace- 
ment cost of electrical, over reg- 
ular typewriters. TYKAR is built to last a life- 
time and can be quickly transferred to any new 
typewriter. 
New Typewriter 
out of order. 
wg With the slightest touch of a key ... and presto, 
> he , the carriage coasts back noiselessly ... and the line 
,, M 0 a E W 0 R K is single, double or triple spaced. Swiftly. With- 
| . S C out jar. Without the hand-changing position. 
’ W T H Without the fingers leaving the keyboard. 
And best of all . . . it may be used on any type- 
f A T (5 | E writer you now have .. . or quickly transferred 
to any new one you may buy...a saving of 
hundreds of dollars in the cost of modern type- 
writer equipment . . . and hundreds of addi- 
tional dollars through as much as 50% more 
letters produced daily, with less fatigue. 
You owe itto your business to save money 
andatthesametime improve your methods. 


Mail the Coupon today, or write on your 
own letter head for full information. 


TYKAR CORPORATION 



















ERE at last... is the “FORGOTTEN” improve- 

ment in typewriters. Awaited for half a century 

of laborious. . . work-interrupting . . . mistake-creating 
. operation of typewriter carriages by hand, 

Here at last. . . after unsuccessful efforts to create such a 

device for over 44 years...is the mechanism of perfect 

simplicity. That works on any standard or wide-carriage 

typewriter. That the most gruelling, accelerated, 24 

hour a day tests for months... proves is incapable of 

failure. That requires no attention ... will never get 






































By an inexpensive, ingenious mechanical device...named 
TYKAR ... typewriting is revolutionized. Powered by 


a fractional h. p. universal motor . . . connected to any 240 E. 39th St. New York, N.Y 
. . . . + J . . 

electrical outlet ... you can now completely eliminate 

manual carriage operation and line spacing. An entirely DISTRIBUTORS 

self contained unit. Occupies trifling space. Uses insig- TVEAR echeachsalcicen 


typewriter NOT electrically 
Operated as to carriage return 
and line spacing. 

It is fully guaranteed and 
offers you an unprecedented 
sales opportunity. Write for 
special SALES RANCHISE 
plan of exceptional interest. 


nificant power. Easy and quick to install by any type- 
writer service man. Increases speed. Decreases mistakes. 
Can't stick or jam. Doesn't heat. May be operated man- 
ually if power goes off. Banishes the customary afternoon 
“let-down” of operators ...doubly increasing production. 


BZ 
2 


epee FREE TEST Coupon! 


TYKAR CORP., 240 East 39th St., New York 
Please send full information relative to TYKAR. 


Mail details to 
Concern Name. 


\WY ‘ ; 0S 


Kind of Typewriters used 


Simple... Silent... 
Swift... Sure 









From whom bought 
Dealer's Address...... 
Demonstration Without Obligation 


Please arrange, as soon as possible, for FREE 
C) TYKAR Demonstration on one of our typewriters. 


Pe a 
Go > 4 WE 
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It’s always easier to come down... 
But, Talk Browne Morse Quality 


FIRST! 


Present demand is for the better grade of 
merchandise. Intelligent buyers think of quality 
first, because they know that, in the long run, 
they get just what they pay for. 


Sell your customer a STANDARD GRADE Browne- 
Morse file and you sell him three times more 
service than if you let him buy the lowest grade, 
non-suspension file. Let him purchase a cheaper 
grade and he may have to buy two other files be- 
fore he is through. The worst of it is, somebody 
else may sell him the other two files, not you. 


And How About Your Profit ? 


Your legitimate margin is three times as much 
on the STANDARD GRADE Browne-Morse file 
Only one sales transaction—One delivery—One 
bookkeeping item—The time of only one Sales- 
man—and above all... a thoroughly satisfied 
customer. 


If you find that your customer simply can not 
afford to buy the better grade, it is always easier 
to come down. 


Why Not Ask Him to Check these 
Selling Features First ? 


1. Flush top and bottom on the filing case. 

2. Positive automatic locking mechanism entirely in the 
front part of the case. Can be installed even after case has 
been in use. 

3. **Natural Touch Handle’’—the simplest possible drawer 
eatch. A slight pressure up or down releases the catch. 

4. Three-angle Z channels welded to the drawer sides and 
bottoms. 

5. Seven-angle reinforcement on drawer sides—absolute 
rigidity. 

6. **U”’ channel reinforcing the drawer front, taking all the 
strain off the drawer head. 

no time wasted trying to locate the thread for the 

























7. Automatic rod finder 
The NEW Browne-Morse retaining rod. 

: 8. Synchronized extension slides with torque braces—side channels and ball- 
Floating Follower Block bearing rollers always in exact vertical position—just a touch will slide the 
releases instantly can drawer, even when fully loaded. 


9. Automatic drawer alignment. 
10. A new, original and truly remarkable follower block or compressor prin- 
ciple which permits release, by even the lightest pressure of your finger 


not get twisted in the 
drawer—-when locked in 


»osition will stan . : al , : : he : : 
“~ rs — d — tips. It positively can not bind or stick, yet, when locked in position it will 
than 200 Ibs. weight with- stand the weight of an oversized 200 Ib. man without giving a fraction of an 


out moving. inch. We call it the “Floating Follower Block”? because it operates on 
floating side bars that always remain parallel to the motion of the block. 


Browne-Morse Company 


Steel Filing Equipment — Desks — Filing Supplies 
Home Office and Factory: Muskegon Michigan In New York, 155 Leonard St. 
5 
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of moisture over gummed surfaces to accomplish posi- 
tive sealing. 
Of heavy brass, with a baked-on green enamel finish, 








Metal Specialties’ New 

No. 40 Star Moistener 
the new No. 40 Star Label and Envelope Moistener is as 
attractive in appearance as it is effective in perform- 
ing the function for which it is designed. 


VISIBLE BINDER! 
THE VIS-DEX 


with Automatic Shift 


With the same simplicity of design, 
the same substantial, sturdy construc- 
tion as our non-shift binder, we now 
offer the Vis-Dex—a new visible 
binder with a built-in automatic shift. 
With both non-shift and shift books 
the Cesco dealer possesses a distinct 
ee th ) ok . | advantage—a line of Visible Equip- 
Genco Duplicator, Described in Office Appliances for Septem- | ment to meet all requirements. The 

ber, page 24. Made by General Duplicator Corporation. | Vis-Dex is favorably priced and the 








al . 
NUMBERING MACHINES FOR SPECIAL NEEDS non-shift binder is considerably re- 
The American Numbering Machine Company, lo- | duced. Send for new catalog of Cesco 
cated at Atlantic and Shepherd avenues, Brooklyn, Visible Equipment. Agencies avail- 


able to established progressive dealers. 


New Pay Roll Records 


Pay Roll taxes under the Federal and 
State laws call for a revision of Pay 
Roll records. We have a comprehen- 
sive and complete set of forms de- 
signed for various types of pay rolls 
for either hand or machine posting. 
A booklet describing the different 
records and outlining the correct ac- 
counting procedure sent free on re- 
quest. Don’t overlook this unlimited 
market. 














Representative of American 
Numbering Machine Line 


N. Y., offers the stationer and dealer a complete line of wT . . 7 . -pp ‘ 
American special numbering machines which is said to THE C. E. SHEPPAR D CO. | 
be sufficient to meet all requirements. The company 101 > wenty-First Street 

will supply special models with different sizes of figures LONG ISLAND CITY. NEW YORK 
and with various combinations. The line includes price as a ; 

markers, lot and piece numberers, yardage machines, __ ————_—— 
special numbering devices, carbon copy machines, and 











Mode! J-30 Stapling Plier $3.50 


Outstanding Merit 


This is a machine you will be proud to sell. It 
hardly needs a guarantee—its performance and 
sales record have written its own guarantee in un- 
mistakable words. Customers have used it and 
come back for more. Dealers everywhere are 
profiting by the steadily increasing sales of the 
Model J-30 and the resultant EXTRA repeat staple 
business. 


To dealers who have not realized the full possibili- 
ties of this machine, this message is expressly di- 
rected. If we could convey just a portion of our 
enthusiasm it would not be necessary to urge you 
to place an order. We realize the “proof of the pud- 
ding is in the eating.” so send in your order, if only 
for a sample. Give it any reasonable test and if 
you don’t agree it is a stapler of unusual merit. 
send it back and it will cost you nothing. 


- PLIER and 
im i ee@nele DESK wg 
hel aaa TYPE 
— STAPLERS 





Fasten Things Together 


QUICKLY > EASILY ~ SECURELY 





Display No. C-4 


Free displays. imprinted folders and other sales helps 
bring in consumer business. Write us for definite 
suggestions. 


NEVACLOG PRODUCTS. Inc. 


BRIDGEPORT, CONN. 


| 
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machines designed for hektograph work. The com- 
pany, which is the producer of the American “Visible” 
and “Five in One” lines, invites inquiries as to special 
needs of retailers for numbering devices. 
— 
NEW RAND McNALLY GLOBES OUT 

New designs and lower prices are offered by Rand 
McNally, 538 South Clark street, Chicago, IIl., in their 
line of globes for 1937, with which will be supplied a 





New Globes by Rand McNally 


Handbook and Index listing all place names and show- 
ing how they are pronounced, as well as indicating 
locations. Designs are in harmony with current furni- 
ture vogues. 

The illustration shows three solid walnut models, the 
Amundsen, with an eighteen inch globe and Duncan 
Phyfe design, the three-legged Livingston, with a 
twelve-inch globe, and the Peary, also with a twelve- 


inch globe—the latter model coming at an exceptionally 
low price. 
A new catalogue is also available. 
——_>——— 
J. L. HANSON COMPANY ANNOUNCES IDEAL BOX 
PORTFOLIO 


A new device for which patents have been applied 
has just been originated and put on the market by the 





Hanson’s New Ideal Box Portfolio 


J. L. Hanson Company, 552 West Adams street, Chicago, 
Ill. It is called the Ideal Box Portfolio, and it consists of 
a ring book metal set in the hinge side of a pair of 
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BUILT FOR SERVICE 





LIKE THE 
STAINLESS STEEL 
TRAINS BUILT 

BY THE 

EDWARD G. BUDD 


MANUFACTURING COMPANY 


COLUMBIA 


FILING CABINETS 


have been built to render unfailing, convenient and 
economical service. 





They are attractive in design, flexible in adaptation, rea- 
sonable in price, and are supported by a definite dealer 
policy and a reputation for fair dealing. 


We proudly recommend COLUMBIA filing cabinets 
to progressive dealers who are especially interested in a 
product whose excellent service is combined with es- 
tablished quality, variety and economy. 








SOLD 
excLusivety | COLUMBIA STEEL EQUIPMENT CO. 


= PHILADELPHIA 
DEALER LINCOLN-LIBERTY BUILDING N. E. COR. BROAD & CHESTNUT STS. 
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“Another buyer 


standardizes on 
FAULTLESS ell 
CASTER S” 





THE BIG SWING CONTINUES TO 


FAULTLESS 
CASTERS 


Simplest Kind of Sales 
Demonstration Convinces Buyers 
of Faultless Superiority 
























"Faultless Casters sell easy and sell fast," say office appliance 

salesmen, “because they roll and swivel with an ease that 

amazes everyone. Here's the way to prove it—a simple little 

demonstration that seldom fails. Just put a set of Faultless 

Office Chair Casters on a prospect's chair for a few days’ trial 
. and watch those casters sell themselves!" 


What's more, once you land this initial order, it's no trick at 
all to sell floor protection equipment for the entire 
office. Send today for the Faultless LE Catalog—see how 
completely the Faultless line meets every office requirement. 


FAULTLESS CASTER CORPORATION 
Dept. OA-10, Evansville, Indiana 


Branches in Principal Cities. Canadian Factory: Stratford, Ont. 
Two Rows of Steel 


Ball Bearings 


No. 2479 Double 
Ball Bearing Caster 
with 2-inch Ruber- 
ex Wheel. Un- 
equivocably 
approved by lead- 
ing floor covering 
manufacturers afier 
critical, exact- 
img tests 


Desk Cups Cushion Chair Glides 
Faultless Unbreakabli Faultless quiet Cushion 
Rockite Cups and Rub Chair Glides are 
erex Cups for heavy mounted in live rub- 
stationary furniture ber. Steel reinforcing 
protect floor coverings. frame prevents nail 
Round and square pulling out. 
shapes. 





Faultless Office 


Chair Casters mak 


hanna S$ a 7 ——<——«—«—= ing larger profits for 
S Dealers with Sales 
up 68°. 
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covers which are so designed as to make a box when 
closed. Some of the models provided are made with 
an eleven tumbler chromium plated flat lock, which 
makes the contents safe against tamperers. Corporate 
minutes, memoranda on transactions, codes, costs, 
salary and price lists, rare stamp collections, in short 
any items of value or of a confidential nature may be 
kept readily available in the portfolio but safe from un- 
authorized persons. 

The Ideal Box Portfolio is made in letter size, covered 
with genuine cowhide or artificial leather. The rings 
are an inch or an inch and a half in diameter. Prices 
range from $3.50 up, with the lock $2.50 additional. A 
discount will be allowed on sample orders. 


Because of the way it is built, the Ideal Box Port- | 


folio will stand by itself like a book on a shelf. It is 


dustproof. Its inventor is John S. Gram. 
_  —— 
NEW ROBINSON COMPANY ITEMS 
The Robinson Manufacturing Company, Westfield, 


Mass., announces that their Robinson Reminder line | 





Stationers’ Items by Robinson Manufacturing Company 


has been expanded to include a comprehensive selec- 
tion of billfolds, lettercases and other small leather 
articles. 

The firm reports a large volume of business in the 
Robinson Pen-in-Ink set. 

A successful merchandising procedure, the manu- 
facturers state, has been the offering of leather items 
packed in walnut cigarette boxes of modernistic design. 


—_ —_—~<— 

THE WASHINGTON DESK SET 
Stationers Specialty Corporation, 19 West 21 street, 
New York, N. Y., is now distributing a new article, the 





Florentine Cowhide Desk Set by Stationers Specialty 
Corporation 


Washington Desk Set. It is of Florentine cowhide, in 


either brown or dark green, hand tooled in twenty-two | 


karat gold. 
The desk pad, of the best desk top linoleum, accord- 


ing to the makers, has a felt back and wide leather | 
It measures twenty by thirty-four inches. Ac- , 
cessories are a large rocker blotter, a letter opener, a | 


panels. 
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Peneil Quality 
You Can See 


It is one thing to talk “quality” . . . it is 
something else to actually see it. In Mohican 
Pencils, fine quality is immediately obvious. 
You can test for yourself how easy it is to 
sharpen the long grain cedar that never 
splinters. Try the leads. Whether soft or 
hard degree, you'll find them extra strong, 
and providing unusually smooth, effortless 
writing. This comes of using only the best 
graphite leads . . . properly waxed for 
smoothness. Inspect the erasers and you 
will see they are made of non-smudging 
live rubber held securely in ferrules that 
stay on. The finish, too, is smooth and 
glossy . . . easy on the fingers. These are 
the features that constitute Mohican qual- 
ity. They are the features that promote 
sales and invite repeat orders. Write now 
for prices. 


Mehican Pencil Company 
Maaufacturers 
Philadelphia, Pa. 







SENECA-MOHICAN+DAWN=:GREAT 
Graphite,Crayons and Copying 














FILE FOLDERS 


MANILA AND KRAFT 
Finest Quality Lowest Prices 


Single and Double Top 


fe = 

















Square Cut 








| had 


Third Cut 
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Fifth Cut 


We can match any system folder. Send for your free 


sample set and do more folder business. 


IMPERIAL METHODS CO. 
FOREST PARK ILLINOIS 


GERARD D. WHITE 
100 Worth St. 
New York City 


Western Representative 
C. J. Schubert, Jr. 
307 E. Third St., Los Angeles 
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combination perpetual calendar and memo pad, and a 
full-size correspondence tray. 
The set is offered to retail at $20.00. 
Sane ae 
NEW GIFT SET BY KAHN 
David Kahn, Inc., North Bergen, N. J., has brought 
out a new writing set in a decorative gift box. The 

















Kahn’s Fifty-cent Gift Set 


| pen point is of stainless steel plated with fourteen karat 
gold. The pen itself is trimmed with gold. The pencil 
is three-action in design, with standard leads and con- 
cealed eraser. The retail price of the set is fifty cents. 


SPONGEX NO. 40 CUSHION 
The Sponge Rubber Products Company, Derby, Conn., 
has just brought out a new cushion which is being sold 
as their No. 40 line. The cushion is made of one piece 








| 

| 

Fabric and Construction of New Cushion by 
Sponge Rubber Products Company 

| 
| 


| of Spongex filler, and covered with a new fabric which 
| is said to be proving very popular. The cushion is avail- 
| able in brown, rust, or green, in all popular sizes. 
Descriptive literature and information may be re- 
quested of the manufacturers. 
ROL 
NEW DESIGNS IN CALVERT LAMPS 
The Calvert Lamp Company, 300 East Federal street, 
Baltimore, Md., designers and manufacturers of mod- 
ern lamps suitable for home and office uses, has pro- 
duced two new models: Number 534 and 536. Both are 
made of solid brass throughout, including the shades. 
No. 534 is twenty-eight inches tall, with a shade seven- 
teen inches in diameter. From the bottom of the shade 
to the bottom of the base it measures seventeen and a 
half inches. Its weight, packed, is twenty-four pounds. 
This lamp is available in statuary bronze, old English 
bronze, or antique brass. Of simple lines, it is described 
as superior in beauty and workmanship. 
Lamp No. 536 is a unit with two lights swung out 
from a common base, designed for double flat-top 
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TWIRLIT 


PAPER DRILL 


1 50 sheets at one operation! That is perforating 
power and that is TWIRLIT’s regular service: a 


half inch or less of paper drilled. Just an easy, 





twirling movement, quick and accurate, one, 
two or three holes at a time. Choice of four ‘9 50 NO. 100 
= 


hole diameters, from 1/4 to 13 32 inch. 


Every office needs a good perforator. 
Recommend TWIRLIT for all loose leaf 
forms, invoice copies, mimeograph bul- 
letins, preparing periodicals for the 


binder, etc. High grade performance 





at low cost— economy and conven- 


ience. *§.7° NO. 200 


B 








Tue remarkable service of this 
precision tool will back up 
your recommendation and 
will open up opportunities 

for sales of other office 


equipment. 


*10.”° NO. 300 


Catalog on request 


MITCHELL BINDER COMPANY 


HAGERSTOWN, MARYLAND 
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The Zoe that leads to— 


quicker figures, cheaper figures, 
more complete figures 




























THE Comptometer line of adding-calcu- 
7 lating machines maintains its front-rank 
position in the field of accounting as 


high-speed equipment for all figure work. 


Those qualities which distinguish 
Comptometer performance—mechanical 
ic MO precision; sound construction; Con- 
erect ss trolled-Key safeguard against operating 
<n errors, and other automatic safety con- 
trols — are available in units suitable 


for every kind of figure work. 


The variety of machines available 
offers a suitable model for economical 


production of each class of work. 


A Comptometer representative will be 
glad to discuss the line with you, and 
recommend the machines most suitable 
to your own particular needs. A tele- 


phone call or letter to any Comptometer 


ee oo a oer TOMETER— office — or to the address below — will 


High-speed, dependable machine for all x : 
figure work. bring you further information. 


FELT & TARRANT MFG. CO. 
1733 North Paulina Street Chicago, III. 





20-COLUMN 
DESK UNIT COMPTOMETER— Especially 
designed for sales distribution and general 


statistical work. 


COMPTOMETER 


“REG. U. 8. PAT. OFF.” 
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desks, directors’ tables, and reception rooms. Light 
can be concentrated on one spot by adjusting an arm. 
The lamp stands nineteen inches tall. Shades measure 
eight inches in diameter. 
bronze, antique brass, or black and chrome. The weight 
is fifteen pounds. 





Left to Right: Lamps by Calvert Lamp Company, No. 536 and 
No. 534 


Lamp No. 536 is one of the Calvert Lamp Company’s 
indirect lamps. It is said by the manufacturer to give 
more light from a sixty watt indirect bulb than is 
yielded by a 100 watt bulb of the usual design. 


A circular describing the company’s line of lamps is | 


available. 
—— 
NEW EATON WATERMARK 

The Eaton Paper Corporation, Pittsfield, Mass., has 
developed a new watermark which will be used in their 
rag content papers, A, B, C, and D grades, including 
their Corrasable Bond. 

The crown, the words Eaton and Berkshire, and the 
stars will be used in all designs, which will vary only in- 


g 


gATONG 
* 2K 
PARCHMENT 4 


Watermark Adopted for Eaton’s Berkshire Papers 


sofar as different names of the specific papers are em- 
ployed in the center. 


Berkshire papers are sold direct to the retailer in a | 


variety of grades and weights, all guaranteed, and at 


It may be ordered in statuary | 
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WITHOUT A RIVAL! 


DORSON, JR. 
THE TRULY MODERN 


Time Stamp 


% PUT yourself in your customers’ place, and your 
choice will be DORSON, Jr.! Already DORSON, Jr. 
is the fastest selling time stamp. Truly modern, 
DORSON, Jr. is sold under an unconditional guarantee. 
This fact, plus DORSON, Jr.'s unrivalled position as 
“the time stamp built by time-instrument experts,”’ 
and the many serviceable features make DORSON, Jr. 
the time stamp customers buy on sight. A hand-set 
dater sets day, month, year, A. M. or P. M., with a 
simple turn of a wheel. The patented stand keeps type 
off ink pad* when not in use, so that printing dial 
does not gum nor rot as commonly occurs in other 
time stamps. The 40 hour lever clock movement— 
these and other improvements give DORSON, Jr. 
marked customer preference. 


*This does not in any way restrict DORSON, Jr.’s range 
of usefulness. DORSON, Jr. may be used on any ink pad! 


Distributors : 


The Louis Melind Co. 
362 W. Chicago Ave. 
Chicago, IIl. 

593 Market St. 
San Francisco, Calif. 


The Eagle Stamp Works 
162 N. Franklin St. 
Chicago, Il. 





Consolidated Stamp Mfg. Co. 
47 Church St. 
New York, N. Y. 


The Superior Type Co. 
3940 Ravenswood Ave. 
Chicago, IIl. 


368 Market St. 
San Francisco, Calif. 
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The Dealer vs: 


Direct -Selling Competition! 

















# \ OU have the confidence of many of your 
customers to whom you now probably sell everything 
in the line of office supplies except carbon paper. In 
all probability, the salesman of some “direct selling” 
manufacturer, who doesn’t know the customer nearly 
as well as you do, is selling him his carbons and rib- 
What a splendid chance for you lo take this busi- 
You will 


bons. 
ness through the Imperial 


really ENJOY it! 


Verchandiser! 


The handy IMPERIAL sales portfolio, developed and proved in 
dealer sales and service over a period of three years, takes all the 
guesswork out of carbon paper selling and enables you to fill all 
the ribbon and carbon requirements of your customers. It 
makes outside salesmen more “carbon minded” and brings home 
the bacon. With Imperial cooperation you can go out right now 
and compete with the best of them for the really profitable busi- 
ness in your territory. Remember, too, that Imperial Carbon 
Papers and Typewriter Ribbons will stack up favorably against 


the best made—-on both quality and price 


IMPERIAL MANUFACTURING CO. 


The Manufacturer with the Dealer’s Viewpoint 


Owned and Operated by PEERLESS KEY CO., IN¢ 


101-407 Mulberry St., Newark, N. J. 


321 Broadway, New York 19S. Wells St., Chicago 





IMPERIAL 
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various prices. The papers are said to be specifically 
designed and surfaced for use in a typewriter. 

Dealers interested in details are invited to correspond 
with the manufacturers. 


— 
EVEN-GLO DAYLITE LENS 
Marks Manufacturing Company, 521 West Monroe 
street, Chicago, Ill., has produced a concave convex 
lens of blue daylight glass which can be fitted to most 





Method of Attaching the 


Even-Glo Lens 


of the usual types of desk lamps by a band that goes 
about the lamp socket. The lens is hinged to its at- 
tachment, making the replacement of bulbs easy of 
accomplishment. The blue glass is said to filter and 


| diffuse the rays of light from the bulb, making a light 


} 


more suitable for the desk worker. 

The lenses come individually packed, twelve in a con- 
tainer designed for counter display. A special intro- 
ductory offer is being made by the manufacturers, 
which will be explained to dealers who inquire by mail. 


DOLLAR SPENCERIAN FOUNTAIN PEN 

Spencerian Pen Company, 349 Broadway, New York, 
N. Y., has just introduced a new fountain pen which is 
reported to be receiving consumer’s attention. It is 
said by the manufacturers to be a very dependable in- 
strument despite its low selling price. 

The new pen is described as very attractive in ap- 
pearance, and durable. The point is of a stainless steel 
of special long-wearing quality, heavily plated with 
fourteen karat gold, with an iridium tip. It is guaran- 
teed not to rust or corrode. Generous ink supply is 
assured by the over-size ink sac. 

With this new pen, the Spencerian Pen Company has 
brought out a colorful counter display. Dealers inter- 
ested in details can secure them by writing in. 

——-_. 
FULTON ISSUES NEW FLASHER SIGN 

Designed in such a manner as to be practical for 

either window or counter display a new and strikingly 











Fulton Flasher Sign for Toy Sets 


CARBONS and RIBBONS | colored flasher sign has been issued by the Fulton Spec- 





ialty Company, New York, N. Y. The sign will feature 
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Thong Binders 

Catalog Binders 
Transfer Binders 
Storage Binders 


Machine Posting Binders 
and Equipment 


Pressure Lock Binders 
Steel-Back Binders 
Sectional Post Binders 
Solid-Post Binders 
Chain-Post Binders 
Columnar Binders 
Flexifolders 

Ring Books 


Zipcases 





Visible Binders 

Route Books 

Public Record Binders 
Commercial Forms 
Columnar Ruled Forms 
Columnar Pads 
Department Store Forms 
Bank Forms 


Commercial Machine 
Forms 


Bank Machine Forms 
Ring Book Forms 


Visible Record Forms 


Indexes 


Craft. 





A mere touch of the new 
button releases the sheet body. 


DIVISION OF THE SHAW-WALKER co. 


Send for Complete Catalog 
and Dealer Franchise 


Write for fuli informat 
line, and dealer frar 


ee why it is easier to make money with Master 
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ine /s Exclusive 


Exclusive because only Master-Cratft 
makes it possible for dealers to sell 
this distinctive line of Thong Binders, 
Forms and Equipment. And it's a line 
worth selling. It opens up new market 
possibilities . .. makes each one of your 
customers a prospect... assures you of 
repeat business . . . and last but not 
least, carries a generous margin of 
profit for you. 


Durability — simplicity —fine appear- 
ance—easy, rapid operation—all are 
embodied in this highly efficient loose 
leaf line. Every item bears the mark of 
quality that is winning nation-wide rec- 
ognition for Master-Cratft. 


Start now! Get further information on 
this exclusive, fast-moving, profitable 
line. Make money with Master-Cratft. 





self-locking 


A Combination Line of 4000 Profitable Items 


Here's another advantage in Master-Craft. You can also 
supply your customers with the finest Sectional and Solid 
Post binders, Steel Back ledgers, Pressure Lock binders, 
Ring books, Visible binders, Forms, and Indexes made in 
the shops of Master-Cratft. 

With this outstanding combination you are in a position 
to fill each and every requirement in the field; and with 
positive assurance that the merchandise is of the highest 
quality. 

Another Point Worth Considering 


When you sell Master-Craft, you have a selection of over 
1500 stock forms that will fill practically every require- 
ment in the accounting field. However, when you find it 
necessary to supply special forms, you can depend on 
Master-Craft for an unusual service. Accounting knowl- 
edge and experience plus modern equipment for ruling, 
printing and lithographing assures you of the finest special 
forms for each and every requirement. 





MASTER-CRAFT CORPORATION 
Kalamazoo, Michigan 


We are interested in your dealer fran- 
chise. Send us information along with a 
copy of your complete catalog. 


n this profitable 4000 item 


exclusive territories. 
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8 Reasons 


why you should carry 





T A Sales Policy which permits the sell- 


ing of Berkshire Typewriter Papers direct 
to the retailer, thereby eliminating any 


other profits. 


2 Berkshire is the oldest established line 
of typewriter paper in the country, having 
an unequalled consumer recognition and 
demand. The people know Berkshire qual- 


ity and demand it! 


3 There is a grade for every business 
need, at a price to meet the demand of 


every purchaser. Every grade guaranteed. 


4 The paper is specially designed, created 
and surfaced for ty pewriter use. An impor- 


tant sales point! 


5 A complete stock of every item is on 


hand at all times, insuring prompt delivery. 


TYPEWRITER PAPERS 





6 A variety of weights and finishes to meet 


the demands of any type of business. 


7 Dependable uniformity. When you re- 
order, you are sure of getting the same 


paper in ev ery respect. 


8 A merchandising plan complete and ag- 
gressive in every respect that will bring you 
more sales, faster turnover, and greater 


profits! 





WRITE TODAY FOR FURTHER 
DETAILS. 


IT’S MONEY IN YOUR POCKET! 


EATON PAPER CORPORATION 


PITTSFIELD - 


MASSACHUSETTS 





Stocked in San Francisco at 770 Mission Street 
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the Fulton Arti-stamp stamping and coloring toy sets. 


The display is equipped with an electrical connection 
which may be plugged in anywhere and is twelve and 
one-half inches long, nine inches high and four inches 
deep. It features the Mickey Mouse stamping and col- 
oring set, Donald Duck, Our Army, Farm & Jungle, 
Wild West, Fulton Circus, Animal Stamps and Moto 
Stamps. 

Details of the attractive sales arrangements under 
which the display is available may be obtained by writ- 
ing to the Fulton Company at 200 Fifth avenue, New 
York. 

_ > 
“HAPPY TYPEWRITING” IS TYKAR SLOGAN 

“Happy Typewriting” will be a permanent slogan to 
be used with the accompanying illustration by the 
Tykar Corporation, 238 East Thirty-ninth street. New 





Tykar Typist Photo to Spread Slogan 


York, manufacturers of the Tykar automatic carriage 

return and line spacer for standard typewriters. 
According to officials of the company the new picture 

and slogan will be part of the corporation’s advertising 


material, and will be one of the features of the Tykar | 


exhibit at the coming National Business Show. This 
picture, enlarged, will be exhibited with other featured 
photographs exemplifying “more and better letters at 
less expense,” and “banish 3 P. M. fag—turns sighs into 
smiles.” 

With its booth and exhibits at the Business Show the 
Tykar Corporation will be making its debut into the 
office equipment field, and with its novel typewriter 
attachment will attract considerable interest among 
the spectators and visitors. 

Pa 
AN OFFER WHICH GIVES BACK THE BEST 

L’Efficience (Paris) commented thus: An American 
has made a study of different offers in selling letters 
and announcements. These were designed for business 
men, employees and professors. It is estimated that 
the most effective offer is one of free samples. The 
offer of “satisfaction or your money back” is within a 
trifle as effective. The offer to make a trial is just as 
much used. 

Se ae 
JOHNSTONE WITH NEVA-CLOG IN MIDDLE WEST 

C. H. (Jack) Johnstone has been appointed Middle 
West representative for Neva-Clog Products, Inc., suc- 
ceeding Fred Fenne, who recently went with Victor Safe 
& Equipment Company in their southern territory. Mr. 
Johnstone will cover Ohio and Kentucky on the east, 
to the Dakotas, Nebraska and Kansas on the west, and 
including the states in between. His previous connec- 
tions included a number of years with Associated Sta- 
tioners Supply Company and later with National Blank 
Book Company. All of the states he will cover were 
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™QUART 
SIZE 
SALES 


are steadily increasing 


Your share of larger or- 
ders for larger sizes will 
be assured by offering 
SANFORD’S—the stand- 


ard of Quality. 





2 ’ 
SLAGK INK: NEVER ! 


SANFORD! 


PREMIL* 


WRITIN' 





These two are a PERFECT 
COMBINATION for de- 
pendable office use. The all-rub- 
ber bristle brush has made repeat 
customers wherever sold. 


Sanrorp Mec. Co. 
























Graphic 


Hektograph Composition 
Trays and Refills 



















Schools, restaurants, clubs, small 
offices, wherever 50 to 100 copies 
are required at minimum cost 

these are sure prospects for low 
priced Graphic Hektograph Com- 
position Trays. Simple to use 

and profitable too. 






easy to sell 





Refills are needed to refill the thou- 
sands of Hektographs now in use. 
Made by Graphic is your assurance 
of highest quality. 








Write us today for our dealer's proposition and 


our new illustrated Price List. 


GRAPHIC DUPLICATOR CO. 


New York, N. Y. 
CLEVELAND 


148 Lafayette St. 








CHICAGO 





Manufacturers of a Complete Line of 


Duplicating Machines and Supplies 
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included in his territory with one or the other of his 
earlier connections. After making a brief trip starting 
the first of September he returned to Chicago in time 
to look after the company’s interests at the Neva-Clog 
exhibit at the stationers’ convention. 


> 
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Revolving Counter-Display Cabinet for Moore 
Products Described in Office Appliances for 
September, page 238 


———— 


STATIONERS BOARD OF TRADE TO HOLD 
CONFERENCE . 

Sponsored by The Stationers & Publishers Board of 
Trade, Inc., a trade group conference under the title 
of The Stationery, School and Office Equipment and 
Supplies Trade Group (Manufacturers’ Division) will be 
held in Buffalo, N. Y., on October 22, 23 and 24. Fol- 
lowing out the procedure of similar meetings in other 
years, a chairman will be appointed. This year M. L. 
Weirick, credit manager of the Parker Pen Company, 
Janesville, Wis., has been appointed to that post, ac- 
cording to officials of the Board of Trade who also an- 
nounced that the forthcoming and all future confer- 
ences will be held under the auspices of their organiza- 
tion. 

According to a tentative program, a number of 
speakers will be on hand to address the delegates on 
many major credit problems, while a credit forum will 
be held at which will be freely discussed many impor- 
tant matters pertaining to the trade including “The 
Need for Balance Sheets and Operating Statements to 
Determine Credit Limits,” “The Value of the Credit 
Interchange Report,” “Procedure That Should Be Fol- 
lowed in the Handling of Requests for Moratoriums,” 
and “The Necessity for Cooperation When Assignments, 
Bulk Sales, Etc., Are Made Public.” 

Anyone desiring additional information on the con- 
ference may write to the following named men: 

R. L. Unser, Credit Manager, General Pencil Com- 
pany, Jersey City, N. J.; Frank Byers, Credit Manager, 
Eberhard Faber Pencil Company, 37 Greenpoint ave- 
nue, Brooklyn, N. Y.; Paul Miller, Credit Manager, Ox- 
ford Filing Supply Company, 340 Morgan avenue, 
Brooklyn, N. Y.; J. P. Templeton, Credit Manager, 
Joseph Dixon Crucible Company, Jersey City, N. J., or 
Mr. Weirick 

> 
N. Y¥. STATIONERS GOLF ASSOCIATION 

With only two more games left to play before the 
season comes to an end, the New York Stationers Golf 
Association, of which L. H. Tavernier is president, re- 
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AUTOMOBILE 
CK COMFORT 


IN YOUR 





(TIO 
mine wos OFFICE CHAIR 














866 
PATENTED 


———— 





Simple in prin- 
ciple and free 
from _  compli- 
cated mechan- 
ical details. 























RIDE ON RUBBER—SAVE ENERGY 


Unmatched comfort will be found in chairs equipped with 
this new rubber cushioned iron. These cushions are not 
merely substitutes for springs but are shock absorbers on 
which the weight of the occupant in any position is evenly 
distributed. The ball bearing swivel is a feature of this 
fixture and together they provide the utmost in comfort. 


. 








NEARLY TWENTY YEARS EXPERIENCE IN BUILDING CHAIR IRONS 


COLLIER-KEYWORTH COMPANY 


GARDNER, MASS.., U. S. A. 
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SATISFACTION 





MODERN ... ATTRACTIVE... ECONOMICAL 


Steelcase Desks insure satisfaction to both seller and user .. . a perfect 
situation upon which to build good will and good business. 

Frankly, it is plain common sense to tie to the Steelcase line. Hun- 
dreds of dealers from Maine to California know this in unmistakable 
cash register terms. 

Here is a craftsmen-built desk line that has won its way to leadership 
through sheer merit. It will preserve its leadership by rendering the 
desk user the utmost in service, in appearance and in durability. 

Steelcase Desks sell well because they deserve to sell well. That’s why 
keen dealers everywhere tie to the Steelcase line and like it. 

Why not write for the facts ... they will probably surprise you. 
Address 


METAL OFFICE FURNITURE COMPANY 
GRAND RAPIDS, MICHIGAN 








STEELCASE 


Susiness Hquipiten,., 
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ports the present standing for points on the season’s 
cups: 

Class A: J. Kemp, A. Ficks, G. Morrisey, L. Tavernier, 
J. Kahn, R. Urmston, R. Franz, R. Sainberg, W. Evans, 
L. McCready, R. Kennedy and D. Davies. 

Class B: S. Kahn, P. Elias, H. Copeland, J. Bosworth, 
H. Madell, E. MacIntyre, L. Messina, L. Schmidt, E. 
Dooley, E. Geehring, H. Yager, M. Dreyer, H. Price and 
W. Whittemore. 

The two remaining games of the season are scheduled 
for October 6 at Wheatley Hills and October 20 at the 
Richmond County Country Club. 

— . 

SEATTLE TYPEWRITER DEALERS’ ACTIVITIES 

With business decidedly on the uptrend, members of 
the Seattle Typewriter Dealers Association laid plans 
at the first September meeting of the organization to 
tie-in with national advertising of the manufacturers 
and stimulate a greater interest in machines. Every 
dealer reported a decided increase in sales, especially 
in portable models. 

Scarcity of used portables and standard typewriters 
has resulted in purchase of new portables and the bet- 
ter grade rebuilt models, according to the local asso- 
ciation members. 

A suggested minimum price list of rebuilt typewriters, 
which will be sent to local members, was approved at 
the first fall meeting. 

The problem of giving “dividends” by a university 
cooperative was debated. 

All members agreed to terminate the “summer clos- 
ing” hours of 1 P. M. on Saturday afternoons after 
Labor Day, thereby giving the dealers a two and one- 
half day holiday—JCJM 





An Illustration Depicting the Various Counter and Window 
Displays Recently Produced by the Union Rubber & Asbestos 
Company. New York, for Dealer Work. 


—————_<g—___ 


PRITCHARD HOST TO WIS-ILLERS 
On September 17 a number of the members of the 
Wis-Ill Club drove from Chicago to Michigan City to 


inspect the new store of the Pritchard Stationery Cor- | 


poration in that city which was opened a few days 
before. They found Joseph Pritchard, proprietor of the 
business, on the job and busy. 

The reception to his opening announcement was 
particularly gratifying and he had garnered some at- 
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High priced features 
of the low priced 


GENCO 


STENCIL DUPLICATOR 
win popular acclaim 





YOU who know duplicators— 


would you expect these features in 
a low priced duplicator selling for 
$44.00? 


1. A closed drum holding ¥ lb. of ink at one 
loading—with inside mechanical ink distri- 
bution—absolutely leak proof. 


2. Absolute, accurate registration possible 
only with our new positive paper stop. 


3. Fully machined to close tolerances for high 
precision and accuracy—not merely a 
stamped job. 


The new GENCO makes duplicating machine 
history presenting these high priced features. 


And speed? Experienced operators attain 
sensational speed and even the novice can 
make perfect copies quickly. 


Get in on the ground floor. Territories are 
now being allotted. Write today. 


GENERAL DUPLICATOR CORP. 


148 LAFAYETTE ST., NEW YORK, N. Y. 
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HERE IS THE BOOK 
THAT EVERY DEALER NEEDS! 


The 300 page 1937 
Almanac of Office 
Equipment is the per- 
fect desk-book for 
every user of office 
machines and equip- 
ment!—This means 
that it is the perfect 


sales builder for you! 








6 x 9 inches 


Size of Almana 


HERE’S WHAT YOU'LL FIND IN THE ALMANAC, THE ONLY 


BOOK OF ITS KIND ON THE MARKET! Over two hundred 
profusely illustrated pages of the kind of information which 
every customer needs for the care and operation of his 
machine. Whether he be a new user, or an old user called 
upon to perform some special job, the Almanac will give 
him the information he needs about almost any machine in 
use in the business world today. 

Many pages of valuable business knowledge. such as: Busi 
ness and Personal English, Correct Terms. Rules for Punctua- 
tion, Business Letter Writing, Proper Salutations, Rules for 
Spelling, Touch Method Typing, Filing Business Papers. 
Simple Accounting. Sclesmanship and many similar sub- 
jects. This section will be packed full of condensed. 
authoritative information. Pages of History will tell the dra- 
matic stories behind the invention of the very machines and 
materials which you use and sell. 

HERE'S HOW YOU'LL PROFIT BY BUYING THE ALMANAC 
FOR FREE DISTRIBUTION AMONG YOUR CUSTOMERS AND 
BUSINESS PROSPECTS! This marvelous, 300 page. beauti- 
fully illustrated and printed book, with cover in color, will 
be, to all intents and purposes, your own book. With your 
own NAME, ADDRESS and TELEPHONE NUMBER printed 
as an actual part of the front cover, it will be a powerful 
force for building good will and increasing your sales. 
We have made the Almanac so practical and interesting 
that it will be retained and valued by its readers as a desk 
book, for everyday reference. At the same time, it will be 
a daily reminder of the good will of the dealer who has 
given this book to the customer as a friendly, helpful gesture 
of good will advertising. This is one sure way of keeping 
your name and your business within arm's reach of every 
executive, office worker, typist. commercial student or other 
potential user of the machines which you sell. 

Do you want to follow the lead of the hundreds of dealers, 
who have already placed orders for their share of this orig- 
inal and ingenious sales builder? You, too, can order enough 
copies of the 300 page, enlarged Almanac to fill your own 
needs, simply by filling in the attached coupon and drop. 
ping it in the mail today! 

Address: The Almanac of Office Equipment, 540 North Michi- 
gan Avenue, Chicago, Illinois. 





ATTACH THIS TO YOUR LETTERHEAD 








The Almanac of Office Equipment, 
540 North Michigan Avenue, Chicago, IIlinois 


Place my order for the enlarged, 300 page edition of the 1937 
Almanac of Office Equipment, as checked square below: 


at 50 cents per copy 

100 copies, at 35 cents per copy NAME. ADDRESS AND 
TELEPHONE NUMBER TO BE PRINTED ON THE FRONT 
COVER. 

300 copies, at 30 cents per copy NAME, ADDRESS AND 
TELEPHONE NUMBER TO BE PRINTED ON THE FRONT 
COVER 


| should like to have you send me a sample, printed dummy of 
the 1937 Almanac of Office Equipment 


10 or more copies, 


Name 
Street Number 


City Phone Number 











| 
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tractive orders for stationery, furniture and machines. 

Mr. Pritchard’s store is the local agency for the 
Woodstock streamlined typewriter and also carries a 
full line of factory rebuilt, guaranteed machines, check 





Here Are the Guests Who Visited Joe Pritchard at Michigan 
City Recently.—Left to right: Bill Tynan, S. S. Stafford, Ine.: 
Bill Cox, Carter's Ink Company; Norman Pearce, Eberhard 
Faber Pencil Company; Bill Boyd, Acco Products, Inc.; Joe 
Pritchard, Pritchard Stationery Corporation, Michigan City; 
Harry Balch, Quality Park Envelope Company; E. E. Bates, 
Quality Park Envelope Company; Herbert Walsh, Southworth 
Company; Peyton Barkley, C. L. Barkley & Company. 


protectors, adding machines, and mimeographs. 
From the store the party of visitors went to Mr. 
Pritchard’s house where they were greeted by Mrs. 
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View of the New Pritchard Store in Michigan City. 


Pritchard and her six-month-old baby. 
The Pritchards live adjacent to the Long Beach 
Country Club where the party played eighteen holes. 


} midis 
HORDER’S DECLARES DIVIDEND 
Directors of Horder’s, Inc., yesterday declared an 
extra dividend of thirty cents in addition to the regular 
quarterly disbursement of fifteen cents on the common 
stock, both payable November 1 to stock of record 
October 20. (Chicago Tribune, September 30, 1936.) 
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PULL - TUCK the simplest, most 
convenient improvement ever made in 
file pockets or wallets no strings 
or tape-ties. This attention getting 
YawmanotE sales leader makes it easy 
to introduce the ““Y and E” Line 


=, 





Ge, YAWMANscERREMPO®O. Ge 
| FACTORIES AND EXECUTIVE OFFICES, 1099 JAY ST., ROCHESTER, N. ¥. at 
Y e J _ Peep eee ny 
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MAGNIFIES PROFITS 


Practically every ““Y and E’’ Steel Equipment sale presents a second 
profit opportunity — the sale of a filing system or supplies. 


The combination illustrated shows a “Y and E” Card Record Desk — 
for easily accessible housing and convenient posting of card record sys- 
tems — and a “Y and E”’ Direct Expanding Index. This guiding system for 
indexing card records is flexible, simple and accurate — can be expanded 
indefinitely as the file grows or added to at any point to increase efficiency. 


This is but one example of the many double profit opportunities in the 
“Y and E” Line that make the ““Y and E” Franchise so valuable. 








OFFICE APPLIANCES 


EXPANSION 















In the soaring sales curve of the 
Fridén, alert observers see the 
ascent of a new leader. 


Far-reaching developments intro- 
duced by Fridén have opened new 
fields of calculator usefulness. User 
response has been instantaneous. 
Mounting demand has made nec- 
essary a new, larger factory. 


Facts which cause buyers to act 
and sellers to ponder! 


Today is but the start. Profits of to- 
morrow will accrue to those men 
who in the next few months will 
joel i Baber in Fridén 


FRIDEN 


Factory and Home Office 
OAKLAND, CALIFORNIA 


How! A complete bu of Models. 
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“FROM JUNGLE TO OFFICE” 

The story of the typewriter platen is told in a booklet 
prepared by the American Writing Machine Company, 
115-17 Worth street, New York, N. Y. This is a narrative 
of the manufacture of typewriter platens from the re- 
mote jungles where the rubber tree thrives, and yields 
its supply of “latex,” to the perfected and finished 
platen in position on the typewriter to take the drub- 
bing the stenographer gives in the day’s work. In the 
early days of the rubber traffic the tree’s supply of rub- 





This American 
Writing Machine 
Co. Booklet “From 
Jungle to Office” 
Tells the Story of 
Typewriter Platens. 


ber was an incidental in the world’s usage. The Maya 
sportsmen played ball with a latex sphere. Centuries 
later an English gentleman discovered that the gum 
of the rubber tree could be used to make erasures, when 
the gum had hardened. The name, “rubber,” was given 
to this curious substance, as when applied to pencil 
marks, it couid “rub out” marks. Step by step ingeni- 
ous men found new applications for the tropical gum, 
which is native to Brazil, and could be planted and 
grown. The pioneers of the industry could not visualize 
the possibilities of this substance, which engaged pio- 
neering minds to find new applications in commerce 
and the industries. The typewriter platen is familiar to 
most office workers, but they do not realize the many 
steps taken before the platen is ready to provide a re- 
silient backing to receive the typebar blows, to carry the 
strokes to the platen, meanwhile leaving its tracks on 
the writing paper and carbon paper so important to the 
business world. 

The booklet by the American Writing Machine Com- 
pany was prepared to supply in popular language im- 
formation showing the stages of manufacture of the 
typewriter platen. Illustrations show the company’s 
factory laboratory, where close control of materials and 
processes maintain a uniform quality of production, 
yielding impressions on paper which assure the clearest 
and cleanest “picture” of the words formed so swiftly 
by nimble fingers. 

This booklet shows illustrations of factory equipment, 
depicting the covering of the mandril about which the 
platen is formed, with the distinctive “Invincible” red 
lining. A tubing machine gives the next step in the 
manufacture of “Invincible” platens, where the rubber 
compound is forced around the mandril. Before vul- 
canizing the platen receives a spiral wrapping. The vul- 
canizing processes are continued to the grinding opera- 
tion, which is accomplished by precision grinding ma- 
chines of Brown & Sharpe manufacture. 

The grinding operation is followed by tests with pre- 
cision instruments of microscopic delicacy so that the 
platens are true to their centers and capable of re- 
sponding accurately to the staccato rhythm of a stenog- 
rapher or typist, who knows that the typewriter and its 








AANNOUNCEMENT 
by 


GILSON-BOLENS 





After several years of development 


and research we offer a complete line of 


Rubber Equipped 
CHAIR IRONS 


These new Gilson-Bolens Rubber 
Irons are the only ones which provide 
controlled resiliency, with live rubber, 


on either low or high fulcrum actions. 


Along with luxurious comfort—these 
Gilson-Bolens Lrons have outstanding 
durability. They have stood upward 
of a quarter million tilts on a testing 
machine used to pre-determine the 
wearing qualities of any iron. Com- 
peting rubber irons have not met this 
test and some have failed after eight 
thousand tilts with the rubber actu- 


ally disintegrated. 


For thirty years, and even now, every 
office chair iron has embodied one or 
more features developed and patented 
by our organization. The Gilson- 
Bolens line is so superior in comfort, 
so soundly engineered, that it brings 
to the office chair industry what it 
most needs—a potent sales appeal- 


an incentive to buy new chairs! 


You are invited to use this new line 


and enjoy additional profits. 


Gilson-Bolens Manufacturing Co. 


Port Washington, Wisc. 
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Find out all about 
RECORDEX 


~ ++ THE NEW HANDY VISIBLE FOLDER 


Today, people who sell 
know that an essential 
in corralling customers 
is NEW IDEAS. 

This is where Recordex 


idea 





comes in—a new 
in handy, visible record 
keeping. A treasure 
house of sales features. Handy as an ordinary letter- 
size folder—yet a complete system in miniature for 
putting facts, figures and other data into an orderly, 
visibly indexed form. Compact and portable, Recor- 
dex is easily fitted into a briefcase or any letter-size 
drawer. Attractively designed. From the simple 
organization of personal memorandums, to complex 
problems of business control, Recordex brings new 
utility ...mew efficiency. Recordex folders are 25 pt. 
press board with 4 cut metal tabs and have 20 visible 
pockets for 8 x 5 record card forms, mounted in a 
built-in aluminum frame. Your market is everywhere 
...Salesmen, executives, office and store use, students, 
attorneys and other professional men, in the home. 
Find out all about the money-making Recordex. 
Write for descriptive literature and information about 
FREE sales helps—envelope enclosures, display cards, 
salesmen’s demonstrators. The Victor Safe & Equip- 
ment Company, Inc., N. Tonawanda, N. Y. 


RAISE! 
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platen will give impressions satisfactory to the big 
chief, and clear to the man or woman who receives 
the message, whether it be the business house across 
the street, or a communication that goes half way 
around the world to make a good impression on the 
business man to which it is addressed. 

“From Jungle to Office” gives interesting glimpses of 
the creation of the typewriter platen, and impresses on 
the reader the thought that the platen is the play- 
ground of dancing fingers which record the languages 
of the world clearly and with understanding. 


a 


OSBORN REGAINS COMPLETE HEALTH 


Regaining his complete health after a four-month 
rest which was necessitated by a general breakdown, 
P. N. Osborn, well-known manufacturers representa- 
tive and traveler, is preparing to resume active service 
in the field. 

Mr. Osborn, who resides at 27 Woodlawn place, Long- 
meadow, Mass., was taken ill last May and was obliged 
to take a lengthy leave of absence. He went to Chester, 
Nova Scotia, Canada, where he passed the convales- 
cent period in resting. 

“Now that I am quite well again I am anxious to 
pick up where I left off,” Mr. Osborn explained. “For 
that reason I am desiring to get in touch with organ- 
izations in the field who may be looking for representa- 
tion throughout New England.” Mr. Osborn may be 
reached at P. O. Box 1043, Springfield, Mass. 

Office Appliances joins with Mr. Osborn’s many 
friends in the industry in congratulating him upon his 
return to good health and the hope that it will be per- 
manent. 

— 
DICTAPHONE EXHIBITS SALESMAN 
TALKING PICTURE IN CHICAGO 

For the first time since its completion a new talking 
picture entitled “The Salesman in Search of an Order” 
made for the purpose of explaining and describing the 
features of the company’s products, was shown last 
month in the Chicago offices of the Dictaphone Sales 
Corporation. 

The picture was shown in an improvised theater in 
the Dictaphone offices under the direction of Arthur 
Blackstone, Chicago manager. In addition to the 
Dictaphone staff members, hundreds of local business 
men viewed the picture as guests of the corporation. 

At each showing Mr. Blackstone explained to his 
audiences that the Dictaphone Sales Corporation would 
be glad to make additional showing at sales meetings 
or other gatherings in the organizations of those inter- 
ested in exhibiting the film to their staffs. 


——— 


STATIONER OPENS NEW STORE AT RICHMOND 

Price Brothers, Inc., Richmond, Va., have opened a 
new store in the premises occupied previously by the 
Bell Book & Stationery Company at 206 North Fifth 
street. Price Brothers had occupied premises on Eighth 
street the past fifteen years. The original store at 
303-05 North Eighth street will be maintained as a 
branch, catering largely to school and college require- 
ments. 

ae 
GREGORY, INC., SEEKS CATALOGUES 

W. B. Gregory & Son, Inc., printing and office supply 
| house, Detroit, Mich., desires to receive catalogues and 
price lists from the various wholesale furniture and 
| steel companies throughout the country. 
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If you attended the National Stationers As- 
sociation Exposition the chances are you saw 
this Oakville exhibit For 
those who failed to visit this booth in Chicago it 
is shown here as an actual example of the ap- 
pearance of the complete Oakville Yellow Box 
look on shelves or 


and remember it. 


Line—as it might your 
counters. 

There is an ever-increasing demand for Oak- 
ville’s Yellow Box Line, because of the outstand- 
ing quality, neatness, design and display value 
of Yellow Box items. For fifty years Oakville has 
been serving stationers, meeting their require- 


OAKVILLE 
COMPANY 


Division Scovill Manufacturing Company 
WATERBURY CONNECTICUT 
PINS, CLIPS, FASTENERS, THUMB-TACKS, TAK-A-PINS, ETC. 
NEW YORK CHICAGO SAN FRANCISCO 


MBER 
THIS EXHIBIT? 








ments for pins, clips, fasteners, thumb-tacks 
and like products, giving better values, and offer- 
ing them good profits with the utmost coopera- 


tion. Only by continuous, sustained patronage 
-from customer through retailer—has this 
been possible. 
The Yellow Box Line is a complete line. The 


same name, the same reputation goes with each 
box. Because you get the full line on one order, 
one shipment and one invoice, you save time, 
shipping charges and duplication of effort. 
Insist on Oakville—your customers do. 





Shown above is the complete Oakville Yellow Box Line. 
Note the attractive packings and display possibilities. 


IN CANADA: BROWN BROS. LTD., TORONTO 2, CANADA 
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FELT & TARRANT TRANSFERS NIELSEN 

S. D. Nielsen, for twelve years general sales agent for 

the Felt & Tarrant Manufacturing Company at Mil- 

waukee, last month was transferred to Louisville, Ky.., 





Don't Ge wanting 
ot sales IDEAS 











S. D. Nielsen 


where he will replace C. P. Hayes, who is going into 
business for himself. 

Prior to being appointed to Milwaukee, Mr. Nielsen 
was representative of Felt & Tarrant at Des Moines, 
Iowa, where he won an enviable reputation in his three 
years there. 

Mr. Hayes will enter business for himself at Dallas, 
Texas. 

~~ 
AMERICAN NUMBERING MACHINE COMPANY 
THE RAND ISSUES NEW FOLDER 
Containing a wealth of instructive information on 


| its many stock and special models, a new folder has 
| been issued by the American Numbering Machine Com- 


| pany, Brooklyn, N. Y. 
AND 


| The folder was designed for the additional purpose 


| of affording stationers and dealers an advertising piece 
and envelope stuffer for mailing to prospects in the 





iG proven 
“order starter 


AMERICAN VISIBLE 


There’s a crying need among scores of your customers 
for this “bound book” method of filing charge slips, 
sales tickets, deposit tickets, cancelled checks and sim- 





ilar records of original entry that usually find their 
way into shoe boxes or some other improvised set-up. 


The Ticket File and Binder takes no extra time to use. 





654521 


AMERICAN 
NUMBERING Mat INE COMPANT 
bow Sepia 4 Avene 








It gathers the slips or tickets together in books, bound et 
with steel wire, with handy daily indexes for quick 
reference. Simplifies filing ... This is the New 
saves filing space...is most — oy Is. 
sd Bi z Te suet y we mer- 
economical to buy and USE. Sean Numberine 
. . Machine Company 
Try this sure-fire item. Watch 4 _ ae of 
how it starts orders coming. Dealers Through- 
The Victor Safe & Equipment out the Country. 


Co., Inc., N. Tonawanda, N.Y. 





market for all types of hand numbering and special 
numbering machines. 

At the same time officials of the company announced 
that the firm will imprint, without charge, any quan- 


tity of the new folder with the dealer’s name and 
address. Those desiring this service should communi- 
cate with the American Numbering Machine Company, 


Atlantic and Shepherd avenues, Brooklyn, N. Y. 











OCTOBER, 193¢ 


K 





K 








@ Some of the handsome 
Rand M¢Nally terrestial 
and celestial globes in the 
new line. Priced to retail 
it$3 soand up. All world 
globes are hand-mounted 
(not machine mounted). 
Bases are skillfully ren- 
dered in period and mod- 
ern designs. 






Many New Sales auana for 


WLLUMINATED GLOBE. Bothaglobe |__ 
and a soft-glow lamp. Plugs 
into any light socket. Easy B= 


to read whether lighted or § 
unlighted. Rotates, of course. § 














* ONLY RAND MCNALLY 


GLOBES 
have this popular 
pronouncing index 


@ It's easy, within a 
few seconds, to find 
any country, city, 
river, mountain or 
island on a Rand 
MSNally globe. 
The Rand MSNally 


Globe Handbook (free with every globe) contains an alpha- 
betical list of every place on the globe—and are all indexed 
on the globe just as they are on good maps. 

NEW... for the first time Rand M¢Nally’s Globe Handbook 


also contains a simple pronunciation key for all names in the 
index. This feature is sure to be valued by your customers. 








NEW YORK CITY 
111 Eighth Avenue 


RAND MSNALLY’S NEW LINE OF 


INDEXED* GLOBES 










" 
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RAND MSNALLY GLOBES 


BUSINESS GIFTS. Globes make excellent Christmas gifts 
for executives. Be sure to suggest Rand M¢Nally globes 
to this type of customer —it will boom your sales, boost 
your profits. 


OFFICE MODERNIZATION. More and more companies are 
refurnishing executive offices. Tip your Contract Depart- 
ment off to including Rand M£Nally globes on their list 
of recommendations. 


HOME FURNISHING. The market for fine globes as a deco- 
rative element in the home is just beginning to be realized. 
Rand MENally globes are ideal for interior furnishing be- 
cause they are fashioned by craftsmen in both period and 
modern designs. A fine gift —even for “families who 
have everything.” 

Write for new catalog giving complete information on 
Rand M¢Nally’s new line of Indexed Globes. 


RAND MSNALLY & COMPANY 





CHICAGO 
536 South Clark Street 


SAN FRANCISCO 


559 Mission Street 
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sol speaking ) 
practical GIFTS 


DISPLAY THESE RAND 


REDI-RECIPES 
and watch por fiction 


This attractively priced item has proved itself a sure 
seller! Useful, attractive, practical, colorful. Attracts 
the eye of every shopper. 


The all-metal box is enameled in a choice of Jonquil 
Yellow, Delft Blue, April Green or Oriental Red. 
Celluloid angular guide tabs in contrasting colors—a 
tab with changeable label for indexing any cooking 
recipes. Plenty of ruled index cards, together with 
instruction sheet and extra printed titles. 

Rand ‘Redi-‘Recipes can be kept on a cabinet or table or 
hung on the wall...We repeat: “Display ‘Redi-Recipes 
and watch for Action”. The Victor Safe & Equipment 
Company, Inc., N. Tonawanda, N. Y. 


VICTOR 








OFFICE APPLIANCES 











PASSED AWA Y 








ELMER E. CORNWELL 


Elmer E. Cornwell, general sales manager of the Na- 
tional Blank Book Company, Holyoke, Mass., died at his 
home at 61 Laurel street, August 27, following a heart 
attack. He was forty-three years of age. 

Mr. Cornwell's passing came as a severe shock to his 
family and business associates to whom it was totally 
unexpected. On the night before his death he had 
attended the company’s annual sales conference in the 
Hotel Northampton and left the gathering in appar- 
ently the best of health. 

Born in Saugerties, N. Y., on April 2, 1893, Mr. Corn- 
well was a boy when his family moved to Holyoke. He 





The Late E. E. Cornwell 


attended the local grammar schools and high school 
from which he graduated to finish his education at 
Williams college. On completion of his studies he en- 
tered the employ of the National Blank Book Company 
as a billing clerk. 

Early proving his ability and worth Mr. Cornwell was 
elevated to the post of advertising manager and later 
assistant sales manager. Soon after came his appoint- 
ment to the position he held at the time of his death. 

As sales manager of the company Mr. Cornwell car- 
ried out his work with unusual success. Under his 
direction a new branch office was opened in Chicago 
and another in Boston. He also worked hard to im- 
prove the service and efficiency of the New York 
branch. Despite his many duties Mr. Cornwell found 
time to be active in the affairs of The National Sta- 
tioners Association. 

He was a member and deacon of the Second Baptist 
church, and superintendent of the Sunday school and 
director of the Holyoke Y. M. C. A. He was a former 
member of the Holyoke Kiwanis Club and served as 
chairman of the Community Chest campaign one year. 

Mr. Cornwell is survived by his widow, the former 
Miss Eloise Leining; his mother, Mrs. Cora A. Cornwell; 
one sister, Mrs. F. I. Craven; one son, Elmer E. Jr., and 
two nephews, Elmer and Earl Craven. 

In referring to the passing of Mr. Cornwell an edi- 
torial in the August 28 issue of the Holyoke Transcript- 
Telegram read: 

“To have stepped from life at its sharpest and busiest 
into death as did Elmer E. Cornwell yesterday, is a shock 
to the Holyoke in which he was such an inspiring fig- 
ure. His boyhood school years, college days and man- 


, hood here among us have made one of those stories of 
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MARKWELL S 


CAMPAIGN 








EACH FOR COMPETITIVE OLD STAPLERS Regardi/ess of AGE OR CONDITION 
Featuring the NEW 


MARKWELL HR Pall FASTENER 













NOW 
PAY 
you 











a, Ye ALSO APPLIES TO OTHER MODELS 
taples 
_. the more § nae 
asteners $° ortant—+* et con 
m t 
os ah business ATENTED 
argin of profit 
ross Markwell 
or “ Fasteners 
“REI Fa 
arkwell 
a prom 
supply m indow 
ge Counter and a ine 
n attrac!" ave your sale al 
n 
“ah the attractive —— ¥%& This campaign may be applied to Markwell “RF2" and 
jist with rominentl) 7 "RX45" Fasteners. On competitive old staplers returned for 
free, © P credit to apply on an equal quantity of "RF2" Fasteners 
he more purchased, the allowance is 75¢ each. On competitive old 
de-in allowance. A TENTED staplers returned for credit on an equal quantity of "RX45" 
liberal oo pia repeat PA Fasteners purchased, the allowance is 25¢ each. 
d the ou. 
- wgevelope? for J FOR EXAMPLE: Send in any 12 competitive, old, damaged, defective. 
_ \d damage? or slow moving staplers with an order for 12 “RFi" Fasteners. You 
\ ompetitive: old, condition) receive a credit for $1.00 on each old stapler returned. Quantities 
) al prt of age or <n slow on this deal unlimited. Send one or one thousand—more too! 
r 
staplers ~ or if you have Ow, with Or, you can assort your order. For example: Return 12 competitive 
ing aon urn them '" bs) order staplers and order 6 "RFI", 3 "RF2" and 3 "RX45" Fasteners. You get 
‘vive piers ssbin fc u months an a credit of $1.00 each on the 6 "RFI", 75¢ each on the 3 “RF2" and 
yture (wil ; Fastener: that 25¢ each on the 3 “RX45" or a total of $9.00. 
f e m hine 
NOTE: All old staplers are to be returned PREPAID. 









MORE CUSTOMERS ° MORE FASTENERS SOLD 
MORE PROFITABLE STAPLE BUSINESS 


Markwell Mfg. Co., Inc., 





We are sending prepaid_ competitive fasteners 
for which we are to receive a credit of $1.00 or 75¢ or 25¢ 





200 Hudson Street, New York. N. Y. 





Gentlemen: Count me in on the new Markwell ‘Trade 
em in — Cash ‘em in Campsign. 
Enter the following order to be shipped Immediately [] 





(Fill in date within 4 months) 


RF1 Fasteners Pkgs (5M) “RF” Staples 


RF2" Fasteners Pkgs (5M) “RX” Staples 


RX45" Fasteners Cins (10M) “RX Staples 


each toward our purchase as outlined above. 
Also send us, immediately the following dealer helps: 


[_] WINDOW STREAMERS ["] ENVELOPE ENCLOSURES 


[_] ELECTROS [_] BLOTTERS (] MATS 
Send us complete details with dealer's prices.) 


NAME 
ADDRESS 
CITY STATE 


BUYER (Signed) . 
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PRONTO Be 26 


BUYERS | ee 
are quantity 
buyers 


You can sell these popular priced corru- 
) 





STURDY CONSTRUCTION 
SAVES FLOOR SPACE 
BEAUTIFUL APPEARANCE 
STEEL REINFORCED 





gated storage files to your customers be- 
cause of their low cost. PRONTO Files 
are delivered flat, saving considerable in 
shipping and can be set up in less than a 


minute without the use of tools. 


Send for literature and prices. 
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These are typical instal- 
lations of PRONTO Files. 
Built up to the ceiling. 
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PRONTO FILE CORPORATION, 636 BROADWAY, NEW YORK,N.Y. 


PRONTO “orc: 
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following the traditions of well doing all the way 
through. 

“Elmer Cornwell just gave the best that was in him 
to his home, his work, his church, and such civic calls 
as were always being made upon him. Out of his serv- 
ice he got the best things, too. 

“A fine and winning figure, just getting into his 
prime, the death of Elmer Cornwell is one of those ex- 
periences that one cannot explain. 

“One could place Elmer Cornwell as one of the hig’- 
est types cf the average man, the kind of people who 
make the great soul of American life. Holyoke loses 


much in his swift taking.” 


EARL K. RAY 


Earl K. Ray, one of the pioneers of the typewriter in- 
dustry who spent fourteen years engaged in field work | 
for the Corona Typewriter Company, died in Boston on | 
September 16. | 

Mr. Ray’s history in the field dates back many years | 
ago to the time when the typewriter industry had | 
barely emerged from its infancy stage. Prior to the | 
merger of the Corona Typewriter Company, of which 
he was a director, and the L. C. Smith & Bros. Type- 
writer Company he had already become successfully | 
launched upon a career which was destined to bring to | 
him a reputation as one of the qualified leaders in the | 
field. | 

When the two companies joined forces and became | 
L. C. Smith & Corona Typewriters, Inc., Mr. Ray was | 
appointed assistant domestic sales manager. He held | 
this position for some time, again exemplifying his 
ability to serve in practically any capacity, with the 
result that he was appointed central division manager, 
a post which he held for a number of years. It was in 
this position that he demonstrated the benefits to the | 
company of his extensive acquaintance throughout the 
country, his keen ability and his deep interest in the | 
company’s relationship with its distributors. 

In July, 1930, Mr. Ray changed his connections and | 
accepted a position as assistant sales manager for the | 
Barr-Morse Corporation of Ithaca, N. Y. Again his pre- | 
vious experience and knowledge gained through hard | 
work stood him in stead and he won further laurels | 
when he toured the Middle West for his company in | 
the interests of the Barr typewriter. 
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E. E. BUSHNELL 

Climaxing an illness which had confined him to a 
hospital since New Year’s Eve 1935, E. E. Bushnell of 
the Bushnell Manufacturing Company, Los Angeles, 
died Tuesday, August 25. The report of Mr. Bushnell’s 
passing was received by Office Appliances from D. C. 
Baldwin, of Fort Smith, Arkansas. 

Mr. Bushnell was formerly in the typewriter parts 
business in New York City but moved to Los Angeles in 
1902. From that year up to the time he was stricken 
with his fatal illness he built up a fine business which 
consisted principally of the manufacture of typewriter 
ribbons and platens. 


VERN ROGERS 


Vern Rogers, vice-president of the Bixby Office Sup- | 
ply Company, Grand Rapids, Mich., and a world war | 
veteran with the famed Thirty-second Division, died on 
Friday, September 4. He was thirty-seven years of age. 

Mr. Rogers was in the midst of an enviable career in 
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DROR-TYPE 


is so incomparably better, that many 
firms have traded in their old style type- 
writer desks for its striking advantages. 


One dealer says, 


**A number of concerns here in have re- 
ordered several times on DROR-TYPE, replacing 


practically all of their old style desks.”’ 


The point we wish to make is that DROR-TYPE 
has created new prospects for you and you should 
start working on them. 








PATENT PENDING 


DROR-TYPE 


Grand Rapids S/MIME Michigan 
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TOWERS 


profit whether they sell one 


or a dozen machines. 


Their benefit 
by getting the sealing ma- 
chine that meets their re- 
quirements exactly, for the 
Star Line is complete. 


customers 





For every office everywhere this 


Star Label and Envelope Mois- 
tener has proved « profit-maker 
to the dealer and a timesavers for his 
customers. Handles gummed le- 
bels, seals, stamps or envelopes — 
fast. Heavy brass construction with 
baked-on green enamel finish. 


Write for complete in- 
formation, prices and dis- 
counts on the all Star line. 





The No. 6 Ster with brush 
moistener shown here is ruggedly 
built and handles any width of 
gummed tape up to 3 inches. — 

The No, 5 Star is similar in 
design and size, but has a brass 
roller to pick up and apply the 
moisture to the tape. 







The 29 Star for stores and 
offices handles narrow tape widths 
and has the same honest workman- 
ship that sold over half a million 
of the 5 and 6 Star Machines. A 
brass roller moistens the tape. 


Star Dealers make a real | 
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| the office equipment field when he suffered an attack 


| 


| 


| 








METAL SPECIALTIES MFG. C0. 


3209 Carroll Ave., Chicago, Ill. 


of coronary thrombosis which led to his death. He had 
been vice-president of the Bixby Company since 1926 
and prior to that year was associated with the Tisch- 
Hine Company and the Kessler-Mayo Company. 
Enlisting when the United States entered the world 
war, Mr. Rogers joined Company K of the 126th Infan- 
try, which was part of the Thirty-second Division. At 
the end of hostilities he still felt the spirit of adventure 




















The Late Vern Rogers 


and for a considerable time worked in the gold and 
Silver mines of Mexico and South America before re- 
turning to Grand Rapids to enter the stationery busi- 
ness. At the time of his death he was a member of 
the American Legion, the “forty-and-eight,” the Army 
& Navy Club and all of the Masonic bodies, including 
the Shrine. 

Mr. Rogers is survived by his widow, Mabel, and two 
children, Sally and Richard, nine-year-old twins. 


LOUIS C. GREINER 

The office furniture industry lost one of its pioneer 
manufacturers in the recent death of Louis C. Greiner, 
president of the Imperial Desk Company at Evansville, 
ind. 

Mr. Greiner died at the Deaconess hospital in Evans- 
ville on August 29. 

Born in Tell City, Ind., in 1860, Mr. Greiner was con- 
nected with the furniture industry there before moving 
to Evansville a quarter of a century ago. He was one of 
the organizers of the Imperial Desk Company in 1912, 
and after the death of Benjamin Bosse in 1922, he be- 
came president of the company. Although he retired 
from active work seven years ago, Mr. Greiner remained 
at the head of the Imperial Desk Company and kept in 
close touch with the firm’s affairs. 

Funeral services were held on September 1, with in- 
terment following in Oak Hill at Evansville. The Rev- 
erend Armin Haeussler of the St. Lucas Evangelical 
Church officiated at the last rites. 


W. E. DAVIS 

William E. Davis, pioneer office equipment dealer, 
who at the age of seventeen bought the third type- 
writer to enter Sioux City, Iowa, died in a hospital of 
that city last month. He was sixty-nine years of age 
on the date of his death, August 27. 

Mr. Davis, who lived beside the quarters which houses 
his business at 509 Ninth street, had been in business 
in Sioux City for fifty-two years of continual operation 
and was one of the best-known business men of the 
Iowa city. 

In 1884 Mr. Davis bought a typewriter which was 
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Look at this actual size photograph. At a glance 




















LONG-WEAR : F : 
PLATEN you can see what part of this typewriter platen Is 
the AMESCO Long- Wear Platen— because there is 
no wear to be seen. 
é LONG-WEAR PLATEN 


This test platen was broken down in our auto- 
matic testing machine for 47 hours, at a top- 
notch speed, without the use of a ribbon or paper, 
a brutal breakdown test; it gives you conclusive 
proof of the wearing qualities of our new Long- 
Wear platen, as compared to five other leading 


makes now on the market. 


LONG-WEAR PLATENS 


| ORDINARY This is beyond question the STANDARD PLATEN 
p PLATENS ~~ OF TOMORROW. 
Specify AMESCO LONG-WEAR when ordering 


platens and get consistently perfect impressions. 


AMES SUPPLY COMPANY 


The Dealers’ Supply House and 
Manufacturers of Long-Wear Piatens 


564 WEST RANDOLPH STREET 
CHICAGO, ILLINOIS 




















317 Murray Street 583 Market Street 206 Lane Street 617 Commercial Place 
NEW YORK SAN FRANCISCO DALLAS NEW ORLEANS 
Atlanta Cleveland Minneapolis Seattle 
Boston Denver Philadelphia Washington, D. C. 
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Frank E. Tupper, President 
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then looked upon as a novelty, there being only two 
other such machines in the town. He recognized the 
possibilities and entered into an agreement with W. E. 
Cody, an early day court reporter who owned one of 
the other two existing machines, to sell them. Soon 
after the business was launched Mr. Davis bought out 
Mr. Cody’s interest. 

Mr. Davis is survived by his widow, Helen Egan Davis; 
two sons, William P., of Sioux City, and Francis V., of 
Decatur, Ill.; a daughter, Mrs. Marion E. Henderson, 
Montreal, Canada, and four grandchildren. 

R. V. CAMPBELL 

R. V. Campbell, founder and sole owner of the In- 
dustrial Printing and Stationery Company, Hunting- 
ton Park, Long Beach, Anaheim and Los Angeles, died 
suddenly at Montesano hospital on August 22, where 
he had been taken for observation and treatment. The 
cause of his death was acute dilation of the heart, 
brought on, it is believed, by hard work in connection 
with his several interests. He was forty years old, and 
leaves a widow and small daughter. 

The business, it is stated, will continue the same poli- 
cies as heretofore. J. T. Stout is credit manager and 
acting administrator pending the appointment of Mrs. 
Campbell as administratrix. Franklin Rising, Jr., is 
purchasing agent and manager of the stationery de- 
partment. Franklin Rising, Sr., was for a number of 
years with the Grimes-Stassforth Stationery Company. 
He now represents several factory lines. 

The death of Mr. Campbell was a shock to his many 
friends and well-wishers. He had built up a fine busi- 
ness and was entering the best and most productive 
vears of his life. 

Office Appliances joins other friends in sympathy to 
the bereaved wife and daughter—HWM 
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GEORGE CUNNINGHAM 

George Cunningham, for many years representative 
of the Carter’s Ink Company in Texas and well known 
as a worker on behalf of the Texas Travelers Associa- 
tion, died Thursday, July 24, following a lengthy illness. 

Mr. Cunningham, despite his ill health, had been 
active on behalf of the local Travelers organization for 
a number of years, had served in all the offices and had 
been president for two years. At the time of his death 
he was permanent assistant chairman of the executive 
committee. 

Mr. Cunningham is survived by his widow, Elsie, with 
whom he lived at 1138 Canterbury Courts, Dallas; a 
daughter, Mrs. Anglin Burke; three sisters, Mrs. Della 
Meyer, Mishawaka, Ind., Mrs. Frank Sullivan, Belvidere, 
Ill., and Mrs. Katherine Kearney, Honolulu; four 
brothers, James V. Cunningham, Chicago, John J. Cun- 
ningham, Kingman, Ariz., Thomas Cunningham, Belvi- 
dere, Ill., and the Rev. W. F. Cunningham, University 
of Notre Dame, who officiated at the funeral. 
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KIRK REJOINS F. S. WEBSTER COMPANY 

K. G. Kirk, who traveled Florida and Georgia for the 
F. S. Webster Company of Cambridge, Mass., a few 
years ago, has rejoined the Webster sales organization 
after a short stay with the Ruxton Division of Ault & 
Wiborg. Mr. Kirk started work last month in the mid- 
dle south territory assigned to him, which includes 
Tennessee, Kentucky, Virginia and North Carolina. 












“SINCE 1858 THE BEST PEN NAME” 
* 






PEN COMPANY 
349 Broadway Dept.P New York, N. Y. 











A Quality-Name Pen in 
the Volume-Price Class 


A New Spencerian 


FOUNTAIN PEN... 


retails at 


ONE DOLLAR — $1 


Win over the army of potential fountain 


pen users who’ve always been skeptical 
of low priced pens. It’s sure-fire. Cus- 
tomers know that the famous 78 year 
old Spencerian name is always a mark 
of real value. 


Here are your sales points—and what 
sales points! 


Long wearing stainless steel point— 
heavy 14 kt. gold plated and iridium 
tipped for famous Spencerian-smooth 


writing. Guaranteed not to rust or 
corrode. Generous ink capacity, un- 
usual in a $1 pen. Attractive colors. 


Fast selling—-for school or business use. 


Dealers everywhere are enthusiastic. 
Write at once for complete details. 


SPENCERIAN PEN COMPANY 


349 BROADWAY Dept. P. NEW YORK, N. Y. 

















SIMPLIFY 
Your Problem Selling 


CARBON PAPER 






















The new National 
“THE ALL PURPOSE LINE” 


Typewriter Carbon Paper 


consisting of 


Minimum Number of Grades 





to cover a 


Maximum Number of Requirements 





It simplifies the technical prob- 
lems encountered by dealers or 
salesmen in selecting the correct 
grade of high quality carbon pa- 
per to cover every particular need. 


Now, while this message is before 
you, write us for full particulars 
on this latest development of 
carbon paper merchandising. 


GENERAL OFFICES 


5 THE BUCKEYE RIBBON & CARBON CO. &@ | 





Cleveland, Ohio Bs 
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STAHL REPORTS BETTER DEMAND AND 
PROSPECTS 
A bigger demand for typewriters than ever before, 


a | both correspondence and portable, among high school 


and college students, is reported by Louis Santangelo, 


- manager of J. S. Stahl & Company, typewriter dealer, 








aei8 ha 





926 Seventeenth street, Denver. 
In addition the demand is exceeded by the desire for 


| machines. Mr. Santangelo believes that the point has 


been approached where every student will feel the need 
for a writing machine. 

“Many of them are being held back only by the lack 
of purchasing power,” Mr. Santangelo reports. “As 
more money goes into circulation typewriter sales jump 
more than proportionally,” he says. “At present we co- 
operate in every way with students wanting to pur- 
chase our models by offering easy terms, low down 
payments, etc. We feel that every student’s purchases 
increase the number of new prospects for the next 
term.”—ATW 

, silctatitins 
WEST POINT GETS NEW EQUIPMENT 

The J. K. Rishel Furniture Company, Williamsport, 
Penna., has received a contract from the United States 
Military Academy at West Point, N. Y., for office furni- 
ture, bedroom and dining room furniture. This con- 
tract was announced by Joseph L. Mellish, president of 
the furniture manufacturing establishment. It is one 
of the largest the company has received in recent 
months, and work on the contract will begin in a short 
time. 

Advance orders have kept the Rishel plant going at 
full speed all season, and the increased activity in this 
and other manufacturing plants in Williamsport has 
reflected itself throughout the city in better business 
conditions. 

“Business today is better than at any time for the 
first four or five years,” Mr. Mellish said in commenting 
on the West Point order, and others which have come 
to the Rishel plant.” 

an 
REMINGTONIAN OPENS AT BLUFFTON 

The Julian Office Supply Company has been estab- 
lished at 218 West Market Street, Bluffton, Ind., carry- 
ing the full Remington line of noiseless, standard and 
portable typewriters, and adding machines. Included in 
the activities of the store are office furniture, filing 
supplies and office supplies items. 

Kenneth P. Julian, who founded this business, had 
been a senior salesman in the typewriter division of 
Remington Rand Inc., at Fort Wayne, Ind. He was 
with the Remington Rand organization two years be- 
fore embarking in his present enterprise. 

saiasiagliltiipgai 
GENERAL LAMPS ISSUES BULLETIN 

Including a large number of I. E. S. types of desk 
and executive lamps, a new and complete bulletin has 
recently been issued to the trade by the General Lamps 
Corporation, Muncie, Ind. Dealers may obtain a copy 
of the bulletin, which is known as the No. 3785, by 
writing to the company’s home offices. 

> - - 


ADDRESSOGRAPH AGENCY MOVES 
As a means of rendering better service to its cus- 
tomers, the Addressograph Sales Agency, formerly of 
the Bridge building, Cincinnati, has leased larger and 
more convenient sales and service quarters in the Dut- 
tenhofer building in the same city, according to L. J. 
Taylor, sales agent. 
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for selling 
features 





The INVINCIBLE line provides dealers with a sales approach 
out of the ordinary. 
\ ene Hidden beneath the surface—“under the paint’”—are the 
LB | strong or weak selling points of any line of office furniture. 
INVINCIBLE dealers are not only willing to have prospects 
/ “look under the paint’”’—they insist on it! 
Ss And that explains why INVINCIBLE has been growing so 


steadily the past several years. Better investigate! 
Have You Our Latest Catalog? 


Not an ordinary catalog, by any means, but a “sales manual” 
e, | glace, he 
( packed with specific selling ammunition based on exclusive IN- 


5 VINCIBLE features. Send the coupon below for your copy. 


¥ , La 4 “GO AHEAD WITH INVINCIBLE” 
om Ya INVINCIBLE METAL FURNITURE CO. 
e Factory and Executive Offices, Manitowoc, Wis. 
las gam NEW YORK CHICAGO LOS ANGELES 
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DESKS . . . FILE CABINETS ot 
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MIAMI 


BRAND 
SUPPLIES 








Folders 


Letter Size, medium and heavy weight; 
Cap Size in heavy weight only. All 
tab arrangements. Good sulphite stock. 


Vertical Guides 


Gray .025 Pressboard, 25-division only. 
plain or celluloided tabs, letter and cap 
sizes. 


Card Guides 


Sizes 3x5, 4x6 and 5x8, blank tabs or 
printed 25 division A-Z only, plain 
or celluloided. Buff, Blue or Salmon. 


= 
Wabash No. 2 Grade 


Unsurpassed Quality 
Competitively Priced 


If you haven’t our Current Price List 
Mail Coupon Below 


- 


CThe Wabash Cabinet Co. 


“‘Wabash~Indiana. 














The Wabash Cabinet Co., Wabash, Ind 
Please send us a copy of your NEW PRICE LIST with NEW 
TERMS and NEW DISCOUNTS. 


Name 


Address = 








OFFICE APPLIANCES 








Real Dividends 
In Selling 
Correct Seating 


Harter Leads 
with 


Jhe KEY A> 
to HEALTH 


q and 
\COMFORTZ 





Sell Posture Chairs 
By the “‘Test’’ Plan 


Harter Dealers are making money by our 
“trial offer” method. They know that 
Harter Posture Chairs sell themselves when 
given a real day by day test. They make 
profits by using the “try-it-yourself” plan 
and so can you. Some territories are still 


open—write us. 


Our New Catalog shows the complete line 
of Harter Posture Chairs. Learn about the 
plus values—durability, beauty, comfort, 
correct anatomical design and the famous 
“Key to Health and Comfort.” Ask us for 
a copy. 


THE HARTER CORPORATION 


Sturgis, Michigan 
Manufacturers of the World's Finest Stes! Seating Equipment 


HHAIER 








OCTOBER, 193¢ 


NATIONAL 2gerriter § lice Hachine 
Deke KSSOCIATION NEWS 








Lamont H. Wood, President 
Midwest Typewriter Company 
Kansas City. Mo. 


Mrs. Jessie L. Taylor, Treasurer 
Globe Typewriter Company 
New York, N. Y. 


Ernest E. Thornton, Vice-president 
California Typewriter Exchange 


Los Angeles, Calif. 


J. Paul McWilliams, Secretary 
800 Grand Avenue 
Kansas City, Mo. 





Board of Directors 


Irwin Vincent, Western Type- 
writer Company, Topeka, Kan.; 
James P. Ward, Sr., Shipman- 
Ward Manufacturing Company, 
Chicago, Ill.; Theodore Schafer. 
United Typewriter Company. 
New York, N. Y.; Harry Russell, 
Office Equipment Company, Des 
Moines, Iowa: W. T. Corney. 
Thomas & Corney, Ltd., Toronto, 
Ont., Canada; Clarence Bills, 
Typewriter Sales & Service 
Company, Washington, D. C.; 


G. S. Cambias, G. S. Cambias 
Typewriter Exchange. New Or- 
leans, La.; Hugh J. Williams. 
Iowa Supply Company. lowa 
City. Iowa: Elmer L. Young, 
Young Office Equipment Com- 
pany, Chicago, Ill.; W. F. Claus- 
ing. International Typewriter 
Exchange, Chicago, Ill: F. C. 
Waltz, Waltz Typewriter & Add- 
ing Machine Company, Cincin- 
nati, Ohio, and R. H. Preston. 
Preston Typewriter Company. 
Knoxville, Tenn. 





Hugo Nord, Raton, N. M., stationer, is now a member 
of The National Stationers Association from the wide- 
open spaces of New Mexico. Mr. Nord has developed an 
outstanding stationery business in his territory through 
his unflagging interest and expects to devote the same 
amount of effort in the development of the association 
membership. 

* * * 

Lyndon T. Miller, representative of the Parker Pen 
Company, is a new member of the field division of the 
association. He is also a popular member of the Rocky 
Mountain Travelers Club and, despite his work, is ac- 
tive on behalf of both the national and the local organ- 
ization. 

The Rocky Traveler is the new monthly Mimeo- 
graphed house organ of the Rocky Mountain Travelers 
Club and the field division of Regional District No. 10. 
This snappy paper is up to the minute and right on the 
job in reporting items of interest for both organiza- 
tions. 

E. Frank Winfield, governor of District 10, is heading 
a large delegation to the National convention in Chi- 
cago this month, each member of which expects to 
bring back some worthwhile information and tips for 
everyone in the industry. 

> 
HUFF AND CREASON JOIN STAFFORD 


Assigned respectively to take over important terri- 
tories in and near Chicago, Donald Huff and Lee Crea- 
son last month joined the sales force of S. S. Stafford, 
Inc., of Illinois, 564 Randolph street, Chicago. 

According to officials of the firm, Mr. Huff will take 
over the central west territory, taking over stationery 
accounts in Chicago, while Mr. Creason will have all of 
the north Chicago and North Shore districts. 

pitas 
BURROUGHS OPENS MEMPHIS OFFICE 

The Burroughs Adding Machine Company, 95 South 
Second street, Memphis, Tenn., has leased offices on 
the second floor of the Hill Building and will take pos- 
session about Oct. 1. The new offices will be remodeled 
and a new elevator installed before the company 
moves.—RHB 





HANDISTANDS \ 


by Harter 


~ 


EVERY OFFICE 





Dealers: Harter Handistands mean business 
for you. Quick, easy sales due to high qual- 
ity at low prices plus big demand. Retail 
prices start as low as seven dollars per stand 
. .. Every office needs additional utility desks 
for typewriters and office machines—for hold- 
ing ledgers, files and charts. Harter Handi- 
stands exactly meet this need . . . Write us for 
our dealer proposition. Some territory is still 


open. 


The Harter Corporation 
Sturgis, Michigan 


No. 21AA 
HANDISTAND 


HHATER 























Roy S. Mather, Pres. 
Mather Bros., Inc. 
Atlanta, Ga. 





H. J. Carr, Vice Pres. 7 
Anchor Cap & Closure Corp 
Lona Island City, N.Y 
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Each of these men was once 
skeptical about Dictaphone. 
But today, each is convinced 
—in terms of his own busi- 
ness. Each has learned for 
himself that handling corre- 
spondence is only one of this 
modern dictating machine's 
advantages—that the Dicta- 
phone does an all-day job 
of saving time, easing pres- 
sure, cutting off mistakes and 
misunderstandings, breed- 
ing better and more profit- 
able working habits for the 


big boss and everybody else. 


The Trend To Dictaphone Sweeps On 













DICTAPHONE 


The word DICTAPHONE 
f Dictaphone Corpora 
and Accessories 


George M. Slocum 
Automotive Daily News 
Detroit, Mich. 


,.. Lhey asked us 


Sg 


Guy M. Beckett, Vice Pres. 
Beckett Paper Company 
Hamilton. Ohio 


Yet these men were not so/d 
anything. They simply said 
“Showme!”’ and we let them 
try the Dictaphone on their 
own work— without cost or 
obligation. You can’t afford 
to put off investigating the 
new Nuphonic Recorder. As 
the very first step to such a 
riskless test, we invite you to 
look into a few established 
facts in the interesting book- 
let, “What's An Office Any- 
way?” The coupon below 
will bring ic to you. Send 
for it today. 


is the Registered Trade-Mark 
tion, Makers o: Dictating Machines 


to whict aid Trade-Mark is Applied. 


Among the Prominent Users of Dictaphone Are: 
Bausch & Lomb Optical Co., Rochester, N. Y 


George S. May, Inc., Chicago, Ill 
Lawrence Warehouse Co., San Francisco, Cal 
Exclusive Nuphonic reproduction of the improved Dictaphone duplicates the 
human voice almost perfectly 





A few overseas territories are open for our valuable exclusive franchise 
For full particulars, write to our International Division, Bridgeport, Conn 








Dictaphone Sales Corporation, 420 Lexington Avenue, New York, N.Y 


In Canada 


] I want to see your 
representative 


Name 
Company 


Address 


“137 Wellington St., West, Toronto OA 


Please send me my copy of 
“What's An Office Anyway?” 


on | 
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PACIFIC COAST NEWS NOTES 

Carl P. Dietz, alderman of Milwaukee, who devotes a 
considerable portion of his time to collecting old models 
of typewriters, was a visitor in Seattle on August 18. 
Before returning to the Middle West, Mr. Dietz stopped 
in Vancouver, B. C., Tacoma, Portland, Oakland, and 
San Francisco. Several old models were obtained on 
the trip and will be donated to the Milwaukee museum 
after they have been put into operating condition. Mr. 
Dietz expressed a desire that a complete history be 
printed in booklet form of the only large typewriter 


exhibit in any museum in the United States. 
* > ” 


Lyle Goss, assistant manager of the University Book- 
store, Seattle, is recovering from an appendicitis opera- 
tion. He expects to resume his duties before the Uni- 
versity of Washington reopens. 


* * os 
F. H. Norby, of Chicago, was recently named successor 
of Mr. Darango as manager of the Seattle office of the 


| Royal Typewriter Company. 


* * * 

B. A. Torson, formerly with U. E. F. at Portland, Ore., 
has been promoted to the position of distributor of 
Underwood portables on the Pacific Coast with head- 
quarters in Portland. 


+ . . 
Larry Stener, recent Seattle U. E. F. salesman, has 
been transferred to Portland, Ore..—his home city—to 
take over the Underwood territory there. 


* . * 

L. C. Smith & Corona typewriter dealers attended a 
steak dinner at the plant of the Seattle Times Wednes- 
day evening, September 2. They were the guests of the 
advertising department of the newspaper. The new 
model Corona portable was demonstrated by Local 
Manager Eyler and plans were made to tie-in with na- 
tional newspaper advertising of the company which 
started September 6. The newspaper page advertise- 


ment was in color. 
* > > 
Two-thirds of the net earnings of the University 


Bookstore, Seattle, will be distributed among Associated 
Students of the University of Washington at the close 
of the school year of 1936-37, James E. McRae, mana- 
ger, announced this month. The students will share 
in net profits in proportion to the total amount of pur- 
chases. The dividends will include purchases and re- 
pairs of typewriters. 


* * * 


With the approach of the coming World’s Series and 


| the football season, arrangements have been made by 


J. C. J. Martin, owner of the U. Mimeo and Typewriter 
Company, Seattle, to feature for a second year play-by- 
play descriptions of the two sports by the leading teams 
on electrical boards. Considerable interest was evi- 
denced by the general public in the boards last year. 
An improvement this fall will include a hook-up with 
an indoor microphone for the firm’s private announce- 
ments. All the major baseball and football games 
broadcast on national hook-ups will be shown as the 
plays are made on the two electrical boards.—JCJM 


sinsintiailiaiedies 
SHEAFFER OPENS ADVERTISING CAMPAIGN 

Scheduled to reach 125,000,000 readers throughout 
the nation in time for the school opening and Christ- 
mas business rush, the W. A. Sheaffer Pen Company, 
Fort Madison, Iowa, last month launched one of the 
largest advertising campaigns in the history of the 
company. 

Advertisements will appear in 250 metropolitan and 
college newspapers. Many of the newspapers will carry 
Sheaffer advertisements in four-color rotogravure and 
in black and white. A new factor of the campaign will 
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OFFICE WORK IS DONE QUICKLY AND 
EASILY WHEN ELECTRICITY HELPS 


id Oe -(- 
half the time with 
our new electric 
adding machine.” 


“We save time and “Five thousand copies? 
money every day With our new electric du- 
i plicating machine we can 


with our new electric j n 
mailing machine.” get them out in two hours. 


“We do ‘more accurate 
work, in less time, 


with our electric calcu- 
lating machine.” 


“Electric accounting 
machines make my 


job easier.” 
ERHAPS you, too, plan to modernize 


your office with new office devices. Of 
sal course, you'll want the best—accurate, time- 
4 pt é saving electric machines that are smooth- 
” How do I like my running and easy to operate. 
< new electric type- 5 
, writer? It's great! lf the G-E monogram is on the motor of the 
mechines you purchase, you can be sure that 
the machines are as dependable electrically 
as they are in other respects. Although 
General Electric does not make office devices, 
it does make a line of motors developed and 
designed specifically for use on them—motors 
that are quiet, compact, and outstandingly 
reliable. That is the reason why, year after 
year, you find that the majority of electric 
office devices at the National Business Show 
are equipped with G-E motors. 


General Electric, Dept. 6A-201, Schenectady, 
New York, 


GENERAL (%) ELECTRIC 
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be the appearance for the first time of four-color roto- 


gravure advertising messages in several college papers. | 


The magazine division of the drive will include four- 
color positions in two nationally-known magazines, and 
inside front or back covers in eighteen other mag- 
azines. 

The air lanes will also be utilized by the Sheaffer 
Company in directing the buying public to its many 
lines of fountain pens and automatic pencils. This 
part of the program will include spot radio announce- 
ments from five to seven times weekly over thirty-two 
stations from coast to coast from now until Christmas. 

—>— 
BURTON MOVES TO GROUND FLOOR STORE 

Forced by a continued increase in business to move 
from an upstair office in which the concern was for- 
merly operated, the Burton’s Typewriter Service is now 





Burton Typewriter Service’ New Home in 
Indianapolis. 


occupying a ground floor store at 139 West Maryland 
street, Indianapolis. 

The company is under the management of D. R. 
Burton who has had many years of experience in the 
typewriter and office supply field. Since moving his 
establishment, Mr. Burton reports, the business has 
expanded with such rapidity that he has been obliged 
to add many other lines to his large stock of typewriters 
and adding machines. 

SHREINER TO REPRESENT MILWAUKEE CHAIR 

AT ALBANY 

H. G. Shreiner, a salesman with many years of ex- 
perience in the office furniture field, last month was 
appointed representative of the Milwaukee Chair Com- 
pany in the Albany, N. Y., district. Mr. Shreiner, who 
lives at 7204 Bradford road, Upper Darby, Penna., pos- 
sesses considerable understanding of dealers problems 
and is rapidly making friends as he makes the rounds 
in his new territory. 

es 
HANDY DUPLICATOR COMPANY MOVES 

Acquiring larger quarters in which to handle a com- 
plete line of duplicating supplies, the Handy Duplicator 
Company last month moved from Hollywood to 1703 
West Third street, Los Angeles. Officials of the firm 
report a steady increase in business in the Southern 
California area. 

—— a 
ELLIOTT TYPEWRITER EXCHANGE MOVES 

The Elliott Typewriter Exchange, Nashville, Tenn., 
moved late in August to a new location at 507 Com- 
merce street. The firm, which features typewriters 
and repairs, is headed by M. R. Elliott—CG 





| 
| 
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SKYROCKETING IN 


POPULARITY 


¢EN-TR-KOTED 
CARBON PAPER 


.. . together with the perfected 
CEN-TR-KOTED BACKING 
SHEET .. . isa real ‘‘salesman”’ 
Its exclusive quality 
in carbon copy results builds 
big repeat business! 


for you! 


Send for our helpful 
booklet ‘‘Carbon 
Paper Facts.” It will 
be sent to you free on 
request and will give 
you many informa- 
tive facts on Carbon 
Paper. 





An Exclusive Agency on Grand Prize 
Carbons and Ribbons in your city 
is a sure step toward greater profits. 
Write for our dealer proposition 
booklet. 


GRAND PRIZE 
CARBONS and RIBBONS 


PACIFIC CARBON & RIBBON MFG. CO. 


J. Francis O'Connor, Pres. 


Head Office and Factory: 1451 Harrison St., San Francisco 
Chicago: 608 So. Dearborn St. 


Los Angeles Houston, Texas Portland, Ore. Denver 
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If it’s REPEAT SALES 


you want, THIS is the 
line for you... 


Canco baskets are styled to meet the needs 


of all kinds of customers—the home user— 
the office buyer—and the institutional pur- 
chasing agent. They are handsomely litho- 
graphed in oak, mahogany, walnut, green 
and white—a wide selection, And of course 
they are staunchly built of metal. They give 
long wear and are priced right! 

No wonder they are popular. No wonder 


people come back for more. 


May we give you the details about this 
profitable line? 


GALVANIZED WARE DEPARTMENT 


AMERICAN CAN COMPANY 


City Park and Hamilton Street 
TOLEDO, OHIO 
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PACIFIC NORTHWEST NOTES 


Expanding its business on Puget Sound, the H. and 
M. Ribbon and Carbon Company, 904 Fourth avenue, 
Seattle, has added another branch and outlet in this 
section, opening new offices this August in Tacoma, 
where Miss Sammie Boyd has been appointed Tacoma 
representative, to have charge of the latest Puget 
Sound branch. Growing along the Pacific Coast, this 
ribbon and carbon organization is now providing well 
known brands of office supplies to business houses in 
four large coast cities, Seattle, Portland, San Francisco 
and Tacoma. 

> 7 aa 

College graduates in Portland cannot complain of 
lack of opportunity in the business world, especially the 
stationery world, since many of them have been given 
their chance in some of the stationery and office appli- 
ance houses of the city. The J. K. Gill Company and 
the Old Dutch Carbon & Typewriter Ribbon Company 
|are among the Portland business houses absorbing re- 
cent graduates. Seventy-nine per cent of the seniors 
who graduated last June from Reed College in Portland 
have already become employed or have made arrange- 
| ments for work, which is a fine percentage considering 
conditions, thanks to opportunities offered by progres- 
sive Portland business establishments. 

v * > 

Scrap-books, firmly bound, constitute important 
items in the new stock recently received at the Lowman 
& Hanford store at 912 Second avenue, in the heart of 
the business district of Seattle. So many inquiries were 
made by customers for these books in which all sorts of 
personally collected material could be preserved that 
Lowman’s sensed a new demand for such products, and 
their buyer was able to secure a fine line of these office 
adjuncts or personal books in a variety of sizes. 


* * + 


Stealing a large quantity of fountain pens, pencils 
and other stock, burglars recently broke into the foun- 
tain pen outlet known as Sandy’s Kodak Shop, at 
Southwest Broadway and Washington street. There 
were about $250 worth of fountain pens and pencils in 
the loot that included thirty imported cameras, valued 
at $400, according to J. E. Sandy, proprietor of this pop- 
ular pen and camera store. 

. 7 * 

Many vacations are spent with one’s head in the 
clouds, but Perrin L. Martin, manager of the Lowman 
& Hanford Company store at 912 Second avenue, Seat- 
tle, recently spent his with both his head and feet in 
the clouds. He flitted from cloud to cloud in a large 
cabin airplane, which was piloted by friends. While 
about and above the beautiful Puget Sound country he 
took numerous snapshots and camera studies from new 
and interesting angles. 

* * . 

Ink exports almost doubled in volume at Seattle last 
year, while ink imports into this great Puget Sound 
port also showed healthy increased activity. According 
to statistics of the Port of Seattle, whose new 1936 Year 
Book has recently been released, there were 161 tons of 
ink shipped by water from Seattle into the export trade, 
as compared to only eighty-five tons during the pre- 
vious year. Moreover, as against sixty-six tons im- 
ported previously, there were eighty-six tons water- 
borne into Seattle last year. California sent fifty tons 
of this total and the Atlantic Seaboard ink factories 
thirty-six tons. Chief customer for ink from Seattle 
last year was China, taking 137 tons. China had taken 
eighty tons from Seattle the previous year. Other good 
customers were British Columbia, taking nine tons last 
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Before Too Late— 


CHOOSE YOUR QUINK DEAL- 














MAKE ‘72»'30 EXTRA PROFIT 


SOLD ONLY BY STATIONERS, 
OFFICE SUPPLY HOUSES 


IT's A LONG- 
PROFIT ITEM 


NATIONALLY 
ADVERTISED 


DRIES ON PAPER 
31% FASTER 
—WON'T SMEAR 
—ANTI FADE 
PERMANENT AS 
PAPER 


Oe patie o> AND STATIONERY 

IB - an DEPARTMENTS 
FOR SUSE BENS 

FOR FOU - ° 












~ QUINK MASTER DISPLAY 
FREE Only a few of these Silent Salesmen left 
—%{ of our supply already gone due to big demand. Espe- 
cially designed for Parker Permanent Quink in Commer- 
cial sizes. Given FREE with above deals if you act quick. 


Permanent Quink Makes Permanent 


Customers Because of Exclusive Features 


Parker Quink is the finest commercial Ink you can possibly 
offer your customers because it combines ALL FIVE features 
they want most: (1) Dries on paper 31% Quicker than average 
but slowly on a pen; (2) As Permanent as the Paper; (3) Anti- 
fade; (4) Waterproof and Smear-proof; (5) Always rich, bril- 
liant—never watery. 

And now with Parker’s sensational introductory offers as 
shown above—plus the FREE Quink Master Display—plus 
the tremendous consumer demand being created and con- 
stantly increased through widespread as intensive National 
Advertising—you are offered the greatest profit possibilities 
in the entire history of ink selling. 

Get your order in now. These special deals will be with- 
drawn soon—only a few of these free Master Displays are left. 
Fill in coupon below, attach to your letterhead, and R-U-S-H 
to The Parker Pen Co., Dept. 797, Janesville, Wis. 





(eet S SSS OSSSSRS SSeS aaeaaess 
1 ATTACH THIS TO YOUR LETTERHEAD ! 
; THE PARKER PEN CO., Dept. 797, Janesville, Wis. : 
1 Have representative call. ‘ 
: Ship, freight allowed, Parker Permanent Quink in Quarts, Offer : 
Ps ts ie as advertised above. 

i ' 
; Quantity Color Quantily Color - 
- 8. linea Blue-Black dt ’ . Green t 
- Black Red : 
i Royal Blue Violet ' 
i i 
i Brown i 

i 
: Name » 8 
; Address : 
i Cily State t 
err rT rTrTrTrTrTrTrTtCLOCLeteeLeLtielteefttetthetfesefefesefhfsefhtfftetftttittteofe 
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Style and 
QUALITY 
That Build 
VOLUME 
BUSINESS 





Desk No. E-560. 


From the New Puritan 
Suite recently offered to 
the Trade by the Hoosier 
Desk Company. 











It is 60 inches long, 34 inches deep, 
and 30% inches high. 



















Dignified beauty, so much sought for in modern 
offices, becomes a reality when Hoosier Desks are part 
of the picture. 

Acquaint yourself with Hoosier values, with the 
complete range of handsomely matched suites and 
straight line desks and tables that offer a wide selec- 
tion for every office requirement. 

With the complete Hoosier Line you can meet the needs 
of all customers at prices they can afford to pay. Honest 
quality and full value for every dollar spent makes every 
Hoosier purchaser a repeat customer. 


Hoosier Catalog No. 35 pictures and speci- 
fies a line replete with opportunity. A copy 
awaits your request. 


HOOSIER 
DESK COMPANY 


Jasper. Indiana 














PEERLESS Steel Office Equipment 


“Value Without Equal”’ 


FILING CASES: The dealer who is interestedin develop- 
ing his filing cabinet business should check up on the PEER- 
LESS Line. We offer a complete range of styles and sizes 
that are constantly growing in popularity. 


value. Their dignified and attractive appearance coupled 
with sturdy construction and price value demands the atten- 
tion of wide-awake dealers. 


Write for complete catalogue and learn more about this beau- 
tiful and unusual line of equipment. 


PEERLESS STEEL EQUIPMENT COMPANY 
UNRUH AND HASBROOK STS. PHILADELPHIA, PENNA. 


OFFICES : 
PHILADELPHIA NEW YORK BOSTON LOS ANGELES BALTIMORE 























STEEL DESKS: That offer outstanding merchandising : 




















OCTOBER, 193¢ 


year, California eight tons and the Philippine Islands 
seven tons. 
* * . 

G. B. Larson, Tacoma district manager of the Mon- 
roe Calculating Machine Company, 1212 South Grant 
avenue, Tacoma, Wash., has been highly complimented 
on his fine sales achievements in this district. His rec- 
ord in extensive placement of these business machines 
in Tacoma offices and business houses led to his enjoy- 
ment of a week’s vacation recently at Virginia Beach, 
famous vacation spot, where he also attended sales 
meetings held by the High Point Club, honorary sales 
organization. High-scorers like himself met in a fine 
fraternity of exclusive fellowship reserved for top- 
notchers in his field. 

Richard G. Montgomery, assistant manager of the 
J. K. Gill Company, Portland, has resumed his much- 
awaited weekly informal talks on the new books and 
current best sellers. His Sunday morning book chats 
are relished aerial fare from KEX. This is the noted 
stationer and author’s twe!fth season on the air with 
book discussions. 

Among new student salesmen recently added to the 
typewriter sales staff in Seattle for the L. C. Smith & 
Corona organization in the ground floor of the L. C. 
Smith building is R. G. Forsberg, covering the Seattle 
section. 

7. 7 - 

Adding considerably to its business-machine facilities 
and efficiency is the Kinman Business University in the 
Kroll building, Spokane, now engaged in an elaborate 
program of expansion. In new typewriter equipment 
alone this business university is adding twenty-five 
typewriters for instruction purposes, bringing the total 
typewriter equipment to 263 machines, as well as con- 
siderable other business machines. After extensive in- 
stallations, a new addition with increased classroom 
space will be occupied early in October. 

> = * 

Leonard I. Donin. University of Oregon star of the 
baseball diamond and basketball court, has been ap- 
pointed as manager of the newly established novelties 
department of the J. K. Gill Company, Portland. 

* - - 

Celebrating its forty-seventh birthday anniversary 
this September, John W. Graham & Company of Spo- 
kane held a greater than ever birthday event, with a 
host of merchandising features that drew patronage 
from far and wide to the large pioneer stationery house, 
which has expanded into many allied fields. This 
year’s merchandising birthday event was addressed 
particularly to the many thousands of newcomers to 
Spokane, which has been growing rapidly with new 
prosperity in the wake of the building of the Grand 
Coulee dam nearby. 

Miss Jean Burdick, formerly in Seattle and Tacoma 
stores, and a charcoal portrait artist of distinction, has 
become associated with the Portland store of the J. K. 
Gill Company, where her work is being featured morn- 
ing and afternoon. 

. 7 * 

The Bostitch-Northwest, Inc., is the new firm name 
for the Pacific Northwest distributors of the Bostitch 
stapling and stitching machines and supplies. Con- 
siderable expansion is noted in the Northwest area, 
with larger quarters being taken in the Lloyd building, 
Seattle, where H. W. Saari is manager. Sales and serv- 
ice branches have been located in Spokane and Port- 
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“M & V Products Have Been 
Used and Recommended for 
Half a Century” 


®**MITVOL”’ type- 
writer carbon of 
intermediate 
weight is an eco- 
nomicalutility 
sheet that stub- 
bornly refuses 
to wear out. 
The recog- 
nized friend 
of opera- 
tors doing 
diversified 
work. 























**EUREKA” typewrit- 
er ribbons are rightly 
known as “The Per- 
fect Ribbon.”’ Abso- 
lutely non-type fill- 
ing possesses great re- 
cuperative power, ex- 
ceptional durability 
and a brilliant, clean, 
sharp, permanent 
write. 















The Famous Yellow Round Box 


The entire “‘M & V”’ organization is pre- 
pared to assist you to increased sales and 
profits by offering: 







(A) Highest quality typewriter rib- 
bons and carbon paper 






(B) A wide range of fair prices 






(C) The most complete line obtain- 
able 


(D) Sensible advertising and Sales 
Helps 








(E) A Service Department for the 

selection of material to meet the 
individual needs of each con- 
sumer 


(F) Full Protection 














You will find it to your advantage to write 
for catalog, prices and complete information 









MITTAG & VOLGER, INC. 


Principal Office and Factories, PARK RIDGE, N. J. 
Agencies Throughout the World 












DEPENDABLE -s 


in Performance 
*+ and Sales 









* FURNISHED IN BAND 
DATER OR DATE SLOT 
MODELS 





* 40 HOUR 

LEVER MOVEMENT 
* STEM SET OR KEY SET 
MODELS 





—" Pays lo Handle 


C < liy se ime lamps 





| 


The new model Eclipse Time Stamp is the fastest selling 
time stamp on the market today. Users are showing 
their appreciation of the new features by replacing all 
their old equipment. The new band dater method of 
date change—internal mechanical improvements—all 
help to put the Eclipse Time Stamp in the foreground. 
Your share of this business is within your reach. Order 
your stock today—liberal discounts. 














A. D. JOSLIN MFG. CO. 
MANISTEE - MICHIGAN 


















HIGH POINT 
OFFICE CHAIRS 


The Apex of Value 


A 
An array providing for 
every office use with up 
to date refinements in de- 
sign and construction 
Equipped with Bassick 
Rubber Compression 
Posture Control. 
HIGH POINT Posture 
Chairs in particular are 
rapidly growing in pop- 
ularity. Handsomely de- 
signed and finished, com- 
fortable upholstered in 
genuine leather or mo- 
hair frieze. No. 7214 
HIGH POINT New 
Catalog! All about the A 
new line. New patterns 
to meet new demands 
Write for New Catalog 


No. 37 


High Point Bending & Chair Co. 


SILER CITY, NORTH CAROLINA 
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land to serve a widened area with expanded stocks and 

staffs. Mr. Saari recently returned from an inspection 

visit at the Bostitch factory in East Greenwich, R. I. 
. * * 

A duel of typewriters and business-machine equip- 
ment marks the rivalry between business colleges of 
Seattle as they begin their Fall semester and annual 
Autumn attraction of pupils. Leading colleges vie with 
the finest new office equipment to gain selective clien- 
teles and improve training of future business men and 
women. A considerable amount of new equipment and 
machines have been added to facilities of Wilson’s 
Modern Business College in Seattle, where electrical 
bookkeeping courses on National bookkeeping and anal- 
ysis machines are emphasized.—CML 


scatieattiiegon 
STEEL INSTITUTE TO ISSUE LABELS 

A policy of granting to its members in good standing 
the use of labels certifying that the product to which 
the label is attached equals or exceeds in all respects 
the minimum standards of the organization’s specifica- 
tions has recently been adopted by the Steel Office Fur- 
niture Institute. 

Specifications prepared by a board of engineers of the 
Institute give minimum requirements for material, 
construction, finish and performance of five grades of 


New Label of Steel Furniture Institute 


STEEL OFFICE FURNITURE INSTITUTE 


fie 
SERIAL NO. 371! 





upright files and two grades of desks and tables, and 
for easy identification distinctive letters and colors have 
been adopted for each grade. These are: 

Vertical filing cabinets: Standard (grade A) blue; 
Commercial (grade B) red; Utility (grade C) green; 
non-suspension senior (grade D) white; non-suspen- 
sion junior (grade E) yellow. 

Desks and tables: Standard 
Utility (grade C) green. 

These labels will be attached to all qualified products 
of the members of the institute which come off the 
production lines after October 1, and by January 1, 1937 
it is expected that all such products will bear the dis- 
tinguishing labels. 

The Institute label on a file, desk or table guarantees 
to the purchaser that the merchandise has been pro- 
duced by a manufacturer who has cooperated in the 
development of quality and utility in steel office furni- 
ture, and in the broadening of its markets; that it is 
designed, built and finished to meet the requirements 
of the specification governing its grade; and that it 
will give to the user the service for which it is designed. 


(grade A) blue, and 


we 
TORONTO NEWS NOTES 

The Parker Fountain Pen Company Ltd., which re- 
cently held its semi-annual sales convention at the 
Royal York hotel, Toronto, Ont., reported that sales 
had increased in Canada by fifty-two per cent over the 
corresponding period of 1935. Export shipments for 
the past six months from the Canadian plant in To- 
ronto, were 116.7 per cent ahead of last year. 


+ > * 

The Hudson’s Bay Company, Vancouver, B. C., has 
thoroughly reorganized its book and stationery depart- 
ments in the store in Vancouver. The office sundries 
department has been moved from one portion of the 


store to the main floor near the entrance doors. 
= 7 - 


The Murphy Stationery Company, Ltd., a new con- 
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olnpesial. LEADS AGAIN... 


With Another Big Value in 
Office Furniture Styled for 
Today's Big Army of Buyers 











* Month after month, season after season, 
Imperial designers set the pace for fast- 


selling office furniture. 

















is the 60-inch desk 


from the beautiful new Imperial No. 2700 


Here, for example, 
Series. Smartly modern in design, with 
rounded posts and corners. Made of 
genuine Walnut, with drawer fronts and 
back panels veneered in quarter-striped, 
V-matched Walnut. Cast brass drawer 
pulls, finished in Roman gold. The No. 
2700 Series includes two flat-top desks, two 
tables, costumer, telephone cabinet and 


bookcase. 








The Imperial line is full of such values, 
carefully styled and skillfully built to 


appeal to the dealer's biggest market. 


The Imperial franchise is your best as- | M p c RR | A L D E 5 K C O M PA N y 


surance of steady, substantial profits. 
EVANSVILLE, INDIANA 


Write today for the Imperial Desk Selling 
Kit and full information. 


























Thousands of Companies 


Have Sales Maps—All Need 


MOORE Maptacks 


* G elt Th is FR EE @ Those sales may just as well be made 





It’s an Attractive, Compact, All-Metal Revolving 
Cabinet that displays a complete assortment of 
MOORE Maptacks, with ample room for reservestock. 
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by you... They’re profitable sales, too 
—sales that pile up fast. Often dozens 
of boxes are bought at a time— repeats 
come in steadily—for you'll find that 
most of your biggest customers keep 
visible, geographic records of sales, 
dealer set-ups, ete. 


MOORE Maptack sales are easy to 
make, for no effort is needed when you 
have one of these attractive cabinets on 
display. It is a constant reminder of the 
advertising your customers see in Time, 
Saturday Evening Post, Business Week, 
and Nation’s Business... Order an as- 
sortment of MOORE Maptacks from 
your jobber and get the cabinet FREE. 


MOORE PUSH-PIN CO. 


113-25 Berkley St., Philadelphia, Pa. 


The Original Manufacturers of Push-Pins, Pushless 


Hangers, and Maptacks 





MOORE 
PUSH-PINS 
& PUSHLESS 
HANGERS 


Sales have practically 
doubled in stores that 
display this fine looking 
revolving cabinet. Order 
an assortment of MOORE 
Push-Pins and Pushless 
Hangers from your jobber 
and get a cabinet FREE. 
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A REAL DEALER ALLIANCE! 


The firm policy of H. M. 
Storms, makers of 
COMPLETE LINE of rib 


bons and carbon paper, is not 


THE 


to compete with its dealers. 
When you sell Storms prod- 
ucts you do not have to fight 


against direct company sales- 


CLEANGRIP CARBON 
PAPER 
with Built-In curl resistance. 


There's STORMTEX TY PE- 


the only kind made 


APPLIANCES 








WRITER RIBBONS — the 


men or special company con- 
sharpest writing obtainable, 


cessions. Moreover, yeu 


leer thet theese ese on coin with an endurance that makes 


pany branch offices designed for long customer friendship. 


There are many other prod- 
to take ,* an 


ucts in THE COMPLETE 
LINE, all of them capable of 
bringing you in repeat busi- 


the cream off ‘our 


business. 


And Storms products are in- 


variably fast movers. There's ness. 


'y en 
“ORDs erer™ 





W rite today for full information 


“The Complete Line” 


H. M. STORMS COMPANY 


and Inked Ribbons 
BROOKLYN, N. Y. 


Complete Line’ of Carbon Papers 


Makers of The 


561 GRAND AVE. 





















Built Like 


a Stonewall 


1 combination 
of winning 
appearance, 
good construc- 
tion and 


popular price 


lo business men who recognize exceptional value the JACKSON 200 series proves itself in demon- 
Made in combination walnut, combination mahogany and oak—5-ply tops, 3-ply panels 
Flat top is made 
Illus- 


stration 
fitted with neatly designed brass knob pulls, center drawer locking device, etc. 
in six sizes from 60x34 to 36x26 and there are typewriter desks and office tables to match 


trated folder with full details on request 


Jasper Office Furniture Co. 


Indiana 


Jasper, 


a 
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cern, has opened a general and office stationery store 
at 1040 Hamilton street, Vancouver, B. C. 


> * > 
National Stationers, Ltd., is a new firm incorporated 
under the laws of British Columbia, and which will 
have its head office at 576 Seymour street, Vancouver. 
The firm, which will distribute duplicators and office 
appliances and supplies, has its head office at 115 York 
street, Toronto, Ont.—SJL 


—_ 





New Bates Counter Display.—-This new and 
handsome counter display is being issued to 
dealers by the Bates Manufacturing Com- 
pany as a means of increasing sales on its 
Samson hand punch. The display is in color 
and was designed to attract instant attention. 
Dealers may obtain it by communicating 
with the Bates Company, Orange. N. J. 


a 
WADE LEASES BUILDING 


Significant of the great change which the Toledo, | 
Ohio, downtown district is undergoing was seen in the | 


announcement made recently by Earl Wade, president 
of the B. F. Wade & Sons Company, office equipment 
and printing house, that the company has leased for 
ten years the building at 1801-03 North Fourteenth 
street at Jackson street, Toledo. The company for 
eighteen years hus been located at 429-31 St. Clair 
street, adjoining the Valentine building, which is now 
being remodeled for hotel purposes. 

Removal of the Wade Company from the congested 
district, which took place October 1, is the result of 
the marked change in the character of the business, 
Mr. Wade said. He declared that the over-the-counter 
retail business today does not consist of more than ten 
per cent of the total business of the company. Restric- 


tion of parking in the area, the recent NRA, and the | 


trend in business are responsible for these changes, he 
said. In the new location, just past the outskirts of 
the business district, there is ample parking space. 

The printing plant of the company, formerly on the 
second floor, was placed on the first floor in the new 
location with the retail and wholesale office supply and 
equipment building and stationery as well as the execu- 
tive offices in the front part of the building. The com- 
pany has 14,400 square feet of floor space. Miss Annette 
Neumeyer, secretary, will continue in charge of the re- 
tail end of the business. R. H. Tuting is vice-president 
of the company, which was established by the late B. F. 
Wade in 1870.—AK 


| 
| 
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EXTRA VALUE 


. . In Strong Construction ! 


. . In Businesslike Lines 
and Finish! 






SELLS 
St. Johns Tables to 
Your Customers 






Favorites since 1868 . . . because of 
their fine workmanship, extra strength 


and goodlooking businesslike lines, St. 





“ae Johns Tables are dependable sellers. 
No. 24 Line includes choice of standard office 


colors . . . golden, mahogany, walnut; 
range of sizes from 24x36 to 30x72. All 
are equipped with dovetailed drawers 
with 3-ply bottoms. Attractive to 95% 


Northern Grey Elm. 
Golden Finish. Top, 
%”" thick. Legs, 
2\4” square. 6 sizes: 
24 x 36, 27 x 42, 
27 x 48, 27 x 54, 
27 x 60 and 30x 72. 
Shipped K.D.; 


of your trade; a good profit line. Write 
today for catalog, supplement and prices. 











packed two of one | §T, JOHNS TABLE COMPANY 
top-size in crate. Cadillac, Mich. 
OFFICE FURNITURE WAREHOUSE COMPANY 


578 BROADWAY, NEW YORK 





= 


F«M Memory 
Masterpieces 


For the Office-- 
For the Home-— 






All year 
‘round 
Sellers 

17 Choice 
Models 





No.19 
Cal-Pad Sr. 
Retails at $2.75 


DEALERS: 


Send for your copy of our new 
descriptive folder showing the 
New Complete Line of 
“Memory Masterpieces’ 
for 1936. 


rer wm wr re 





a 


— No. 213 “Prince” 
Retails at $2.50 


New York Distributor 


Mutual Stationery Co., Inc. 
368 Broadway, New York 


7 Finch & McCullouch, Aurora, II. aA 
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Accepted as standard 
the world over 







S 


~ 
ep 


since 


1858 


l 
STEEL PEN MFG. 
COMPANY 
C1 86 Cooper Street 
Camden, N. J. 


or Brown Bros., Ltd., Toronto, Canada 





















“KIL t A ey vv 


Un, Bearings for the 
Metal Office Furniture Industry 
(0. &. Patent 1.788.683. Canadian Patent 894.056. Other patents pending) 

All parts machined from bar stock and heat-treated, 
outer races are one piece and can be made in any 
desired shape. (No soft stampings used whatsoever.) 
For cradle slides our ball bearings and rivets are in one 
unit for quick assembly. 95% of filing cabinet drawer 
slides in United States and Canada operate on “Kilian” 
unground bearings. Samples made to your specifi- 

cations. 


Kilian Manufacturing Corporation 
107 North Franklin Street Syracuse, New York 
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OFFICE APPLIANCES 


CADY JOINS GLOBE-WERNICKE CoO. 
Nelson H. Cady, well-known merchandising execu- 
tive in the office equipment field, has joined the sales 


| organization of The Globe-Wernicke Co., according to 


| man of Mr. Cady’s experience and ability. 


an announcement made last month by H. C. Anderson, 














Nelson H. Cady 


general sales manager. Mr. Cady will make his head- 
quarters at the general office in Cincinnati. 

In speaking of the appointment of the new repre- 
sentative, Mr. Anderson said: 

“In expanding our sales organization because of the 
increase in business we are fortunate in obtaining a 
For more 
than twenty years he has been selling office equipment 
in various sections of the United States, and is thor- 
oughly acquainted with the problems of dealers and 


| their customers.” 





| for the fall and winter of 1936-37 as follows: 


=—— ~~ — 
NEW ENGLAND TRAVELERS NOTES 

The well-known stationery firm of Blake & Rebhan 
has added 2500 square feet of floor space to its present 
large store at 115 Federal street, Boston, to take care 
of increasing business. This new space will be devoted 
to a fine display of steel and wood furniture, increased 
shelving space, improved shipping facilities and more 
efficient layout of stock. 

* 7 * 

President Arthur King of the Boston Stationers As- 
sociation announces the tentative schedule of events 
October 
5, national convention report and star program at the 
Boston City Club. November 16, Past presidents night 


| with Col. Henry Dennison, Dennison Manufacturing 


Company, as guest speaker. Boston City Club. 

December 9, Christmas party at the Parker House in 
Boston, with James R. Armington as chairman. Feb- 
ruary 10, Forty-eighth banquet at the Parker House, 
Harry L. Chandler, chairman. March 15, annual meet- 
ing and election of officers. 

* * « 

The annual outing of the G. S. Prince & Son em- 
ployes, Lowell, Mass., was held on August 19 at Herb 
Sweatt’s camp, Rock Pond, Wyndham, N. H. About 
thirty attended the affair and after sports, swimming 
races and a ball game the day ended with a fine ban- 


quet. 


* + cd 
A party of friends of John Dwyer and Mrs. Dwyer 
presented them with a beautiful coffee urn at a party 
given in their honor at the Wildwood Inn, Marlboro, 
during a recent visit. John has extended an invitation 
to all traveling men to stop in for coffee when in Pitts- 
burgh. 


* + . 
Bud Shreiner recently announced that he is now rep- 
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Just as there is a great demand for umbrellas when 
it rains, there is a... . READ THE FOLLOWING: 


During the exceedingly hot weather which workers using RESPIRATOR cushions, to 
prevailed during July and August, there _ their associates. 

was a greatly increased demand for and sale The accompanying illustration depicts a 
of RESPIRATOR Ventilated Seat Cushions. scene and dialogue the like of which oc- 
This increase was not the result of extensive curred in many offices and was responsible 
advertising and sales effort . . . it was due for the sale of a great many RESPIRATOR 
mainly to the recommendation of office cushions. 









































“YOU HAVE NO ONE TO BLAME BUT YOURSELF 
WHY DONT YOU GET A RESPIRATOR CUSHION AND 
FORGET THE HEAT LIKE | DO THAT OLD STYLE 
CUSHION YOU USE IS JUST AN 

INSULATING PAD AND INSTEAD 
OF IMDROVING CONDITIONS MAKES 
THEM WORSE. WHEN YOU GO DOWN TOWN 

FOR LUNCH STOP AND GET YOURSELF A 
RESDIRATOR CUSHION AND USE THAT TO SIT 
ON, AND WHEN YOU WANT A BATH, 
USE A GATH TUB “ 


“GOSH, 1 FEEL LIKE ADISH RAG! 
| CERTAINLY WILL BE GLAD WHEN 
THIS HOT WEATHER iS OVER,” 








RESPIRATOR 


CUSHIONS 
ARE SOLD BY 


OFFICE SUPPLY 
AND 
STATIONERY DEALERS 


EVERYWHERE 
L. M. BICKETT COMPANY WATERTOWN, WIS., U.S. A, 


STENCIES 









































a 
UNIFORM SUPPLIES 
CAREFULLY STENCILS 
INSPECTED INKS 
SPEED 0 SCOPE 
SHARP CORRECTION 
aelaaia _— FLUID 
LEAR uT LETTERING 
COPY GUIDES 
DURABLE STYLI 
ART BOOKS 
GOOD FOR SHADING 
LONG RUNS PLATES 
: , ‘ WRITING 
«CAN BE FILED PLATES 
FOR RE-USE | FULLY 
Samples Furnished GUARANTEED 














SPEED O PRINT CORPORATION 
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At Last! 


Keyboard 
Check Protector 


at a Reasonable Price 


| Conventional key-button meth- 
od of setting-up amounts. 
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F & E CHECK PROTECTOR 
Series K-B 





2 Numeral imprint — imposition- 
proof, unalterable figures. 


3 Capacity $999,999.99. 


e 

{ Self-cleaning indestructible 
type. 

= Black morocco enamel finish 

with chromium trim. 


- 


Two-year mechanical guaran- 
6 tee. 


Hand and electric models 
Write for complete information 


Hedman Manufacturing Co. 


1158 Center St., ‘Chicago, III. 





Premier Model 














Removable 
Upholstering 
for the 





**Postur-Chair™ 





NOW for the first time, a posture chair conform- 
ing to the specifications of the American 





r 
| Posture League is available with upholstered 
seat and back. First-class tufted materia! 
covered with imitation Spanish grain leather 


in a pleasing brown shade is made up in the 


form of slip covers that can be drawn over the 
: seat and the back as easily as putting on a glove, 
7 ; e and when secured in place are non-shifting and 
e ; long lived. A softer seat and back rest are thus 
provided and the benefits of truly correct 

posture are retained. 


Because of the exceptionally durable construc- 
tion of UHL **Postur-Chair™ in which lifetime 
| service plus is provided, the upholstering i« 
likely to show wear before the chair itself ix 
affected. In that event, it will be a simple 
matter to take off and discard the old up- 
holstering and obtain and install new. 


DEALERS -UHL Removable Upholstering con- 
stitutes one of the livest merchandising oppor- 
tunities presented to the trade of this genera- 
tion. Hundreds of UHL **Postur-Chair”’ users 


will order as soon as you announce it available. 





And many who have been seeking a genuine 
posture chair with the comfort features of full 
upholstering will now install UHL **Postur- 
Chair."" Take advantage of the opportunity 





| rush your order. 


The Toledo Metal Furniture Co. 
1608 Hastings St.. Toledo, Ohio, U. S. A. 
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resenting the Milwaukee Chair Company, the Polar 
Manufacturing Company and the Imperial Desk Com- 
pany in the New England territory. 


* * * 


Our good friend Alice Ginsburg Donahue, who for 
many years was with G. C. Prince & Sons, Inc., was | 


married to Joseph P. Buckley on August 29. The couple 
will reside in Auburn, N. Y., where Mr. Buckley is in the 
insurance business. 


* » * 


We regret to announce the death of our good and 
loyal frietid, David C. Donaldson, Lowell, Mass., who 
passed away on August 19 after a long illness. He en- 
deared himself to us all by his gentle and kindly man- 
ner and the club extends sympathy to the bereaved 
family. 

7 ” 7 

The above items were gleaned from the N. E. T. Club 

News, official organ of the New England Travelers Club. 


> 





\ Two-handed Job for Best Rural Correspondent, New York. 

One of her weekly columns appearing in the Fairmont, Minn.., 
Sentinel won for Mrs. Susan Frawley Eisele, Blue Earth, Minn.., 
the Country Home magazine award for being the best country 


newspaper correspondent. She won a trip to the big city as a 
result. She is pictured in her suite at the Waldorf Astoria during 
an exceptionally busy moment. While Albert, Jr., the latest ad- 
dition to the family, coos in her arms, she is batting out this 
week’s piece for the paper. At home she manages her home, two 
children, a farm kitchen, garden and poultry yard in her spare 
time. (Underwood portable typewriter.) International News 
Photo. 
aniiiiiliaiiess 
OLD COLONY CORP. OPENS STORE 

Carrying a complete line of office equipment and 
supplies, the Old Colony Appliance Corporation 
opened a store at 30 Main street, Brockton, Mass., re- 
cently. 

Under the managership of Loran G. Harvey, the 
company has stocked one of the most modern and well- 
equipped stores in the territory. 

According to Mr. Harvey the firm desires to receive 
catalogues and other literature of manufacturers in 
the industry and also wants information from dealers 
and manufacturers on dealer set-ups. 


- <—___- 


ZIBART CHANGES LOCATION 
Zibart Bros., book and stationery retailers of Nash- 


ville, Tenn., moved last month to a new location on | 


Church street, next door to the Paramount theater, 
after twenty-five years at another store on the same 
street.—CG 





| for National 


| liked. 
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The Nation Goes Back to School 
___ with its Books in NATIONAL Cases 


No. 405 
Size 16x11” 









School time 
is busy time 


For 
National 


Dealers. 


Briefcases 
are popular 
with scholar 
and teacher 
alike. The 
No.405shown 
here is espe- 
cially well 


The NATIONAL Line 
Is Popular and Complete! 


Dependable quality, durability and attractive 
prices make the National Line a profitable one for 


every dealer. Let us show you how you too can 
cash in on this demand. 


Write us today for new catalog! 


NATIONAL BRIEF CASE MFG. COMPAN 


512 So. Peoria St. Chicago, Ill. 




















ELIMINATES POSTAGE WASTE 


improved 
Triner No. 9-T 
meets postal 
tolerance of 
ONLY FIVE 
GRAINS 


<s 
<3 
<j 
= 0 
<< 
<s 





Increased 
Markets 





Capacity 
9 oz. x Vy oz. 


Never before were the post-office requirements so exact- 
ing. With a tolerance of only five grains now permitted 
many business concerns are wasting money in over-post- 
age because ordinary scales cannot indicate a five-grain 
variation and thousands of scales now in use are inade- 
quate. Your market for Triners is thereby greatly in- 
creased. 


Triner refinements make this close-weighing accuracy 
possible. Permanent balance, special alloyed steel pivots, 
perfect alignment and operation of moving parts, to- 
gether with sturdy, high-grade construction, insure de- 

ndable and lasting service. Capacities nine ounces to 
our pounds in various models, with computing charts 
on those of one pound and over. 


Send for detailed description and prices 


TRINER SCALE & MFG. CO. 


2714 W. 2ist Street Chieago, Hlinois 


























IN WINNING THE BLUE—whether it is an ocean 
liner, a plan, a drawing— it takes the best materials. 
That is why your customers insist upon Higgins 
American India Ink. 

Blacker, smoother-flowing. impervious to 
Time and the Elements, Higgins American India Ink 
has long been the standard of the artist's and art- 
izan’s world. Stock Higgins, and you supply satisfied 


customers with the ink that 








does the best by their work. 





G Gy 
a N 5 


INDIA | Bink 
= 





CHAS. M. HIGGINS & CO., INC. 
271 NINTH ST., BROOKLYN, N, Y 

















solid 
gold 


IRIDIUM-TIPPED 
PATENTED POINT 








I ERE is the largest 

14 kt. solid gold pen 
point ever sold with a 
dollar pen! Featuring 
smart new assorted pearl 
colors and a distinctive 
3-band effect. Packed 
twelve in an original dis- 
play box with transparent 
window that keeps out the 
dust while permitting full 
vision. Also, as a running 
mate, sell our pencil No. 
83, which matches pen 
833P and permits the sale 
of many sets to increase 


your volume and profit. No. 833P 


Only two of the many 81.00 
new numbers retail- 
ing at 0c to $1... 
send for our latest 


‘ omplete catalog. 


Davip KAHN. 


North Bergen, N. J 


Nerld s Finest 
Instruments 








INC. 


Since 1896 The Popular Priced Writing 

























OFFICE APPLIANCES 


GREEN RIVER ANTI-PEDDLER ORDINANCE 
IS SUSTAINED 


The little town of Green River, Wyo., appears to have 
shown the way to the entire United States, in respect 
to a practical plan for controlling itinerant salesmen. 
Its ordinance, emulated by Cheyenne, Wyo., and many 
other communities, has recently received full approval 
of high courts. 

The ordinance declares a person to commit a nui- 
sance, who, uninvited, enters private property to sell 
or solicit orders; and sets up the minimum fine of $25 
with a maximum of $100. 

The ordinance was sustained by the United States 
Court of Appeals, in the suit instituted by a nationally- 
known brush company. The company then had its 
representative go house-to-house in Green River, ex- 
plaining that he was not permitted to solicit orders 
uninvited, but offering housewives a free brush in ex- 
change for a signed invitation to call. Green River 
alleged this to be an ordinance violation, a view in 
which the District Court agreed. 

The Wyoming Supreme Court also declared the prac- 
tice illegal. In handing down the decision, Justice 
Kimball, for the court, affirmed the constitutionality 
of the ordinance. He said: 

“The ordinance has a real and substantial relation 
to the purpose of protecting occupants of homes from 
disturbance, and we think it is an authorized and rea- 
sonable exercise of the police powers of the state dele- 
gated to the town council. Insofar as it restricts the 
defendant’s activities in going uninvited to private 
residences for business purposes, it does not deprive 
him of any rights guaranteed him by either the Four- 
teenth Amendment to the Federal Constitution or the 
invoked provisions of the state constitution.” 

Cheyenne, Wyo., has found its ordinance very valu- 
able in controlling out-of-town salesmen. Soliciting by 
local concerns goes on, office to office, and house to 
house, just as before. The authorities rule that the 
ordinance applies only to representatives of concerns 
which do not have taxable property in Cheyenne. 

——— 

LEVAY & SNYDER OPEN FORT WAYNE STORE 

LeVay and Snyder, Inc., Mimeograph distributors for 
Fort Wayne and vicinity has leased a store building at 
136 East Washington boulevard for a period of sev- 
eral years. E. J. LeVay, who will be local manager, has 
been in the employ of the A. B. Dick Company for the 
past eleven years and will move to Fort Wayne from 
Kansas City. Mr. Snyder, his partner, will continue his 
distributorship in Toledo, Ohio. The company in Fort 
Wayne is organized to sell and service Mimeographs 
and to sell all types of mimeograph supplies. It was 
opened for business here Monday, Aug. 3.—CA 

ee 
AUTOCOPY ANNOUNCES SALES PLAN 

Autocopy, Incorporated, has developed a new sales 
plan whereby the company’s products are being sold 
through established dealers and sales agents. Formerly 
the duplicators and supplies it manufactures were sold 
direct from company to user. 

Autocopy, Incorporated, was organized by Samuel 
Offer, president of U. S. Duplicator Company. He is 
also president of the new organization. 

Associated with Mr. Offer as sales manager is G. H. 
Abbott, one of the best known men in the field of 
duplicating machines. He spent twenty-two years with 
one of the leading manufacturers in the industry, oc- 
cupying the position of president of the company. 

To fit in with the new policy, new machines have 
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MAIL IT TO VAIL! 


A BUYWORD THAT HAS HELPED BUILD THIS MAGNIFICENT PLANT 


“Mail it to Vail” has become a habit with profitable to dealers everywhere. Through 
thousands of dealers when they are in the service to the trade it has helped build our 
fine new plant, with its enlarged facilities for 
greater efficiency in handling dealers’ re- 
* ; ; ; quirements. 
When Vail dealers need these itemsinahurry ca, -..- er , : 

oom Mail it to Vail” is growing daily as a popular 
they know that their order, when they “Mail ‘ge ‘ ° : 
“+ to Vail.” ieiligg slogan. In it we recognize a pledge of highest 
. “A = oe eer aS «s on ig “Ample quality products, 100% dealer cooperation 
stocks are Kept constantly on hand. and diligent service. Its maintenance will al- 


market for quality clips, pins, thumb tacks, 
staples and brass fasteners. 


“Mail it to Vail” as a buyword has proved ways be. our aim. 


VAIL MANUFACTURING COMPANY 


900 East 95th Street Chieago, Hlinois 














The NEW Bentson 


Standard Line of Steel Desks 





As a fitting companion to Bentson steel files and storage cab- rubberized fibre bumpers. All small drawers operate on channel 
inets, which have been well received by the trade for many years, suspensions; large drawers on roller bearing suspension slides. 
we announce Bentson Steel Desks and Tables. The double ped- Solid cast bronze hardware is used. 

estal flat top type, which comes in several sizes, is shown above. Catalog No. 38 shows the full Bentson standard line of steel 
Bentson Steel Desks and Tables are well made. The tops are stain desks, tables and typewriter stands in many varied styles and 
proof linoleum. Noise in drawer operation is eliminated by using sizes. A copy will be yours for the asking. 


THE BENTSON MANUFACTURING CO., AURORA, ILLINOIS 














this new 
in the modern vogue. 
Pleasing in line--rich, luxurious and har- 
monious in appearance—enduring in use 
this new suite is an eyeful. 


MAJESTIC STYLISTS offer 


number strictly 


There is no substitute for leather in charm 
And in Majestic creations 


OFFICE APPLIANCES 


No. 830 Sofa 
Chair to match 


The Majestic trademark is a real advantage 
to every dealer in office furniture. It is 
available to a limited number of reputable 
merchants. And it makes good money for 
them. 


Did you get a copy of our new catalog? 


MAJESTIC LOUNGE COMPANY, Inc. 
NEW YORK OFFICES AND SHOWROOMS 
6 West 18th St., New York 





and good taste. 
you find leather at its best. 


CHICAGO SHOWROOM ° MERCHANDISE MART 
Factory Bridgeport 











he ALMA Line — 


| Good, Honestly-made desks in the low price brackets 





No. 1161-F 
60 x 32” 





i] 
No. 1100 Series is complete with all standard sizes. Made in combination walnut, mahogany, quartered Oak. 


ALMA DESK COMPANY NORTH CAROLINA 








OCTOBER, 1936 


been developed under Mr. Abbott’s direction especially | 


for new dealer contacts. These machines are somewhat 
lower priced than others now on the market for similar 
purposes. All employ the gelatin roll principle. One of 
the new machines, the Quik-Copy model, is now being 
introduced. It is made especially for school use and 
particularly for individual teachers. It also has appli- 
cations in other fields. 
— 
BARKLEY ADOPTS NEW LABELS 


As a further aid to merchandising its complete line 
of filing supplies as well as to create an outstanding 
means of identifying the various items, the C. L. Bark- 





These New Labels Have Been Adopted by the 


C. L. Barkley & Company, Chicago, as a Means 
of Aiding Dealers and Identifying Its Output. 


ley & Company, 517 South Jefferson street, Chicago, has 
adopted a set of new labels with which to mark its 
goods. 

The labels, illustrated here, will be in various colors to 
distinguish the different products. This color scheme, 
it is said, was decided upon also as a means of aiding 
dealers from a standpoint of display on shelves and 
counter. 

—_——<>—_—___ 
DICTAPHONE CORPORATION ENLARGES 
DETROIT BRANCH 


The Dictaphone Sales Corporation last month com- 








pleted the enlargement of its Detroit quarters, increas- | 


ing the available space more than fifty per cent to 


accommodate the Dictaphone business in Detroit and | 


its metropolitan area. 

According to E. M. Thal, branch manager, the new 
arrangement of the establishment at 2011 Park avenue, 
will include provisions for a modern and complete 
school for Dictaphone secretarial training which will 
be under the supervision of Miss Natalie Swimmer. 

——_ ~<p>__— 
PARKER SALES SET NEW RECORD 


Showing an increase of more than 69 per cent over 
a similar period for 1935, the net United States sales 
of the Parker Pen Company, Janesville, Wisconsin, were 
the largest for any August in the forty-five years’ his- 
tory of the company, and the largest for any single 
month since December, 1930. 

That was the statement recently of George S. Parker, 
chairman, who attributed the sales increase to the 
widespread acceptance of the new Parker Vacumatic 
pen, together with a nationwide advertising campaign 
recently launched by the company. 

















CERTIFIED 
PAPER 





for 


Cash Registers 
Adding Machines 
Stenotype 
Teletype 
Police Signals 
Addressographs 


Red ink end-marked. Va- 

riety of sizes, colors, car- 

bonized, duplicate and 
triplicate rolls. Precision- 
made to insure perfect 
operation. 


(62/(N)] 


LYNN PAPER PRODUCTS MFG. CO. 


2000 HOWARD ST DETROIT, MICH. 




















THIS NEW 


NATIONALLY ADVERTISED 


UNIT IS MAKING AN 


AMAZING 
RECORD 


@ One year ago this EXECUTIVE FILE was first made. Its sule 
has been phenomenal. the executive who uses it and the 
dealer who sells it are glowingly enthusiastic, because it does 
bee oe for the executive and consequently reflects credit on 
the dealer. 


@ The executive can 


READ WITHOUT REMOVING 


because the unit has the famous Automatic Expanding and 
compressing drawer with the wide and ever-present “V."" That 
mass of private papers, corr nee and fidential docu- 
ments every executive has, may now be kept at convenient 
arm’s length more compactly and efficiently than ever before. 
Quantity production has helped make the selling price low. 
@ These features and a nation-wide advertising campaign are 
responsible for its successful sale. Beginning in October we 
resume our National Advertising interrupted by Vacation 
months. The appeal will be for the executive to give this as an 
Ideal Christmas Gift to a friend as well as himself. Past results 
have proven numerous inquiries will again arise. Some will be 
im or near your city. 


CASH IN ON OUR NATIONAL ADVERTISING 
WRITE at once for further description, prices, and our dealer 
proposition. 


AUTOMATIC FILE AND INDEX CO. 
Room 200, 629 W. Washington Bivd. CHICAGO, ILL. 
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DOPP-CRAFT sets up A NEW 
STANDARD FOR MODERN 
BUSINESS & SCHOOL CASES 





ZIPPER BRIEF CASES — RING BINDERS— | 


| a conversation which runs as follows: 


UNDERARM ENVELOPES SECRETARY 
“coe AND SPECIAL 
A 





Write for our new Catalog which shows many 
new numbers 





CHARLES DOPPELT & CO. 


Opposite Merchandise Mart 


412-420 ORLEANS ST., CHICAGO, U.S.A. 





CARBON 
PAPERS 


TYPEWRITER 
RIBBONS 






Developed for da 
Discriminating Trade 


The Codo Manufacturing Corporation was built 
by salesmen. It was established and is now mak- 
ing progress because these men knew that better 
grade carbon and ribbon is in demand and can 
be sold in large volume if uniform results can 
be assured. The success of Codo Ribbons and 
Carbons is proof of their better quality. The 
fact that these products are sold in profitable 
quantities at various markets testifies to the op- 
portunities now available elsewhere. Write for 


details. 


Codo Manufacturing Corp. 


Coraopolis, Penna. 


New York Chicago 














| 
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CLEVER AD TIES MARKWELL IN 
WITH POLITICAL SPEECH SKIT 

A clever and interesting folder entitled “An Imagina- 
tive Impression of a Politician Calling on a Statesman 
with the Markwell Paper Fastener” has recently been 
issued to the trade by the Markwell Manufacturing 
Company, Inc., New York City. 

After congratulating the statesman on his “raddio” 
broadcast of the evening before, the politician begins 


Politician: You know, it seems to me that in keep- 
ing with the Administration’s policy of “Economy and 
Prosperity for all”—(at the mention of the word “Pros- 
perity” the Statesman turns aside sorrowfully). There, 
there, I’m sorry. Anyhow, you will agree with me that 
TRUE prosperity means the finest and most efficient 
equipment, and this new little Markwell Fastener that 
I have here is a Wow. Try it. 

Statesman: (drives two or three staples, and looks 
up with a broad beaming smile) It does work rather 
well. 

Politician: You said a mouthful. 
Touch” machine. 

Statesman: (suddenly dives into a drawer and pulls 
out a mass of statistics) My records show that in the 
month of January my stapling machine clogged twen- 
ty-six times; in the month of February it clogged 
thirty-seven times; in the month of— 

Politician: Nuff said. Why, this Markwell fastener 
just can’t clog because of the way it is built. (Pro- 
ceeds to point out the front door and precision features 
of the Markwell fastener.) Let me tell you with this 
machine we can sweep the country. Staple security 
and a precision, front door stapling machine. Boy, 
what a platform. 

Statesman: All right, send me six and send my re- 
gards to Herbert. 


It’s a “Finger 


ilies 
HOUSTON COMPANY EXPANDS STORE 

Plans of expansion and improvement which include 
breaking through to an adjoining store and the instal- 
lation of air-conditioning equipment have recently been 
completed by the Houston Printing & Stationery Com- 
pany, Houston, Texas. With the work completed the 
organization now has entrances to its establishment at 


| 607 San Jacinto street and 1208 Texas street. 


At the same time the company, which is the local 
representative of the Pronto File Corporation, 636 
Broadway, New York, has added to its personnel, en- 
gaging two more outside salesmen as well as a number 
of store employes. The firm now has six outside men 


| taking care of its territory. 


a a 
COOPER RESIGNS FROM MUNSON COMPANY 

Ending nearly seventeen years of association with 
the Munson Supply Company, New York, Irving Cooper, 
manager of the Philadelphia branch at 521 Real Estate 
Trust building, resigned last month, to enter into other 
activities outside the field. 

Mr. Cooper bears an enviable reputation and record 
in the industry, having been manager of the Philadel- 
phia district for fifteen years, and prior to that ap- 
pointment was manager of the Cleveland and Cincin- 
nati offices. During his time with the company he has 
equipped between forty and 50,000 typewriters, adding, 
billing, and bookkeeping machines with Munson Rub- 
ber Keys. 

According to Mr. Cooper’s plans he will take a short 
vacation and rest before taking up his new activities. 
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‘*Tmmortals.”’ 
Pool your 


shipment with 
stitutes ‘‘Fine Furniture.” 


INDIANA 


Vew Indiana 
Chairs 


Sheraton 


is recognized as the most dis- 
tinguished furniture designer 


His name is engraved upon the scroll of the 
Our No. 3000 Series is a true 
Sheraton, and is highly appreciated by Ex- 
ecutives, who have a knowledge of what con- 
This suite would 


DESK COMPANY, 
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of the 18th Century 


grace the private office of any “President.” 
The beauty of design is heightened by the use 
of genuine walnut exterior and interior, and 
richly figured quartered walnut veneers, beauti- 
fully finished. Increase your sales and profits 
by featuring this gorgeous desk. 


Jasper, Indiana 




















THE Convertible 


CUSHION 


Popular the Year ‘round 
Especially in demand NOW 


The CONVERTIBLE offers exceptional opportunity for 


profitable business. The fibre side makes a cool, com- 
fortable seat, protects the clothing and is long wearing 
and durable. For winter, the cushion is reversed, put- 
ting the velvet corduroy surface in use. 

The “Perfect” line includes several other numbers no- 
tably the EXECUTIVE, a 2-inch sponge rubber cushion 
covered with thick pile velour, boxed edges, in brown, 
green, taupe, blue and maroon—the COMMERCIAL, 
one inch, and the JUNIOR “ths inch thick. 
STATIONERS—tfull details will be sent you promptly 

on request. 


The Perfect Rubber Seat Cushion Co. 


5200 Akron Street Philadelphia, Penna. 














New Indiana Chair Co. offers this 


fine number in sol- 
id walnut or birch 







No, C-301 


For quality in office chairs, compare the 
New Indiana line: pool shipments with In- 
diana Desks reduce cost and expedite serv- 


ice. Catalog and details on request. 


NEW INDIANA CHAIR CO. 
JASPER, INDIANA 
SS LLL RE 
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The New 
BRIGHT 
CATALOG 
IS READY 
Ask for your copy! 





LEATHER styled and customed to please 
the most discriminating. 
promise you find fulfilled in this new 
luxurious BRIGHT suite. 
fortable, long wearing, a credit to every 
office. And it’s priced right! 

Our new catalog illustrates and describes 
this and other new BRIGHT suites. 
Write for it today. 


BRIGHT CHAIR CO., Inc. 
127-133 Bleecker St. 
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That is the 


Cosy, com- 


NEW YORK, N. Y. 























A new PAPER FASTENER 
makes friends quickly 


Check over these features: 1.—A finger pressure 
slides the lock-bar to one side, releasing both 
prongs simultaneously. 2.—Though the lock-bar 
releases easily, it binds both prongs securely— 
avoids accidental opening. 3.—Entire face of 
SlideLok Fastener closes so no parts are exposed 
to catch or tear other papers. 4.—SlideLokFas- 
teners open and close much more quickly, reducing 
usual filing time at least a half. 5.—File clerks like 
the absence of loops or catches that usually re- 
quire thumb-nail urge to open. 6.—A\ll these ad- 
vantages at no increase in cost. And we will 
protect you in your territory, too. 


SLIDE Lok 


(Patented) 





Samples and 
prices gladly 
sent. 


JOSEPHSON MFG. CORP., 401-403 W. 14th St., New York, N. Y. 


BURNS 


Auto-Liner 
Copyholder! 


The New 





With a “Remote-Controlled” 














a Pl “er > 

LIN E Gl IDE 
Here's a 1936 copyholder that promises substantial profits to 
stationers. Has a “remote-controlled” line guide—dual copyholding 
fixtures —tirm, non- eae base—easy, quiet operation—with a retail 
price of only $12.5 Equipped with mechanical stop, adjustable for 
single, double or ~ A. spacing. Write for literature (and discount 


sheets) describing the new Burns Auto-Liner, Burns Telephone Brack- 
ets and other profitable Burns office specialties 


AMERICAN AUTOMATIC ELECTRIC SALES CO. 
1033 West Van Buren Street, Chicago 
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TWO OBJECTIVES ACHIEVED BY DENVER STEEL 
FURNITURE GROUP 

The past three years of organization have shown the 

value of the Steel Furniture group, Denver organization 

for price protection and merchandising assistance to 

members, according to F. C. White, chairman. Mr. 


White is manager of the office furniture department of 


the Kistler Stationery Company, Denver. 

With volume of sales increasing, the group is engaged 
in the fight to check underselling in quantities by 
houses in other districts. Communications are being 
sent to the National Stationers Association as part of 
the nation-wide drive on this problem. 

By expanding operations into practically all office 


furnishings, the group has brought in all regular deal- | 
ers in the Denver territory. A two-point program is fol- | 


lowed. Keeping down price cutting is the foremost fea- 
ture, but education of the consumers is an issue given 
equal prominence. Getting the buyer to understand 
the problems of the retailer, by means of an educational 
campaign handled by representatives of all member 
firms has practically eliminated the demands for price 
allowances. 

Price considerations are all handled on the basis of 
cost of per filing inch, so that differentials between sizes 
and definite price fixing are eliminated. These factors 
result in the settling of most differences on the price 
question. 

The big problem of the day remains the sale at a 
discount to large firms with offices in Denver by large 
Eastern outlets. If this practice can be checked, the 
group expects to drive through to a season of large 
orders, with a stable profit established during the com- 
ing winter months.—_ATW 





When He’s Not Acting He’s Trying Out His New 


Royal.—Jackie Cooper, M-G-M juvenile star, 
was recently made happy by becoming the proud 
owner of a Royal portable. 


—— 


OFFICE FURNITURE ADDS GENERAL VOLUME 

The addition of a full line of office furniture by the 
Great Bend (Kansas) Typewriter Exchange, has built 
general volume twenty per cent, according to H. C. 
Colegrove, owner, in six months. 

Mr. Colegrove carries the new and used desks, chairs, 
filing equipment, in both wood and metal. His reason 
for putting in these added lines is that typewriter cus- 
tomers are ninety per-cent a logical market for other 
office supplies and furnishings. 
is being put on his established typewriter clientele, 
covering Great Bend and many towns in a forty-mile 
radius, serviced by his outside salesmen for typewriters. 

—-ATW 


His promotional effort 
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NEW-MODERN 
ZIP-PLANE 
TRAVEL 
CASE 








No. 
580 


The OVERNITE CASE for AEROPLANE TRAVELERS 


Mashek again leads the way in modern up-to-date Cases for 
Aeroplane Travelers. Designed for personal effects as well as 
business papers, samples, etc. Lightweight—durable—it meets 
all requirements. Steel frame, leather covered with rein- 
forced sides and gussets, assures rigidity and protection. 
Lined throughout. Center divider forms pocket with 1I!/2” 
expansion which has slide fastener, also expansion pocket and 
2 leather lift loops. A |” leather strap and Flip Buckle on 
inside case. Drop handles, double slide fasteners opening 
from top with lock covered by leather flap with button. 


ALSO “EXPANDO” and “BOX FORM” ZIP CASES 


These New Mashek Cases are making a big hit. They come 
in various sizes and styles—open flat and are supported by 
heavy metal studs when standing. Most practical for men 
and women in travel-business—golf and school. 

Write for Catalog No. 20 and prices. 


FRANK MIASHIEK( @ co: CO 


“If it’s made with Leather, MASHEK makes it Better” 














Aackhawanna 
eathers 





Where the finest is required in up- 
holstery leathers, whether on land, on 
sea or in the air LACKAWANNA 
LEATHERS are used. 


The new United States Supreme 
Court, the new battleships and des- 
troyers of the U.S. Navy, and the new 
Douglas transport sleeper planes are 
all equi ~y with LACKAWANNA 
LEATHE 


LACKAWANNA LUXOR LEA- 
THERS have been developed to meet 
the demand for a more satisfactory 
leather at a moderate price. Samples 
sent on request. 

























The Lackawanna Leather Co. 
1000 Grand Avenue, Hackettstown, N. J. 
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GF SALES SCHOOL CLASS INCLUDES WOMAN 


Ss “The Sensation For the first time in the history of The General Fire- 
\ } proofing Company, Youngstown, Ohio, manufacturers 
be of the | of office equipment, a woman sales representative at- 


tended the school held by the company early in Sep- 

tember to show salesmen how the equipment is manu- 
| factured. She was Mrs. E. E. Minnerly, Springfield, 
Mass., who with sixty men from twenty-one different 
states, spent almost a week at the plant. 

“Conditions are pretty fair in the East,” Mrs. Min- 
nerly said. “Business is good.” Her sentiment was 
echoed by the rest of the class, all of whom are ex- 
pecting good fall trade. The September class made a 
total of nearly 275 sales people who came to Youngs- 
$750 town during the year to attend The General Fire- 

LIST proofing sales school. 
Walter Bender, vice-president in charge of opera- 
tions, and other operating men explained the various 
processes in the plant. Such facts as the following 


Th e? New PARCEL POST were gleaned from the class: 


The plant uses about 2500 tons of steel sheets (cold 
and OFFICE SCALE by BORG rolled and black) in a month. The cold rolled sheets 
pig: :. i A are used on the outside because they take paint and 
with 25 Exclu sive N ew I eatures! enamel better. The black sheets are used on the inside 
of the products. 
At present about 1400 men work and the work week 


Year’ 








“The biggest contribution to the Stationery 
Field for 1936."" That’s what they said about this 


revolutionary new “Scale by Borg.”’ It’s modern, is forty hours. Some departments operate three shifts. 
compact, precision built, outstanding in appear- The men are paid under a bonus system. 
ance and performance the kind of an office scale Spot, torch, and are welding are used with the arc 
your customers are looking for. : : , : : : 
We welding predominant in the steel furniture fabrication 
WRITE TODAY FOR FULL DETAILS and the torch in aluminum welding. 

Manufactured by the SCALE DIVISION Some 30,000 pieces of blanks used in the assembling 
GEORGE W. BORG CORPORATION of safes, filing cabinets, desks, chairs, etc., are made 
169 East Ohio Street CHICAGO, U.S. A. from the raw material supplies. 


Five hundred thousand board feet of lumber is used 
a month to crate the products going to all parts of 
the world. In addition tons of cardboard are also used 
for wrapping purposes. 

An average of about 25,000 gallons of enamel is used 














PARENy Ans es in the painting and finishing of the products. Natural 

f- $ omens = | wood grains are reproduced perfectly on steel office 
BUSINESS MEN | equipment to suit eashimeone ot the buyer.—AK 
cHILORE Ae : A | MIDWEST TRAVELERS NEWS NOTES 

-) wo be | The Midwest Travelers group last month welcomed as 

; Mey |} a new member Lyle S. Turner, who represents the W. A. 

j a | Sheaffer Pen Company. Mr. Turner formerly repre- 

RS — | sented Sheaffer in the Chicago territory, but was re- 

SS | cently transferred to the Kansas City district, with 


headquarters in Kansas City, Mo. 


INTERESTED IN CURRENT EVENTS ae 
Fred Beem, Schooley Stationery and Printing Com- 
lan be | pany of Kansas City, spent his vacation the last two 
weeks in August in Colorado. During his trip he had 


the unique experience of breaking the axle of his car on 
A Weber Costello Globe of the World |) top of Pike’s Peak, the highest drive in the world. 


* «€ > 


Display Weber Costello globes in your window and 


on your counter and watch how they attract the E. J. Mitchell now represents the Trussell Ring Book 
attention of your customers. and J. L. Hanson Album and Scrap Book Lines. Mr. 
Resides being accurate, complete and up to date, Weber Costello Mitchell and his son, Barrett. who represents the Levin- 
alobes are attractive. With their modern style bases and the son and Blythe Company, were visitors in Kansas City 
harmonizing pastel colored maps, they are a credit to any living- . th lat t fA t 
room, library or office. Suggest them to your customers for in 1e latter par Oo ugust. 
aifts., prizes, or for a useful and handsome addition to their > 
homes. Just a suggestion is all that is needed when Weber DAVIS HEADS BURROUGHS NASHVILLE OFFICE 
Costello globes are i stock. : : . : 

7 - oe , - L. R. Davis arrived in Nashville, Tenn.; September 15 

rite today for the new giobe catatog from Columbia. Ss. C.. to become manager of the Bur- 


iddress Dept. G1048 








roughs Adding Machine Company office in the Medical 
Arts building on Seventh avenue North. H. A. Brun- 


Wi t 1 ' ¢ 4 SI ! | i ‘ | 4 o| son, formerly manager at Nashville, has been trans- 


OOP Lee ee ee Lee ete keeles ferred to San Antonio, Texas.—CG 
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Experience 
that Counts 


SIXTY years of desk making has 
this definite implication — Jasper 
Desk Co. desks have given consist- 
ent satisfaction. That is because of 
expert construction, designs are 
kept up to date and only best qual- 























NO. 817 


A popular number. 
Full quartered oak. 
Five lengths—48 to 














i 
E 
| 








— 72 inches; 32 and 34- ity materials are used. And yet " 
Soe weceens ontenies Jasper Desk Co. desks are reason- | Rr, -2 
suns. ably priced. Park oes ee 





Our catalog presents a wide range of styles. We'll gladly send a copy. 


| JASPER DESK COMPANY, JASPER, IND. 


—_ —— 





























Popular Office Chairs 


QUALITY CRAFTSMANSHIP 
MODERN STYLING . . . 
EXTRA COMFORT 


Office furniture dealers can make greater progress 
and do more business with Jasper Seating Co. 
| chairs. Keyed up to present day demands in points 
of style, construction and comfort, their self evident 
| 3 value often clinches the sale for the entire en- 
| ; semble—desk, table, cabinet, etc. Good furniture 





...+ prompt shipments. Catalog and details on 


request. 


asper Seating Co. 
JASPER, INDIANA 


CHICAGO: L. H. Farber NEW YORK: 
329 So. Wabash Ave. Office Furniture Warehouse Co. 
Phone: Webster 3217 573 Broadway 




















52 OFFICE APPLIANCES 








No. 1104—66"x36" 


A RISHEL MODERNE 


In Genuine American Walnut 


Newest 10° map — shows Ethiopia as 
claimed by Italy. Rich two-tone an- 
tiqued ivory finish. With 16-page 
booklet. Can be retailed for $1.50. 


Write for our catalogue Vo. 6 showing 


Style Craftsmanship Beauty 


Ask for New Catalog 
of Complete Line 


our complete line of sizes and _ styles. 


Some Desirable Territory open 
for Experienced Salesmen 


REPLOGLE GLOBES INC. 


J.K. RISHEL FURNITURE COMPANY TIE Meni tie) Reval llellele 


Williamsport, Pa. New York Representatives and Display Rooms 


HERMAN KASHINS 225 FIFTH AVE. NEW YORK 














| 
¢ 
: 
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For More 
and Better Business 


Readers of Office Appliances 
have a constant source of 
useful ideas. 






The journal contains 
thoughts that many identi- 
fied with office equipment 
can use to advantage. It is 
a common meeting place for 
the exchange of worth-while 





The IDEAL Ring Box Portfolio 





A sensational Portfolio just R-1-11—I mitation information. 

created and placed on the Leather .$3.50 1” Rings 

market. R-2-11—Genuine Cow- If you want more and bet- 
As its name indicates it is a hide. $5.50 1” Rings ter business, you can profit 
Ring Book Metal built into R24%-11—Genuine Cow- by a subscription to Office 
41 Box Portfolio. It is hide. .$6.50 114” Rings ‘ 1j SIE Domestic rates 
strong, easily handled, se- R14 4-11—I mitation App aps es. OMIESUC Fe 
eure and has unlimited use. a are $2.00 a year, two years 
The Ideal Ring Box Port- .. $4.50 114” Rings for $3.00; Canada, $2.50 and 


$4.00; Foreign, $3.00 and 
$5.00. 


folio stands unsupported, is Equipped with an eleven 
dustproof, made in letter tumbler Lock on front edge 
size in genuine Cowhide or $2.50 additional. 

Imitation Leathers. 1” and Order this new sensation 
1%” Rings. NOW. 


The Office Appliance Company 


417 S. Dearborn Street 
Chicago, III. 
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The 1s L. Hanson Co. casa salen 
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EXPORT NUMBER, UEF NEWS, CIRCLES THE GLOBE 


The August issue of the UEF News, published by the 
Underwood Elliott Fisher Company at One Park ave- 
nue, New York, brings to the reader thirty-two pages 
of picture and story of unfamiliar lands but of familiar 
substance: the merchandising of office appliances. 
Thirty-two pages, exclusive of the cover, the front 
page of which shows reduced reprints of titles clipped 
from twenty-two foreign newspapers. On the back a 
UEF slogan appears in six foreign languages and Eng- 
lish, and inside the front cover is a prefatory note in 
five tongues. 

The pages open to romance such as one dreams may 
be found by “a tall ship with a star to steer her by.” 
F. D. Lehn, export manager and associate editor, writes 
and illustrates with galley, caraval and steam liner— 
the first article which takes cognizance of some of 
the problems of modern international trade. Follows 
then Rolf C. Hofer, sales director for continental 
Europe, with an “Aerial View of the European Sales 
Stadium.” Subsequent pages are devoted to stories and 
cuts of the UEF scene in Palestine, Holland, Belgium, 
Switzerland, Sweden, Great Britain, Canada, South 
Africa, Australia, Spain, Portugal, Czechoslovakia, 
Hungary, Norway, Poland, the Philippines, Hawaii, 
South America, the Far East. With the stories of the 
dealer companies in each country are shown portraits 
of executives, in some cases pictures of the selling staff, 
portraits of prize winning salesmen in the European 
Holiday sales contest, exterior and interior views of 
some of the places of business, window displays and a 
few “here and there” pictures of places and persons. 

The page devoted to business in the Orient carries 
Chinese, Korean, Japanese, and Four Hindu vernacular 
translations of the UEF slogan “Underwood Elliott 
Fisher Speeds the World’s Business.” The characters 
of these latter—the South Indian versions—are done 
with incisive strokes that make a strong appeal to the 
eye. 


The Export Number of UEF News is an attractive | 


and stimulating piece of work. 
scmmeiiiliinmai 
KIER OPENS CHICAGO OFFICE FOR ROBOTYPER 

William E. Kier has opened up Chicago offices in the 
Merchandise Mart, Room 11-109. The Robotyper is an 
automatic typewriter which was described in Office Ap- 
pliances some months ago. It is made by Automatic 
Business Machines, Inc., Pittsburgh. 

Mr. Kier has many prominent connections. He is 
well known among Chicago business men. He organ- 
ized the Kier Letter Company and operated it success- 
fully until he sold it. He developed and marketed 
equipment for personalizing letters and printed matter. 
At one time he was vice-president of the Chicago Ad- 
vertising Club and later was president of the Rotary 
Club of Chicago. His name had hardly been painted on 
the door when he sold his first machines. He is en- 
thusiastic about Robotyper and the field for it in the 
Chicago district. 

_ 
CAREFUL APPEARANCE MAINTENANCE WORK 
INCREASES RENTAL VOLUME 


The typewriter department of the Electrical Appli- 
ance Company, 354 South Broadway, Los Angeles, has 
greatly increased its rental business through appear- 
ance reconditioning of machines at intervals of not 
more than three months. 

With practically no promotional work except in the 
form of personal contacts, this store has built up 
around 150 regular rental customers in the three 
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EFF & C POSTURE CHAIRS 
ARE 


PREFERRED 


~ 


No. 1 Eff & C 


PREFERRED because: 


they embody Scientific Posture Principles. 
Only quality materials are used in their 
manufacture. 





Every chair carries a five-year guarantee 
against imperfections. 


Superior workmanship and sturdy con- 
struction are reflected throughout. 


Sold Through Dealers only. Write for Catalog. 


The Fritz-Cross Company 
304 East Fourth St. St. Paul, Minnesota 














resto--- 
Change!!! 


The Stain Has Gone!! 


DYECLENE does it! 


Your hands may be clean but dye stains 
stay and often mar their appearance, giv- 
ing the impression of dirt where none ex- 
ists. As for instance ... hectograph and 
ink pad stains. Office folks are constantly 
using them and what ugly stains they 


make. 
That is why we urge you...TrFr M 
DYECLENE! 


Other hand cleaners may remove ink stains 
and even dissolve the dye, but only spread | 
the color over the entire skin. 
DYECLENE destroys the color and re- 
moves the stains instantly ... destroys 
and removes instead of spreading. And you 
will marvel how soft and white DYE- 
CLENE will leave your hands. Absolutely 
no injury to the skin. 

Send for a sample bottle of DYECLENE 
and be convinced. Do it TODAY! 


Patent Applied For and Manufactured 
Exclusively By 


AMERICAN MANIFOLD PRODUCTS CO. 


MANUFACTURERS OF HIGHEST QUALITY 





TYPEWRITER RIBBONS AND CARBON PAPERS 


2900-2924 Darwin Terrace Chicago, Ll. 














Territory for Energetic Agents Still Available! 
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DEALERS: I seu ropay 


4 FORTUIS 














@' describes a great line of steel filing equipment 
that can make sales and profits for you, It’s the 
big A-S-E “AURORA” line. 


A-S-E “AURORA” files offer 
definite points of superiority 

such as . . . continuous drawer 
suspension . . . all welded, twist- 
proof construction . . . modern 
design . numerous features 
that give you real sales help. 


PLUS —prices that give you 
both an extra sales advantage 
and a good profit. Get aboard 
with this great line of A-S-E 
steel equipment SEND TO- 
DAY FOR YOUR 

COPY OF CATALOG 

FE-1. 








ALL-STEEL-EQUIP COMPANY 


INCORPORATED 


602 JOHN STREET AURORA, ILL, 








Yours For the Asking / 


Deck Sete 
Decl. Pads 
Blotters 2 
Aecerrories 2 





Our NEW Catalogue 


STATIONERS SPECIALTY CORPORATION 
19 W. Qist St., N. ¥. C. 


Send your new complete catalogue and trade discount sheet to 


Firm 


Address 





By | 
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months of its existence in this location. The appear- 
ance of the machines kept out on rental work has 
from an advertising standpoint—been responsible for 
much of this business. 

Most of this store’s rentals are handled either on a 
one month or a three-month contract basis. Machines 
coming back at the end of one month are always care- 
fully inspected but they seldom need appearance main- 
tenance. Those out three months usually need “touch- 
ing up.” This consists of painting the frame, putting 
on new nickel where it is needed and so on. 

“No matter how well a machine works, if it doesn’t 
look like new, the customer isn’t pleased with it,” says 
Mort Seymour, head of the typewriter department. “A 
half-hour of work on a machine every three or four 
months is the only thing required to maintain that 


—— 


’S “ALL PURPOSE LINE” CARBONS 
WINNING ACCEPTANCE 


Since its announcement a few months ago, National 
“The All Purpose Line” carbon paper made by The 
Buckeye Ribbon & Carbon Company, Cleveland, Ohio, 
has enjoyed a favorable reception among dealers, say 
the manufacturers. Accompanied by an illustration of 
the box in which it is packed, the National line was de- 
scribed briefly on page 34 of the August issue of Office 
Appliances. 

Some specific details not previously presented are as 
follows: 

It is confined to one weight and three coatings, the 
latter controlling writing strength. In referring to the 
restriction, the Buckeye company says, “This one weight 
of carbon paper with its various coatings can be suc- 
cessfully applied to practically all requirements,” which 
simplifies the problem of accurate selection of an ap- 
propriate carbon for a specific type of work. The usage 
range achieved by the three finishes—hard, medium 
and intense—is an interesting accomplishment. 


BUCKEYE 


— — >} — — 


DoMORE DISPLAYS AT THREE CONVENTIONS 

A fine display of chairs and posture chairs was made 
last month at the Michigan Medical Association’s con- 
vention in Detroit by the DoMore Chair Company, EIlk- 
hart, Ind. The display was a center of interest among 
the delegates, who were particularly impressed from a 
medical and physical viewpoint by the many types of 
posture chairs manufactured by the DoMore Company. 

According to officials of the company, similar displays 
will be made at the National Safety Congress in Atlantic 
City, and the National Independent Telephone Associa- 
tion convention in Chicago on October 5 to 9, and 
October 13 to 17 respectively. 

——> 
AMERICAN MANIFOLD ENLARGES PLANT 

The American Manifold Products Corporation, manu- 
facturers of carbon papers and inked ribbons, has re- 
cently completed plans for the building of an addition 
to its large plant at 2900 Darwin terrace, Chicago. This 
is the second addition to be erected since 1932. Ac- 
cording to officials of the firm the new building will be 
equipped with the most modern machinery which will 
greatly increase production capacity. 

— - 
ALGER TO REPRESENT CEL-U-DEX 

Russell S. Alger, Spokane, Wash., last month was ap- 
pointed a representative of the Cel-U-Dex Corporation 
in the northwest territory. 
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PRACTICAL and CONVENIENT 
MACHINE BOOKKEEPING 
EQUIPMENT 
REDUCES OPERATING EXPENSE 


ADJUSTO 
TRAY-BINDER OUTFIT 
Model E-1120 


Combines all good features 
of Posting Tray and Binder, 
providing capacity, secu- 
rity and efficiency in opera- 


tion. 





Made for sheets of any size 
Used with any bookkeeping machine 
ADJUSTO 
COMBINATION OUTFIT 
Model L-1420 
Current Ledger, Trans- 
ferred Accounts and Sur- 
plus Sheets all in one unit. 
Furnished with or without 

hood. 


Write for Details and Wholesale 


Price List 


LEFEBURE CORPORATION 
Cedar Rapids, Iewa, U. 8. A. 











CLIP-ONDS 


will keep them in order! 


CLIP-ONS are genuinely satisfac- 
tory paper clips. They fasten cor- 
respondence, enclosures, briefs, 
ete., neatly and securely. Cannot 
slip off or pick up other papers. 
3 sizes, brass or nickel—100 in a 
box, 10 boxes in a carton. Sample 
and prices to Stationers. 


Clip-On Corp. 


OSWEGO, N.Y. 




















100% Dealer 
Co- operation 


= 


<> 
UcTaToOR 


True, full hearted dealer 
co-operation means more 
to Ink Specialties Com- 
pany than merely pro- 
ducing QUALITY 
DUPLICATOR INKS, 


Quality, plus prices which 
permit profitable, quick 
turnover .. 
which we believe consti- 
tute real DEALER CO- 
OPERATION and to 
which every one of our 
many dealers is entitled. 


Add . . . exceptionally 
fast service, combined 
with a complete stock of 
DICTATOR DUPLI- 
CATING INKS and ycu 
have the reason why deal- 
ers like to sell the DIC- 
TATOR LINE. 


. are factors 





Why not write for 
full particulars and 
prices—TODAY? 


Baek SPECIALTIES COMPANY 
FRED B. CANODE 
519 S. Laflin St. Chicago, Illinois 


co 
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Newly Improved 


‘*GAYLO’’ 


METAL 
FOLDING CHAIR 


$425 .., 


f.o.b. Chicago 


GAYLO 


Correct Posture 
Chairs are now 
RIVETED AT ALL 
JOINTS. Made 
of heavy U- 
shaped COLD 
ROLLED STEEL. 
Chairs can be 
bolted together 
in rows, groups of 
two or more. 
Ideal for 
schools, clubs, 
churches, of - 
fices, etc. 


Now finished in BAKED 
SYNTHETIC ENAMEL 


GAYLO is comfortable and rigid in its construction. It opens 

and closes quietly and quickly. Folds flat—stacks easily. 

Seat and back heavily upholstered in Spanish Leatherette. 

Rubber tipped non-skid Front Legs. Furnished in attractive 

Mahogany, Black, Green, Tan and Bone-White colors. 
BRIDGE TABLES furnished to match. 


| SALESMEN—A few vacancies open | 


GAYLO MFG. CO. 
820 NO. MICHIGAN AVE. 














CHICAGO, ILL. 
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PERFECTION METALS 
| for ring books and post binders— | 
| a service for manufacturing stationers 


Your needs in various sizes of ring or post binder 
metals can be quickly and accurately supplied 
from our ample facilities. 
i} Many manufacturers and wholesalers can best 
keep their trade informed by means of loose leaf 
catalogs. By using PERFECTION metals, you 
can provide them with fast action binders, durable 
for lifetime service. The information is thus kept 
| up to date, complete and at low cost. Sales and 
service manuals, are most efficient when in 
loose leaf form. 
Be sure to have our catalog on file. 
you realize on many opportunities. 


| LOOSE LEAF METALS CO., INC. | 
6816-6824 Arsenal St. ST. LOUIS, MO. | 


too, 


It will help 


Pacific Coast Representative 
S. & D. Loose Leaf Co., 427 San Pedro St., 


Los Angeles 











IF IT’S NOT IN YOUR STOCK 
DRAW ON OURS 


SAFES 
















FILES 


FOLDERS 





GUIDES 


STAPLES 


STAPLING 
MACHINES 





WASTE 
BASKETS 


IN NEW YORK STOCK 


r 
CAL CAMERON 
155 LEONARD ST. 
NEW YORK, N. Y. 
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ENOUGH FORA 
REGIMENT! 


A smoker that's built for crowds! 
That will literally hold all the smok- 
ing debris of a hundred cigarette- 
puffing. cigar-smoking folks! Noneed 
to empty ashes every few minutes! 
Eliminates odor—nauseating fumes. 
It's ideal for Offices, Lobbies, Recep- 
tion and Conference Rooms. Bril- 
liant baked enamel finish in a choice 
of colors. Sturdy Ash Away dumping 
aga Write today for full 


THE NAGEL- CHASE 





Pe Bee Comm ca ak, cm enem 
2811N.ASHLANDAVE. CHICAGO,ILL. 


Tear Out This Ad — Mail it with your letterhead for full information 
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NEW ITEMS 
IN A SINGLE YEAR 


In a single year Office Appliances announced 
some 300 items in the section devoted to new 
machines and devices. 


Usually this information is given before the 


items appear on the market and always in 
advance of most sources of such news. It is 
not uncommon for a dealer to tell us that 


some of his best selling lines have been secured 


from seeing the things in Office Appliances. 
Many readers say this section in itself is 


worth the subscription cost, not to mention 


all the other features. 


If you want to keep in touch with the activi- 
ties of the office equipment industry, there is 
no better way to do it than by entering a sub- 
scription to Office Appliances. The rates are 
$2.00 a year, $3.00 for two years; Canada $2.50 
and $4.00; Foreign $3.00 and $5.00. 


The Office Appliance Company 
417 Seuth Dearbern Street 
Chicago, 111. 
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“MODERN OFFICE APPLIANCES” 


A copy of the third edition of this valuable reference 
work, “Modern Office Appliances,” has been sent to us 
with the compliments of the author, our British cor- 
respondent, Vincent E. Jackson. For a book of a tech- 
nical nature, having reached a third edition presents 
evidence of its value and wide acceptance. 


An especially interesting feature of this third edition | 


is the special foreword by Sir Harry Brittain, K. B. E., 
C. M. G., LL.D., in which we read: “If a general knowl- 
edge paper were set on the subject of the mechanism of 
an up-to-date office, the answers would doubtless be 
exceedingly varied. They would all, however, be far 
from full, for I have no hesitation in saying that the 
man in the street would share my amazement when he 
began to realize the intense development of office appli- 
ances, so effectively dealt with and described in Mr. 
Vincent E. Jackson’s most informative book on the 
subject.” 

“These wonderful helpmeets to modern business,” 
continues Sir Harry, “have obviously not grown up in 
a day, but are the concentrated results of the world’s 
brains striving towards the simplification of world busi- 
ness, and by that means a saving of time which usually 
connotes a saving of money.” 

Mr. Jackson has done a remarkable piece of work 
in assembling the material for his book, covering, as 
it does, such a wide range of devices for increasing the 
efficiency of business operation, and the manner in 
which he has classified them adds greatly to the value 
of the book as a reference work. Arranged in three 
parts, the first covers adding and calculating machines, 
mechanical accounting machines, and other such de- 
vices for bookkeeping, accountancy, and costing. Part 
Two includes business equipment and systems, such as 
looseleaf devices, filing and card systems, machine 
posting equipment, etc. Part Three takes in typewrit- 
ing, stationery and business correspondence, including 
addressing machines, carbon paper, copying machines, 
dictating machines, and so on, each part being pro- 
fusely illustrated. 

One point that has struck us as particularly inter- 
esting is the fact that as we have gone through this 
book we could not help noticing the large number of 
machines and devices described and illustrated that 
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VERTICAL FILE FOLDERS 


Incorporate all the necessary features that make for 
real filing satisfaction. There is a quality File Folder for 
each of three price ranges to meet any customers’ re- 
quirements. All are attractively boxed for real merchan- 
dising appeal and customer approval. 


Send for samples for your comparison and 
our new Catalog which contains a broad 
range of profitable Filing necessities. 





C. L. BARKLEY & CO. 


ESTABLISHED 1921 
cManufacturers of Filing Supplies 
517 S. JEFFERSON STREET CHICAGO, ILL. 











are manufactured or have their origin in the United | 


States. 


“Modern Office Appliances,” by Vincent E. Jackson, | 
published for the Office Appliance Trades Association | 


of Great Britain and Ireland, by Macdonald & Evans, 


London, England. 
> 


“WINDOW SPECIAL” GAINS INTEREST 
Prospective customers of the Western Typewriter 


Company, Huntington Park, Calif., have become win- | 


dow habituated, that is, they have formed the habit 
of watching the store’s windows, through the inclusion 
each day of a daily window special. The special is 
featured by a “Today’s Special” sign placed on or near 
the item thus featured, and giving the price. 
Passersby now become habituated to looking in the 


windows, in order to see what may be the feature for | 


the day—since they are actively interested in buying 
supplies and since everyone is interested in a “bargain.” 
Even if they only glance in where the Special is promi- 
nently displayed (near the window center), they have 
now become habituated to looking at the window. That 
is important because it both establishes location firmly 
in their minds and also develops a presentation of items 
that, sooner or later, will draw in the potential buyer. 


-BART 








Make Your Ribbon 
& Carbon Dept. 


Profitable! 


CROWN PRODUCTS 
Will Build Profits Into Your 
Ribbon and Carbon Trade 


Modern business requires Typewriter Ribbons and 
Carbon Papers that afford the maximum of Speed, 
Economy, Legibility and Permanence. 





Crown Products, with Quality and Service guar- 
anteed, meet all requirements of business and have 
been satisfying customers for over 35 years. 


Crown Dealers and Dis- 
tributors are covering 100 
foreign countries and every 
state in the U. S. A. 


The outstanding service 
of Crown Products insures 
the profitable re-order 
business. 


A few exclusive terri- 

tory franchises available. 

Address inquiries for 
Profit Opportunity to 


CROWN RIBBON & CARBON MFG. CO. 
782-790 St. Paul St. ROCHESTER, N. Y. 
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FOR QUICKER RESALE 
AND SURE PROFITS 


EVANSVILLE DESKS 


PLEASINGLY DESIGNED, WELL 
BUILT, ETHICALLY SOLD AND 
GRATIFYINGLY LOW IN PRICE 














No. 3060—from one 

of the New EVANS. 
VILLI turned leg 
groups 









“The Desk You Need At 
the Price You Want to Pay” 


New catalog ready soon. 


EVANSVILLE DESK COMPANY 
EVANSVILLE, INDIANA 


ood Office Desks 





Please write for it. 
Se (2 


Builders f u 














SSSSSSSSSSSS 
Big Profits 


FOR YOU | 


Besides saving your customer up 
to 50% on everything in the way 
of Addressographs, Duplicators, 
Dictaphones, Multigraphs, Fold- 
Sealers, etc. 
parts for every machine, at a 


Supplies and 


ers, 


Discount. 





526 Pruitt Bldg. Chicago 











OFFICE APPLIANCES 


CITY ASSOCIATION PROVIDES INFORMAL FORUM 
FOR STATIONERS 


“Trade talk” once a week among the ten members of 
the Oklahoma City, Oklahoma, Association of Stationers 
has served well to clarify many of the individual prob- 
lems which may arise in the stationery and office supply 
business, from time to time, and to promote a spirit of 
cooperation among members, according to C. H. Wigger, 
president. 

Informal in the conduct of its “business,” the asso- 
ciation has been found to serve its best purpose in 
weekly hotel luncheons, when individual problems 
brought up by members are discussed. “The Associa- 


| tion of Stationers of Oklahoma City serves much the 
| same purpose as similar organizations among bankers, 





or building and loan men. We find that we get a lot 
of good out of talking over our business affairs with 
one another,” Mr. Wigger said. 

One of the most important results of the luncheon 
meetings has been the solution of “credit dilemmas.” 
By frankly bringing up individual marketing problems 
from time to time, particularly those in which credit 
extended offers a problem, participating firms have 
been materially benefited by the exchange of experi- 
ences on these subjects. Since no records are kept and 
the meetings are strictly for the trade, such problems 
can be gone into with greater freedom than would be 
possible under more formal type of organization, or 
without any organization at all. 

Likewise, the advertising situation which may arise 
at any time can be gone into frankly and thoroughly. 
Members can check on requests from bulletins, special 
editions and other transient publications, and deter- 
mine from the evidence submitted in round table dis- 
cussions whether such advertising is really to the in- 
terests of the trade. 

“Like many other business firms, we are asked from 
time to time to subscribe to or support such bulletins 
by individuals to make it appear that this is the civic 
minded thing to do. By talking it over among our- 
selves, each member is able to determine whether such 
project is apt to be a purely mercenary one, or will be 
beneficial, and worthy of his support. No concerted 
action is taken, of course; the informality makes it pos- 


| sible to solve the problem without committing anyone 
| or the association itself to any particular course of 


| schedule policies for holidays. 


action.” 

One other important benefit rendered by the associa- 
tion, Wigger pointed out, was the uniform schedule for 
opening and closing stores, and laying down of general 
Before the association 
was organized, it was a question of every man for him- 
self; each had to work out his own opening and closing 
schedule to suit his own marketing policy. The result 
was an unevenness which was harmful not only to 
some of the firms in the trade, but detrimental to the 
business as a whole. The uniform schedule has meant 
relief from the uncertainty and has meant, generally, 
better and more efficient business programs for every- 
body, it was pointed out.—BART 

a 
UNION RUBBER ISSUES NEW DEALERS’ LIST 

A new dealers’ list, known as the No. 8, which de- 
scribes and illustrates many of the numerous lines of 
the firm has recently been issued by the Union Rubber 
& Asbestos Company of Trenton, N. J. 

The new list is in the shape of a three-page folder 
and is attractively done up in black and red on white 
glossy paper. It covers the company’s rubber cements, 
cement dispensers, and other stationery specialties. 
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Top Coat 
Weather 
Helps You 


SELL 
THESE 


New “500” Line 
Wardrobe Cabinets 


Good design and quality construc- 
tion give you a strong selling line in 
these Lyon Cabinets. Fall weather will force many 
offices to recognize their need y the extra wardrobe 
space. The merchandise and the 

market are right, and you'll like 


Send a this Descriptive Bulletin 
the prices. No. 855 with Prices 


METAL a, 
LYON PRODUCTS 
Incorporated 


| 2810 River Street AURORA, ILL 

















RUS VAL), | FANART 
LINE... EXCLUS/VELY/ 


“STEEL- STRONG” PRODUCTS ARE SOLD 
THROUGH DEALERS ONLY....-. 





Accounts in your territory are your accounts. 
You control them—earn and get full com- 
missions. We have no salesmen to pirate your 
customers and cash in on your missionary work. 
No competitor gives you that protection and that 
is why Steel-Strong franchises are valuable . . . 
secure ... with the guaranty of Members of The 
Nat’! Ass’n of Stationers. 

Steel-Strong Products include Coin Wrappers, 
Bill Straps, Coin Trays, Tray Pans, Coin Bags, 
Currency Cabinets, etc. ... and each product 
has been developed to tke highest efficiency. 
Write for liberal discounts and sales helps. 


THE C. L. DOWNEY CO., Cincinnati, Ohio 





STEEL-STRONG PRODUCTS 












Sf] MANUAL 
“COIN 
“)] COUNTER 








COIN 
TRAYS 














Bill STRAPS 


| CLARK ST 


THE C.L.DOWNEY CO. cincinnati.o 











PELOUZE POSTAL SCALES 


ELF computing dials for all mail matter includ- 
ing parcel post by zones. Simply read the 
dial and affix the postage. 


Beautifully finished in Green 
or Gold Bronze. 










Leadin 
Wholesale 
Stationers 
Distributors 





“National,” 4 Ibs. 
“Columbian,” 2% Ibs. 
“Crescent,” 1 Ib. 






. 2 “Victor,” 2 Ibs. 
No. 4 “Victor,” 4 Ibs. 
“Commercial” 6 Ibs. 
“Mail & Express," 10 Ibs. 


ae 


“STANDARD,” 
2 Ibs. & 4 Ibs. 


Pelouze Manufacturing Company 
232-42 East Ohio Street, Chicago 


Member Wholesale Stationers Association 


TYPEWRITER 
RIBBON SPOOLS 


Spools and clips for Typewriters, Adding 
Machines, Addressograph Machines, 
Multigraphs, Check Writers, Bookkeep- 


ing Machines, etc. 


The ’ 
FITSALL 
Address- 
ograph 
RIBBON 
CLIP 


Assures 
ualized 
ribbon feed. 





For more than 45 years Joseph Landgraf 
Inc., have pioneered in designing and manu- 
facturing spools, clips and other similar 
equipment. 
ACCURACY 
ABILITY 
Our policy of highest quality, honest prices 
and prompt, courteous service has popular- 


NEATNESS — DEPEND- 


. at no additional cost. 


ized Landgraf products everywhere. 


— Since 1890 — 


oO fe) JOSEPH LANDGRAF, INC. 


255 E. 95th Street Chicago, Ill. 
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MODERN 
METAL 


SMOKERS 


SNAP UP 
THE OFFICE 
























No. 154 








, 


No. 105 





Their 
fidd Much To Any 


Distinctively Modern, Smart- 


ness and Utility 
Office. 


Here are four popular numbers in the Howell Line. 
You will find that these models, and the many 
others shown in Howell’s new 1936-1937 Smoker 
Catalog, are ready sellers. Send for catalog. 


HOWELL 


DARNELL 
Office Chair 


CASTERS 


e BUILD and HOLD 
BUSINESS 


Your customers will 
appreciate the smooth, effortless, quiet operation 
of Darnell Casters. Famous because they 


Always SWAWEE. and ROVE: 4 


Darnell Casters have longer life and give the 
maximum of floor protection. Made of highest 
quality materials throughout. Office Furniture 
and Appliances Factory-equipped with Darnell 
Products indicate the manufacturer's high regard 
for quality. 

The new Darnell Caster and Wheel Man- 
ual is now ready for distribution. 


DARNELL 
CORPORATION, LTD. 


P. ©. Box 4027-O, Sta. B 
Long Beach, California 


ST. CHARLES 


ILLINOIS 

















Featuring the Darnell Patented 
Double Pall-Bearing Swivel 














Write for 
FREE Sample 
Set of Darnell 

Noiseless Glides 














and Special 

24 E. 22nd St., New York City Proposition 

36 N., Clinton, Chicago, Illinois for Darnell 
Dealers 
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When the building 

is burning — 
everybody wants a 
good safe 








—but then it’s too late! 


Office equipment dealers can sell in good volume if 
they will tell people how much some day they’re 
likely to want a good SCHWAB SAFE. There is 
protection built in, accurately gauged and in variety 
for every possible exigency. A survey of the situ- 
ation and surroundings enables you to show how 
hot a fire micht become, and what to do, to protect 
against it. Full details of the 
will be sent you on request. 


= The Schwab Safe Company 


ew, LAFAYETTE, INDIANA 


Schwab sales plan 
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FILING 
SUPPLIES 











WARSHAW 


Get the “big” filing supply 
business, too. The WAR- . 
SHAW Line will put you in PRESSBOARD 
an ideal competitive position AND METAL 
‘ : : TAB GUIDES 
sound quality priced right. 
Every item is a whale of a buy aaa aie 
7 ‘ ‘ULL “A 
for the money. cUuT 
Again better quality stock in 
WARSHAW Folders with 
round corners, reinforced, 
perfect scoring. Like every 
WARSHAW product, a better 
buy for the money. 
rT Ww . eC . GUMMED 
fry WARSHAW for profit. INDEX TABS 


WARSHAW MFG. CO., Inc. . 


1 MAIN ST., BROOKLYN, N. Y. 


FOLDERS 
PROTEX 
STICKONS 
MENDING 
TAPE 
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TOWNES OPENS ORLANDO AGENCY 

Carrying a complete line of Remington Rand prod- 
ucts as well as full stocks of supplies, the A. W. Townes 
Agency opened recently at 3 Washington street Arcade, 
Orlando, Florida. 

The organization is headed by A. W. Townes, who 
has been associated with the Remington Rand Com- 
pany, Inc., and Remington Rand, Inc., since 1912. 
For the past fifteen years he has been typewriter divi- 
sion manager at Birmingham, Ala., during which he 
gained considerable experience in the typewriter, add- 
ing and accounting machine field, which he will place 
at the disposal of prospective purchasers of office 
equipment. 

The new agency will carry Remington noiseless, 
standard, and portable typewriters, Remington and 
Dalton adding and bookkeeping machines, as well as 
Remington ribbons, carbon paper and duplicator sup- 
plies. 

tiene 
ERIKSEN OFFICIAL OF TOLEDO CREDIT 
ASSOCIATION 

Arnold Eriksen, of the Eriksen Ribbon & Carbon 
Company, 808 Madison avenue, Toledo, Ohio, has been 
appointed assistant chairman of the membership com- 
mittee of the Toledo Association of Credit Men which 
has begun a campaign for new members.—AK 








BUSINESS OPPORTUNITIES 


Important to Manufacturers 


The following detailed inquiries, received direct from readers of OFFIce 
PPLIANCES, are tangible business opportunities 
Where inquirers submit references mention is made in the item, 





Wanted Here at Home 


Catalogues for Business Machines House—-The Old Colony Office Appli- 
ance Company requests that manufacturers send it printed matter and 
promotional material Please mark mailings for the attention of Loran 
G. Harvey. 

Catalogues Sought by Dakota Dealer.—-Ridley’s, Mandan, N. Dak., 
wishes to receive from manufacturers their latest catalogues, covering of 
fice furniture, fixtures and supplies Please mark mailings for the atten 
tion of R. J. Ridley 

Office Equipment Catalogues Requested...The A. W. Townes Agency 
3 Washington Street arcade, Orlando, Fla., wishes to receive catalogues 
from manufacturers of office equipment and accessories. This business was 
opened July 5, 1926. Please mark mailings for Mr. A. W. Townes 

Office Equipment House Asks Catalogues.—The Wells Bank & Office 
Equipment Company, 671 Walnut street, Williamsport, Penna., wishes to 
receive catalogues and price lists from manufacturers of office equipment 
ind bank supplies. John W. Wells, who conducts this business, operated 
is the Wells Equipment Company nine years prior to 1928 The name 
has been changed as above Kindly mark mailings for the attention of 
Mr. Wells 








FURNITURE 


Albany, N. Y.—H. G. Shreiner has been appointed representative of 
the Milwaukee Chair Company in the Albany district. He resides at 7204 
Bradford Road, Upper Darby, Penna 

Boston, Mass.—Blake & Rebhan have added 2,300 square feet of space 
to the store at 115 Federal street. The increased space will permit ex 
pansion of the furniture department 

New York, N. Y.—Cal Cameron, 155 Leonard street, has been appointed 
eastern representative of the Sturgis Posture Chair Company His terri- 
tory includes New York state, Maryland, Virginia and northern counties 
in New Jersey and western Pennsylvania 

New York, N. Y.—Benjamin Okin has been promoted to district sales 
manager of the New York City area by The Victor Safe & Equipment 
Company Ralph Moulton, his predecessor, has been transferred to the 
home office at North Tonawanda 

Philadelphia, Penna.—-The Metal Stand Company, 135 North Twenty- 
second street, has been registered as a commercial title in the common 
pleas court by J. Wolfe Golden, Fifty-second avenue and Montgomery 
avenue, and Charles 8S. Fruitman, 2435 North Twenty-second street 

Seattle, Wash. Lester L. Geil has been appointed western manager of 
the office equipment division of the All-Steel-Equip Company, Aurora, 
‘overing most of the northwest states 

Toledo, Ohio.—The B. F. Wade Company has moved from 429-31 St 
Clair street to 1801-03 North Fourteenth street 





a 


Syria Increases Duty on Steel Tubular Furniture 
The Syrian government has increased the duties applicable to tubular 
metal furniture. This item had been on an ad valorem basis. The duty 
on iron and steel tubular metal furniture has been advanced to twenty-six 
piasters per net kilo 





Ingento 


TRIMMING BOARDS 





The accepted board for use in office, 
factory and shipping room. Cuts 
paper, cardboard, light metals, etc. 


8 Sizes 


Manufactured Only By 


Ideal School Supply Co. 
8316-46 Birkhoff Avenue 
Chicago, Til. 














The Lamp 
illustrated is 
No. 516 


Obtainable 


in finishes— 
Statuary Bronze 
Antique Brass 
and Black and 
Chrome 





Test the light of a Calvert Lamp against all 
others—and see the difference. We invite you 
to make this test by a light meter so that you 
might see the superior qualities in Calvert indi- 
rect lighting. Dealers are requested to write for 


circular showing our eighteen different styles. 


THE CALVERT LAMP CO. 


300 EAST FEDERAL ST., BALTIMORE, MD. 

















OFFICE APPLIANCES 





Soon Ready— 





™ FULTON 


LUMARITH DATER 


A Revelation in the Design and 
Construction of Rubber Type Daters 


NEW 


Fully Protected Against Cheap Imitations. A 
Quality Item to Sell at a Substantial Profit 


LLY 


Tuts striking new product, in a field 

items that have for years been accepted as 
conservative and commonplace, will be wel- 
comed by dealers and consumers alike for its 
breath-taking appearance and beauty, for its 
practical utility and its generous profit. For 
desk every office, from the top ex- 


ecutive’s to the reception clerk's. 


Superbly Beautiful and Colorful 


REFRESHINGLY MODERN 


RADIC 


ereryv 


Wrile for particulars 


Walch our adverlising for delailed announce- 
ment soon to come! 


F UJ | | ©) SPECIALTY 


COMPANY 
Vanufacturers of 


Rubber Type Daters 
Elizabeth, N. J. 


200 Fifth 


(merica’s Foremost 


New 


York City 


Avenue, 


Sales Office: 











Introducing the 
Complete CERT-O-FLEX Line 


Now, Owen Rubber Products, Inc., 
offer to the trade a complete line of 
CERT-O-FLEX Zipper Cases, Portfo- 
lios, Notebook Covers, etc., which, be- 
cause of their superior durability, ap- 
pearance and quality at low prices, ts 
bound to prove a splendid seller 
CERT-O-FLEX has the advantage of 
being waterproof, washable, scuffproof 
and long wearing. Available in black 
and brown in various sizes 


Write for full details. 


OWEN RUBBER PRODUCTS, INC 
100 Beech Street Akron, Ohio 




















Ter aewet te 8s 





Bluffton, Ind.—-The Julian Office Supply Company has been established 
at 218 West Market Street Kenneth P. Julian, who operates this busi 
ness, had been a senior salesman in the typewriter division of Remington 
Rand Inc., at Fort Wayne, where he spent two years with the company 
In addition to handling the full line of Remington noiseless and standard 
typewriters, Mr. Julian will also sell portable typewriters, adding ma 
chines, office furniture, filing cabinets and office accessories 

Chicago, t!.—Chicago distribution of the Robotyper, a Pitt gh prod 
uct, has been taken by William E. Kier, Space 11-109 Mer — se Mart 

Indianapolis, Ind.—-The Burton Typewriter Service, heretofore cupy 
ing office building space has moved to a ground floor store at 139 West 
Maryland avenve 

Miles City, Mont.—-The business machine department of the Star Print 


ing Company announces that it has been made the duly authorized agent 
in the eleven eastern counties of Montana for sales and service of the 
Underwood Elliott Fisher Company Besides a complete stock of Under 
wood standard, noiseless, and portable typewriters, it carries at all times 
a stock of rebuilt typewriters, adding machines and cash registers 
Nashville, Tenn.--The Elliott Typewriter Exchange is now operating at 


507 Commerce street 
Oakland, Calif.—The Office Equipment Company has moved into larger 
quarters at 1636 Franklin, corner of 17th St Here they have two fine 
display windows fronting on Franklin, and a row of windows down the 
Seventeenth street side The personnel is R. J. Rauber, manager D. L 
Rydman, assistant manager Scott Chandler in charge of filing equipment 
and furniture; and F. E. Peck, in charge of duplicating machines An 
office is maintained in San Francisco, and representatives in Sacramento, 
spor and several other centers The new quarters give fine display 
to a complete coverage of office equipment lines 
Philadelphia. Penna Irving Cooper anager here for the Munsor 
Supply Company, has left that manufacturer to take up work outside the 
typewriter field 
Portiand, Ore B \. Torson, who had been with tl Underwood 
Elliott Fisher Company here, has been transferred to be distributor « 
Underwood portables on the Pacific coast 
Salinas, Calif The Peninsula Typewriter Exchange, ducted by 
George W Bello and Fritz T. Wurtzmantr has taken over the Nelsor 
variety store at 215 Main, and will continue business in that locatior 
All but the stationery stock of the Variety Store is being closed out, and 
a complete line of business stationery is being added A full line of 
steel filing cabinets, of wood and steel desks, and office stationery and 
supplies will be carried They have the exclusive agency in Salinas for 
the Underwood Elliott Fisher Company, and besides the Underwood type 
writers and the Sundstrand adding machines, will carry Marchant cal 
ulating machines Steelcase’ filing equipment and ‘‘Ediphone voice 
writing equipment A repair department will service all their ichines 
Bello will superintend the new branch in Salinas, while “Wur ann will 
| continue in charge of the branch at Monterey 
| San Francisco, Calif lr. O. Burt, from Buffalo, N. ¥ took charg 
of the San Francisco office of the Woodstock Typewriter Company, Sep 
| tember & Mrs. Burt issisting him in the office Their first pressior 
} of San Francisco hi been agreeable 
| San Francisco, Calif The San Francisco Typewriter Dealer Associa 
tion a few days ago met in special session and OK'd the passage of 
| city ordinance imposing a license fee of $20.00 for the first year and $10.00 
thereafter for all persor engaged in the sale of typewriter The idea 
check the bootleg selling and peddling of cheap typewriters by those 
wh ire not regularly in the business Under the ordinance ich dealer 
nust report immediately to the police department the number of any used 
typewriter purchased in order to facilitate the quick detection of anyor 
elling stolen property 





ADDING MACHINES 








| Louisville, Ky.—-S. D. Nielsen has been transferred by the Felt & Tat 

rant Manufacturing Company from Milwaukee to this city ( P. Hayes 
his predecessor, has gone into business for himself 

Memphis, Tenn The Burroughs Adding Machine Company ha ised 
offices in the Hill building; the former location was at 95 South Second 

“Nashville, Tenn.—L. R. Davis has become manager here the Bur 
roughs Adding Machine Company He replaces H. A. Brun r who h 
taken the branch at San Antonio, Texas 

beng ager Penn. Over one hundred adding machines t i by tl 
police in raiding gambling establishments, are to be overhauled } city 
~ inies, and distributed to various mur pal offf 





MACHI 


OTHER NES 





Brockton, Mass.—The Old Colony Office Appliance Corporation has 
ypened a business machines store at 30 Main street 
| Cincinnati, Ohio.—-The Addressograph Sales Agency ed fron 
| the Bridge building to the Duttenhofer building 
| Detroit, Mich.—The local branch of the Dictaphone 8 Corporatior 
has enlarged its facilities at 2011 Park aver 
Los Angeles, Calif.—.The Handy Duplicator Compan) , ed fro 
He wood to 703 West Third street, Los Ar 


geles 
San Francisco, Calif.—O0. H. Davidson and Walter Willoughby fo. Hu 
Davidson & Co 74 New Montgomery street ire now making the Pacifi 
Northwest, representing the Neva-Clog Product Ine the Fulton Spec 


Company, and the Josephson Manufacturing Company 








PENS AND PENCILS 





San Anon Calif.—Haliet E. Cole, 51 Arguello boulevard, is ow 
sale manager for the Universal Pencil Company TI pany was 
started a few onths back at San Leandro, Calif.. by Edgar Musgrave 
Musgrave received his early training tn Chicago. where he was represent 
tive for the Musgrave Pencil Company of Shelbyville, Tenr His new 

pany however, disclaims connection with any other He is using 


‘edar for his cases and so far as possible other raw materials 


from the Pacific Coasi 
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INSURE 


Complete Satisfaction 


—SELL THE 
“K ARLO” 
STAND 


Dealers who are looking for 
a bona fide opportunity of de- 
veloping trade in an article 
which finds a ready market 
wherever it is shown will be in- 
terested in KARLO, the most 
modern of all office machine 
stands. 











Speedier, more accurate and 
convenient office machine per- 
formance makes a booster of 
every user which assures repeat 
sales, and an excellent margin 
of profit. — 


Full details and prices 
on request. 


KARL MANUFACTURING CO. 


640 Front Ave., N. W. 
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GRAND RAPIDS, MICH. 


BY QUALITY 


IS MEANT NOT THE 
UNUSUALLY HIGH- 
PRICED LUX- 
URY ITEMS, 
BUT GOOD SUB- 
STANTIAL 
MERCHANDISE 
THAT IS MAN- 
UFACTUREDTO 
GIVE VALUE 
AND SERVICE 
TO THE CON- 
SUMER., 








~ «© co Ww 


INTERNATIONAL 


TYPEWRITER 


GO0G000060600 


Munson Suppry Co., 348 Hudson St., New York City 
Please send information about the New Key 
New Package and Counter Display to 
Name 


1 ddress 
City Slate 

















DO YOU HAVE THIS NEW 
SIZE MEILINK FIRE RESIS- 
TIVE CHEST IN STOCK? 


Extra Capacity 
131916 Cubic Inches 
1416 inches long in- 
side 
13 inches wide inside 









7 inches high inside 
oo 


ONE HOUR 
FURNACE 
TESTED 
* 


The Size Sells It 

This new size offers “‘Safe Pro- 
tection”? at a low price to the 
home or small business. 


Black Crystalline 
Enamel Finish with 
Felt Flox Interior 


4 Complete Line 
3 sizes with one hour certified protection. 
2 sizes with one-half hour certified protection. 
Feature Meilink Chests 
A Profitable Line 


Write for prices. 


MEILINK STEEL SAFE CO., TOLEDO, O. 














SELL 


+ 
THE NEW Turnapace 


* Folds away with the typewriter. 
* Automatically turns copy pages. 
* Perfect simplicity. 

* Reduces typing errors. 


®A REAL DEALER 
OPPORTUNITY 








Built by the manufacturers of 
the famed ERROR-NO 
Copyholder to meet a decided 
demand of modern business 


for such a device. 


THE DAWN MANUFACTURING CORP. 


181 St. Paul St. Rochester, N. Y. 


NOTE: The Dawn Manufacturing Corporation is a subsidiary of the Hall- 
Welter Company, Inc., who manufacture the famous SPEEDRITE Check- 
writer, and the new inexpensive CHEXSIGNO signer. 
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i | DEALERS Cash in on this FAST-SELLING AUTOMATIC 


ASTERLRAFH 


AUTOMATIC FEED - AUTOMATIC INKING - INCLOSED DRUM 


Three Models, Ah ged Deum, DUPLICATOR 


Automatic Inking, 
Model A, completely automatic, Auto- 
matic Feed, Automatic Inking. 
Aggressive dealers are cashing in on 
this wonderful line of Mastergraph 
duplicators, they are simple in con- 
struction, speedy in opera- 
tion, beautiful in design, 
and small number of parts 
make it popular with users 
and a profitable trade 
builder for DEALERS. 
Write for complete infor- 
mation on our liberal dealer 
franchise ~ 


THE AUTOMATIC MASTERGRAPH DUPLICATOR CO. 
807 Walnut Street, Des Moines, lowa 


























N . 4 r _~ ~~ r . ‘oO Ss 
a PROTECTION FILES, DESKS, oo 
This spectacular Speed - Mo 


sales success 


builds permanent 

business. There's TYPE BRUSH 
a neat profit on 

your original sale. 

Repeats on and CLEANER 
Speed-Mo 

Cleaner refills and extra Brush Tips keep the 
profits rolling in. And it is truly the most 
useful and efficient type cleaning method 
on the market. 


Wonoer LOK offers 


positive theft proof pro- 
tection for locking se- 
curely every kind of 
drawer, file or door. Can 
be instantly applied. No 

holes to drill. No nails 
J or screws. No tools re- 
quired. Every store, 
office, factory and home 
Makers also of the famous Speed- Mo Sponge Rubber a prospect. W rite at 
Stamp Pads, Rotary Daters, Time Stamps, and other All purpose type, especially de- once for full particulars. 


devices. Write us for details and prices. signed for drawers, desks, files, cash 
registers, etc. 


a 43 Jason St. 
RIVET-O MFG. CO. onancermass. Wonpoer LOCK 53 w. Jackson Blvd., Chicago, I. 




















A Profitable 
Repeat Item 


| This Clean, Speedy Ad- 
hesive never wrinkles or 
* curls paper. Preferred 


for over a decade for 
every paper-joining need 





















Scientific Lighting at a in the Home, Office. 
minimum cost School and Studio. 
. 
Stocked by leading 
jobbers. 
° 
The NEW Write for 


Dealers’ List 8B 


tnion Rubber 
& Ashestos Co. BRUSH-IN-CAP CAN- HALF PINT- PINT 
Sveaten, i. 2. QUART ~ GALLON CANS and HANDY TUBE 


EVEN-GLO 
DAYLITE 
LENS 



















‘ctnhtmaster 
THE VERTICAL PENCIL SHARPENER 
Insures 


Pencil Economy 


Magic Mounting Base 
(Sold Separate) 
Permits Use of Sharpener 
On Desk or Glass 
MFG. BY 
MARBER COMPANY 
20 E. JACKSON - CHICAGO 
The Brown Bros., Ltd. 


Toronto, Canada 
Exzclustee Canadtan Dtstrtbutors 


Fits any of the many thousands of gooseneck lamps now 
in use. Popularly priced, retails for 50c each. The 
EVEN-GLO DAYLITE LENS is a concave convex 
blue daylite glass. It filters and diffuses the harsh rays 
of the naked bulb, giving scientific light at low cost. 
Easy to clamp on any lamp socket. 

Individually packed in attractive boxes, twelve lenses 
to a big display container for counter use. A self-seller, Pats. 
packed full of eye appeal. Pend. 
Write today for sper ial introductory offer on this new 
fast selling item. 


MARKS MANUFACTURING COMPANY 
521 W. Monroe Street CHICAGO, ILL. 


























OCTOBER, 193¢ 


265 








RIBBONS AND CARBONS 


Kirk has joined the traveling staff of The F. S 
covering the middle South territory 





Cambridge, Mass.—F. G 
Webster Company, Cambridge, Mass 


neluding Tennessee, Kentucky, Virginia and North Carolina 

Chicago, III M. I. Aaron and Jack Street, of the home office of the 
Frankel Carbon & Ribbon Company, Denver, visited the Chicago repre 
entative, J. M. Lader, in September 

San Francisco, Calif.—_-The following officials have been elected by the 
Carbon & Ribbon Dealers Association of Northern California for the en 
suing year For President, W. G. Huston, Pacific Coast manager for 
Mittag & Volger, Inc for vice president H M. Carscallen, West Coast 
Carbon & Ribbon Company; treasurer, L. H. Chapman, of A. Carlisle & 
Co., Upham & Rutiedge, Inc. ; secretary, John H. Griffith. The new board 
of directors is J. Francis O'Connor, Pacific Carbon & Ribbon Manufac 
turing Company; Charles Johnson, H. 8S. Crocker Co Mel Hoffman, 
Manifold Supplies Company; R. 8S. Clark, Neal, Stratford, & Kerr; Wil 
liam R. Taylor, Remington-Rand, Inc Walter Funck, The F. 8S. Webster 
Company, and |} \. Hammergren, H. & M. C. Company The annual 
banquet and installation will take place at the Lido Cafe, October 2 at 
8 P.M Mr. O'Connor, of the Pacific Carbon & Ribbon Manufacturing 
Company, will award a case of ‘‘Grand Prize’’ Champagne to the member 


who submits the best essay on 
offers ten dollars 

Improved.”’ The 
cussion of the Robinson-Patn 


Toledo, Ohio.—Arnold Eriksen has been appointed assistant chairman 
f the membership ittee of the Toledo Association of Credit men 
He is connected with the Eriksen Ribbon & Carbon Company, 808 Madison 
avenue. 


Why the Association is Necessary.’’ The 
for the best suggestion on ‘‘How the Indus- 

September meeting was devoted to a 
an bill 


association 


try May Be 


dis- 


comn 








MARKING DEVICES 





Chicago, #!.—Carl 0. Lindgren, secretary and manager of the Chicago 
branch of the American Numbering Machine Company, made a trip to 
his summer home at Walhalla, Mich., in September He will keep the 
cottage in commission several weeks, before making preparations for th 
winter season 

San Francisco, Calif...J. L. Yager, manager of the San Francisco offic 
of the Louis Melind Company inufacturers of marking devices at 593 
Market street, returned recently from a trip through the Pacific Northwest 


with the report that “Business is very good 








STATIONER Y 





Burlington, Vt.—Patrick E. McAu'iffe, of the McAuliffe Paper Com- 
pany, celebrated his fiftieth year in the book and stationery business in 
September 

Burlingame, Calif.—Miss Marie Rehe and her sister, Mrs. Florence 


Bentley, who have been operating the White Elephant Book Shop for the 


past seven years, have added a stock of office supplies 

Chicago, il. Dona'ld Huff and Lee Creason have joined the sales or 
ganization of S. S. Stafford, In« of Illinois 

Chicago, #.—The Oxford Stationery Company has changed its name 
to the Plymouth Stationery Company 

Chicago, I1.—The Century Office Supply Company, 426 South Clinton 
street, has been chartered to manufacture, buy and sell office and store 
furniture ; capital stock, fifty shares non par vaiue ; incorporators, Eleanor 
Grange, Z. W. Sampson and Garland Grange 

Chicago, t11.—The National Line Up, Ine has been chartered to sup 
ply information, photographs of escaped criminals to police departments, 
etc incorporators—Park K. Sowash, Walter Strickland and Willis Mel 
ville 

Kenton, Ohio. The Home & Office Supply Company has been estab- 
lished at 123 South Detroit street by William Drews. The merchandise 


ind equipment offered are office supplies and equipment, electric washing 


machines and refrigerators, radio apparatus and electrical household 
appliances 

Madison, Wis.—The Madison School Supply Company has been char 
tered ; capital stock, 130 shares of common @ $100 and 120 shares of pre 
ferred stock @ $100; incorporators M. J. Haight, Marie Haight, R. Ff 
Lease and Leona Lease 

Nashville. Tenn. Zibart Brothers, stationers and booksellers, have 
moved next to the Paramount Theater This business had been operated 
twenty-five years on the same street 

Philadelphia, Penna.—-The Pioneer Label & Ticket Company, 145 North 
Seventh street, has been registered as a commercial title in the common 
pleas court by Louis D’ Auria, 122 Paris avenue, Audubon 

San Francisco, Calif..-Harry S. Randall, previously connected with 
Scrantom’s, Inc., of Rochester, N. Y has joined the commercial sta 
tionery department of the Schwabacher-Frey Company at 735 Market 
street 

San Francisco, Calif.—Harold G. Roehm, Pacific coast sales manager 
for Z. & M. W. Crane and the Eaton Corporation; and Horace Brown, 
representative, recently returned from the annual sales convention of Z 
& M. W. Crane at Dalton, Mass They also visited the Eaton Paper 
Corporation at Pittsfield, Mass 

San Francisco, Calif.—The Stationers Association selected a strong dele- 


gation to attend The National Stationers Convention at Chicago. They 


are E. H. Wobber, head of Wobber Inc. and president of the Associa- 
tion: E. E. Crandall of Schwabacher-Frey; D. C. McMillan from Zeller- 
bach’s; and J. O. Parsons of Smith Bros., Oakland These left for the 
East in ample time for the convention, and were joined by two others 
ilready in the East, Owen Bronson and B. M. Carlisle from the Carlisle 
stationery store 

Vancouver, B. C.—The Hudson's Bay Company has rearranged its sta- 
tionery departments, bringing office supplies close to the store entrance 








WE OFFER THE FINEST 
LINE OF 


CARBON PAPERS 











TYPEWRITER 
RIBBONS 
EXCLUSIVE FOR 


THE DEALER 
AND STATIONER 





Allen & Company 


11-13-15 Vandewater Street 
New York 
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PERFECTION 
DAILY REMINDER 


is also available with half hourly 
appointments in the 5 x 8 inch size. 


—_— ® 
GEM @e JUMBOGEM e PERFECTION 
DESKAID . 


PERFECTION DAILY REMINDER 
—— @ — 
THE MOST COMPLETE 

LINE ON THE MARKET 


DEFIANCE SALES CORP. 


72 SPRING ST., NEW YORK, N. Y. 
The CALENDARS in the BLUE BOXES 
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Has Them All! 
In response to the de- 
— _ lower — 
card cabinet, we have . — 
developed not one but Three Card Sizes! Three Card Capacities! 
t t i . 
12”. 15” and 18” deep Single and Double Drawer! 
renee ogame Write for details! 
ART STEEL CO., Inc., 300 E. 145th St., New York, N. Y. 
BACKING SHEETS 
Stencil Manufacturers and Distributors Should 
Write to 
THE 
LOOSE-LEAF 
and 
VERTICAL 
TECHNY, ILLINOIS a! ALPHABETS 
\ MONTHS 
For Quotations on: BACKING SHEETS, STYLUS : STATES: 
PENS, LETTERING GUIDES, STENCILSCOPES, for Special woexinc -- CELasDEX 





STENCIL FOLDER BOXES and CUSHION SHEETS CEL-U-DEX CORP. 1 Main ¢ BROOKLYN. NEW YORK 


A PROTEIN STENCIL 


With ALL The Characteristics The Trade Desires! 


Will not tear on the roller of a typewriter or on the 
drum of a duplicator. Air or water does not affect 
its films, because it is “sealed’’. 


Styli work on any type writing plate will produce 
work equal to the best. This is so essential in a stencil 
that gives 100% satisfaction. 

The durability of the stencil enables you to use it often, 
when put away properly. Write or call for samples. 


Inside—IS im. high; 12 wide; 13 deep. Weight 240 Ibs. PEERLESS PRODUCTS CO. 


Write HILLSBERG CO. Jefferson St., Syracuse, N. Y. 200 N. JEFFERSON ST. - - - #£CHICAGO 
HAYmarket 2972 











New STEEL SAFE 


Defender 


Most economical SAFE in 
the Country—/ow price 





Seller can make big money giving 
attention fo this proposition 






































THE NEW 

pread Grippit with your fingers ona TIME SAVI NG 
and see how it rubs off, leaving MODERN CARBON 
them cleaner than before. See how em ; 
it brings actual pleasure to the a Territory now being 
pasting of charts, reports, stamp allotted. 
albums—erstwhile pesky jobs - Send for samples and 
Look for this display on stationery agency proposition — 
counters Write us for newly 

IT SELLS 


designed, larger tube Free 


PHILLIPS PROCESS CO., Inc. 


Harriman-Welts Products Co., 200 Summer St., Boston 82 ST. PAUL & ROCHESTER, N. Y. 
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PROGRESS PAPERS 


A COMPLETE LINE—PRICED RIGHT 


Adding Machine Rolls Mimeograph Papers 
Cash Register Rolls Typewriter Papers 
Duplicating Papers Scratch Pads 


Ruled Papers for School and Office Use 
The Fall issue of our STATIONERS’ PRICE LIST 


is ready for mailing. Ask for a copy. 


BRADNER SMITH & COMPANY 


333 S. Desplaines Street CHICAGO, ILLINOIS 


u-lnda- 


Brands 

















For clean, neat and quick moistening 
of all gummed surfaces use 


4 ae . 
““Meoisem-It” "ime: tot 











\ E a 
j sae aii 
(\ a1 ——— __\_ | For envelopes, stamps, DUPLICATOR INKS 
\ ° Oe ag labels, gummed tape, fin- DU-WA-CO foqeates Ink is more than 
x \ . a jen an ink. It is a part of the satisfaction 
‘ ger tips, etc. m accomplished workmanship in the — 
vi 


ing room, critical endurance in your ertis- 
ing department, and the final analysis cf pull- 
ing power in the presentation of your literature. 

Intense color—more copies to the pound— 
doesn’t offset or smudge—approved and in 
use by Army, Navy and other government 
offices, also schools and corporations. We can 
help you extend your sales. Write. 


Durable Efficient 


Sanitary—-Saves Time! 











Quickens Business! 








Priced at $1.50. You can’t buy better at any price. 


The Colytt Laboratories 5 
565 W. Washington Blvd. CHICAGO a tg ns unham-Udatson @ 


INQUIRIES FROM THE TRADE SOLICITED UF hedee Ge” 644 SO. CLARK ST., CHICAGO 


























Capitalize on this 
established demand 


| 
my | 
=f 
a 
| 
| 















IE VERY firm needs business cards! order to a local engraver or printer Ideal BOOK RING 
The retail stationer — with who will run them on THE CARDS 
whom offices are accustomed to THAT DETACH WITH PERFECT —o Pte Ray - is a 
dealing—can have a large part of EDGES, and make an additional se 4 
this trade by carrying our Sales Port- profit on the cases. Write for further pong ofl ways right side up. No need to hunt 
folio, which is replete with the latest details and business card samples OES. 17,1088 JAN. 11. 1988 and fumble to find the place where 
'n business card design. Give the from the Sales Portfolio. SST.G Ses Soe ae en ee 
New York City Detroit ing and most satisfactory ring ever | 
. x. we "heed Gels ” Seven Sizes invented for perforated sheets or | 
—e = innde Diameters: RST carotene at a | 
incinnatl ouston . 
The Chatfield Paper Co L. S. Bosworth Co., In ” ” int. The enlarged int, nicely 
St. Louis—Tobey Fine Papers, Inc a rs = ~9 > = rounded and —— he —* ring 
= aan ge right side up in position to be in- 
b s OM S048 stantly unlocked. 
T. e JohnB. No. 6, 3”’ Order through your wholesaler. We also | 
manufacture inexpensive loose leaf metals. | 
— 1162 Fullerton Ave. _ Henry T. Adams Mig. Co. f%),5° fir 4" 
Engravers Chicago . — 














n Item Especially Recommended 
i ae pes bo of Schools WHAT'S ia A SPOT? 


From the little spots of ink and dirt that collect on typewriter type, 
Clarotype has built a business that is paying consistent profits to over 
4,000 dealers—in fact, better profits than most items im your stock 


cLARD-TYPr 


the modern type cleaner 


Clarotype is the one type cleaner that builds repeat sales. It cleans 





Every user of ink, should have a bottle of our Eradicator 


on hand to remove errors or stains. type on all business machines quickly, thoroughly, and without 
For sale by all leading stationers for over thirty years. brushing. The Clarotype dauber is well made and gives good serv- 

ice from top to bottom of the bottle. Build volume type cleaner 

H. A. INK ERADIC ‘ATOR CO. sales with Clarotype. Write for our free merchandising aids which 
. ” ee Cabbie Address: actually produce results for your store. Order Clarotype from your 
1707 Zerega Ave. ante AGaress: jobber or direct from The Clarotype Co., Inc., 16-L. Hudson St. 














NEW YORK CITY, N. Y. ‘ERADICATOR’ New York City. 
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RIBBONS 


Sansom at Tenth Street Philadelphia, Penna. 






CARBONS 


ESTABLISHED 1895 


Dealers Inquiries Solicited 











Time I 


End Mistakes— 
Double Speed with 
Precalculated, 
Verified Answers 


Meilicke. Systems, 
cover computations of 
Payrolls Unit Costs mx x ieoecti a —— j 


Express and Freight Charges iit 


Tonnage Discount, 


Meilicke. Systems, Inc. “8,82 <ik See 











t?.7 . "s 
Shegit. _ fitter 
$eaias Sastgn fie 
nterest EEE Par Sse 





Etc. 





Card-cases, any size; loose-leaf envelopes, punched, 
menu covers, factory record protectors; teg holders; 
bill-fold envelopes, stamp containers, etc. Made of 
acetate (slow-burning) transparent cellulose. We 
build to fit your particular need. Write us for details. 


MARKILO COMPANY, Mfrs. 
3633c¢ S. Racine Ave. Chicago, U. S. A, 




















Rubber Type 
Stamp Pads 


Marking Device 
Inks 


Daters, Numberers 





and Other Supplies 


STAMPERKRAFT PRODUCTS 





Better Service for 
users of Stencil 


For Your Customers’ aprenanens R Oo Oo C @) 


Marking Needs— 





Duplicating Black gives first class re- 
sults on both open and closed drum 
stencil duplicators. Better ink gives 
better service and that stimulates 


It's easy to sell them the first 2% z 
the dealer's business with profit. 


time—because tl ¢ line is attractive, 
is priced right, offe sa wide choice, 
and looks like finest quality mer- 
chandise. 







Semples and prices will prove it. 


It’s easier to keep them so'd be- 
cause the products are finest quality 
merchandise, give unexcelled serv- 
ice, and stand up under the rough- 


» H. D. Roosen Company 
> © Brooklyn, N. Y. 





est usage. iti < od Chicago 
THE SUPERIOR TYPE CO. Dp fececeeCte ee gto ee sp, 609 S. Clark St. 
3940 Ravenswood Ave. Chicago, Ill. | 




















a Pile of Paper 
This Thick (34") 


ACME 
COMPANY 


1643-1647 Haddon Ave. 
CAMDEN, N., J. 





You can Actually Staple 
from 2 sheets up to 


with the New 
ACME No. 1 


Heavy Duty 
Hand Stapler 


STAPLE ~~ 


‘ 
SS d 
SS 4 
S 





DISTINCTIVE QUALITY 

















Nos. Stark Calendars ap- 
508 peal on sight to the 
406 most discriminating 






users. Constructed 
to give utmost writ- 
ing ease. Equipped 
with rubber bumpers 
and curled end for 
pen or pencil rest. 










Write today for details and 
prices on our complete line of 
fiat and arch type desk calen- 
dars. 


STARK CALENDARS, INC. 


BEDFORD BLDG. 
Adams & Dearborn Sts., Chicago, Ill. 
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NATURAL DOOR OPENERS FOR SALESMEN 





NK 
Poe MARK REG 25¢ 


Guaranteed for life... 
against deterioration 
st a perfect single fluid ink 
wv, and a volume seller be 
ts 25c price appeal. The 
especially designed per Extra 
n ng the dealer to place his own Rubber 
dare sticker on the opposite side Refills 


to benefit from repeat sales A 
ount t liser which is a 5e each 


i er eT ine 
proven “SILENT SALESMAN” 
furnished free to help sell “‘Ink 
Scram.”’ 


ENVLO-SEALR 


A Veritable Revelation of 
sealing efficiency 


rhe Moistener here illustrated 
is a two ounce glass con 
tainer with Bakelite screw-top 
through which a sponge rub- 
ber disc projects permitting 
the water to come through for 


PERFECTYPE 


An Easier way 
to clean type clean 

3 ounces ‘ _ 

8 ounces 

Perfectype cleans type and re 
freshens rollers. Fitted with 
air-tight Bakelite cap, wool 
ball dauber attached and ab 


The user's hands are always 


A Packed 12 t 





sorbent cleaning cloth accom 
panies each bottle. Priccs in 
quarts and gallon cans on re 


quest 

Attention 
Mr. Typewriter Dealer! On 
request, we will ship you 
**Perfectype’” showing the 
make typewriter you distribute 
on the label at no extra cost 


sealing envelopes, stamps, etc 


clean and dry, and the water 
content is always visible 
» box assorted 
color rubber dises in beautiful 
3 color counter display Be 
‘ause of the 25c price appeal, 
“ENVLO-SEALR” is a vol- 
ume seller 











No stationery or office supply stock is complete without these three office necessities. Order them all—so the cost will be small. 
If your Jobber cannot supply you, write us direct. 


THE SCRAM COMPANY—ST. LOUIS, MISSOURI 


FAWN 


BRAND STENCILS 


Many dealers are building a sound profit- 
able business on FAWN BRAND Stencils— 
because they deliver the goods. For fine in- 
tricate stylus work or heavy exacting runs— 
it’s all the same to FAWN BRAND Stencils 
perfect copies as you like them. 
We'll be glad to submit samples and 
prices. Write for them. 


FAWN BRANDS, Ltd. 120 Greenwicu st., NEW YORK, N. Y. 











DEALERS WANTED 


(One in a territory) 
For a spring cushion 
typewriter key having 
permanent pure white 
characters. You will get 
more key business by sell- 


” MASTER 
SPEED KEYS 


(no rubber to wear out) 


Write for our interest- 
ing proposition. 
Speed Key Mfg. Co., Inc. 


299 Columbus Place 
Brooklyn N. Ze 








Cable address, “INKSCRAM," St. Louis 





When you are in need of — 


STATIONERS GLASSWARE 
STATIONERS HARDWARE 
STATIONERS CALENDARS 
STATIONERS SPECIALTIES 


Send to 


Frank A. Weeks Mfg. Co. 


311 Broadway New York, N. Y. 


¢ron an 1ST Rae 
= * nla,” @s 


Efficient and economical. 
Will keep correspond- 
ence and papers always 
on hand and properly 
arranged. The most ef- 
ficient desk file on the 
market. Made in four 
sizes. A very profitable 
item for stationers. 
























Stanley R.Bristow 
24 Central Ave.West Orange.N.J. 











af 





The Government 


will allow the deduc 








tion of traveling ex 
penses on Income and 
Payroll tax returns 
only upon presenta 
tion of definite, item 
ized records 


BEACH'S 
“Common Sense" 
EXPENSE BOOKS 




















are best for keeping 











such records. 
BEACH PUBLISHING CO. 
Detroit, Mich. 








LOOSE LEAF 


r. B. 


Bind sheets orderly and se- 
curely. Fit any width of 
sheets or distance between 
punch centers, capacity regu- 
lated by interchangeable 
posts. $3.50 per dozen sets, 
f. o. b. N. Y. Request on 
your letterhead brings sam- 
ple and details. 


F. B. Mfg. Co., 





HOLDER 


1228 Intervale Ave. 
New York, N. Y. 

















270 


PPPLIOPEP 





Watch Those Profits 
GROW! 


Such equipment as Calculating Machines, Billing and Book 
keeping Machines, and in some instances, certain types of 
Adding Machines yield phenomenal profits. Why not 
diversify your selling? Besides typewriters, you can sell 
many profit producing machines that are listed in Reliable’s 
Wholesale Catalog and, at real bargain prices, too. Send 


for your copy today . . . no obligation. 


RELIABLE TYPEWRITER 


& ADDING MACHINE CORP. 
303 West Monroe St. Chicago, Illinois 


\ SPEEDEX 
‘TELEPHONE INDEX 
RETAILS AT $1.00 


Sturdily built and beautifully 
finished in black, brown and 


green. 


PLEL LE LELEL LOL LE LLELOLODLD? reccecny 





PPL LLLP 








Actual Size 3x4x2%4 


Attractively boxed. Weight 14 oz. 
THE SPEEDEX COMPANY 


Sales Directors: TARA SALES COMPANY 


843 South Los Angeles Street 
Los Angeles, California 


OFFICE APPLIANCES 








ead Stelioner Can Sell THIS Duplicator 


Easily takes ad over hectographs and refi Highly efficient, 

| u porte Good profit and repeat orders “hol ssibilities 

stationer, school supply dealer and specialty salesman. Imprini 
Circulars, Wind Posters; Your Nam n Duplicator 





EVEREADY DUPLICATOR 


CONTINUOUS fey N\ 4 
USE 


7550 


An I SUPERIOR | 
: PRINTING ff 
Hectographia Co. SALET7S 


52 Bond Street 
New York 











Rebuilt 


ADDRESSOGRAPHS 
MIMEOGRAPHS 
ELLIOTT-FISHERS 
COMPTOMETERS 
MONROES, etc. 


United Typewriter and 


Adding Machine Co., Inc. 
813—14th Street, N.W. 
Washington, D. C. 














IN EVERY COUNTRY 


You will find ONE leading office equip- 


ment trade journal of national importance. 


IN 
FRANCE 


First and foremost office equipment maga- 
zine dealing with office and factory manage- 
ment and efficiency is the ideal advertising 
medium for U. S. Manufacturers desiring to 


increase their export trade, particularly with 


FRANCE 
BELGIUM 
SWITZERLAND 
ETC. 


Include ““METHODES” in your ad- 
vertising appropriation: It pays. 


Send for free copy today. 


METHODES 


27 rue des Petites Ecuries 


Paris X¢ France 
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descriptive literature. 


Sell More Seales! vy posial'nea Sta ter 











a Five 
There’s a wide market pounds 
by half 


' for shipping scales, as ounces 


, lh well as those designed 

Hl 
7 a E STAT | O N E R S | for regular postal and 
air mail use — if you 
know how to reach it! 


S ( 2 A b Let HANSON Ideas 
Help You 
Hanson service does not stop al me- = “ 
chanical perfection. There's a success- 
ful merchandising plan available to all HANSON SCALE CO. 
Hanson dealers—write for it today. 525 N. Ada St., Chicago 
Inone month... 
the New FIBROIN “GOLD BOND” 
STENCIL has increased the sales of 
PRICE $ 00 POST FREE Full information and prices will be 
gladly furnished. Write us today. 
The most valuable money- i ] TOROIN 


Fibroin dealers over 25%. Its high 
making volume ever placed | eee a" 
STENCIL CORPORATION 


quality, complaintless performance and 
tough, durable ability makes it the out- 
before the Stationer Trade ; 
. . ° 109 West Adams St., Jacksonville, Fla. 
—Contains nearly 200 hints 





== 














standing value in the stencil field. 





STENCILS 

















in connection with every de- 





8 eee ee ee ee ee 
ee te ate ee te te ate tee te te ate ate ate te te ate ake kt ae at at att att at att ak at ate ate ate ate athe es 


The “Aluminum” Pocket Seal 
and other MARKING DEVICES 


POCKET SEALS SPECIMEN IMPRESSION LEVER SEALS 


MEYER & WENTHE - CHICAGO 


OFFICE & FACTORY - 24 to 30 S. Jefferson St. 
LOOP STORE - 31 North Clark Street 
The Scrap Book can be dipped into almost any- WEST SIDE STORE - 30 Ss. Jefferson St. 


where, and useful hints on a wide range of subjects, JOIN ODD DNDODDOOODODO OD DOODDODODOOVNNOK: 


presented in a very readable form, will be found on 


Sere The Newsagent, Bookseller's Review and Hl 
Genuine 
Engraved 


Stationer’s Gazette. i 
wedding invitations . $7.95 
calling cards . . . . 1.50 
less trade discount 








partment of your business. 





_—- 4 
xisxux ry 


Press Comments: 


The book contains some 178 pages of common 
sense suggestions for commercial stationers and 
dealers in office equipment. It is conveniently divided 
into four sections, as follows: Organization ; Adver- 
tising and Publicity ; Selling Ideas; Window Display 
and Selling Ideas for Specific Lines. An index in 
the front of the book classifies the subjects treated 
and gives the numbers of the pages where the sta- 
tioner may find suggestions on the particular phase Hl 
of his business that he may be interested in at the | 
time. The subjects run all the way from account 
books to window dressing and are written in such a 
way that the volume is an excellent reference book. 

—Office Appliances. 





oc eee ee 








a a a x er 














It was a distinctly good idea to bring together 
such a series of approved ideas, and the volume 
should meet with a warm welcome. i 

—The British Printer. 





A good idea in itself and admirably carried out 
—The Stationery Trades Journal. 


Send Your Order with Remittance Today i 
to the Publishers 


F. W. BRIDGES, Ltp. 


GRAND BUILDINGS, TRAFALGAR SQUARE 


LONDON, W. C., ENGLAND \ NATIONAL ENGRAVING CO. 


BIRMINGHAM, ALABAMA 


Sample book conta social engraving mailed for deposit of $1.00 
which is refunded after receiving $25.00 net of engraving or return of sample book 


ining full line of 























OFFICE APPLIANCES 
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Touchdown with 


eg 
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typewriter dedte 
Royal now gives 


Over 10 Great C.B.S. 
Stations. Thursdays and 
Saturdays 6:30 P.M. (EST) 


EDDIE will PREDICT (Thursdays) and give your store throughout the season. LINK TO 

earliest complete FINALSCORES (Saturdays). LEADERSHIP for GREATER FALL PROFITS! 
_ . ROYAL TYPEWRITER COMPANY, INC. 
. 3ACKED by ¢ rerful, teste -rchandis- tha 
| BACKED by a powerful, tested Merchandis 3 Bask Avenen, Mow Votk Cin 
ing Plan—Royal’s RADIO PROGRAM will Tell your customers to Tl NE IN their favorite "a B. s. | 
wr er ae Station (6:30 P. M., EST)... WABC, WCAU, WEEI, 

bring hundreds of NEW PROSPECTS into WJAS, WKBW,WHK,WJR,WHAS, WBBM orKMOX. 


ROYAL PORTABLE TYPEWRITERS 








EXTRA 











NATIONAL STATIONERS ASSOCIATION CONVENTION 


THE HEYER CORPORATION - Chicago - U. S. A. 


NSA; HEYER CONVENTION NEWS 1936 

















HEYER CORPORATION SCORES 
HIT AT “N.S.A.” CONVENTION 


Heyer Exhibit Popular with Stationers 





The adjoining 
“Candid Camera” 
photo shows sev- 
eral _ interested 
dealers getting 
information on 
the latest devel- 
opments in the 
Heyer Line. The 
Heyer booth, inci- 
dentally, drew 
many compli- 
ments not only 
for its beauty but 
also for the com- 
pleteness and 
beauty of the line 
displayed. 


Heyer Boys Point the Way to Better Copies 


Photo shows some 
of the Heyer rep- 
resentatives who 
greeted dealers at 
the convention. 
They point with 
justifiable pride 
to the Heyer 
Products in their 
hands just ask 
them who makes 
the best stencils! 
From left to 
right: S. E. Greg- 
ory, M.M. Hayden 
T. R. Heyer, W. H. 
Kurth, A. C. Bur- 
ton. 


A Few of 





the Many People Whom We Were 


Glad to See at N. S. A. Convention 





Left to right: G. S. Thorn, Paul Anderson Co., San Antonio, Texas: Mr. and 
Mrs. C. C. Holley, L. W. Holley and Sons Co., Des Moines, Iowa; G. O. Colborn, 
Colborn School Supply Co., Grand Forks, North Dakota. 


Daily **Conventionalities’’ Printed on Lettergraphs 
: fra} 


Heyer Lettergraphs were spinning fast for the first three days of the conven- 
tion printing “Conventionalities,” the N. S. A. convention daily paper. C. H. 
Everly of Office Appliances and A. B. Abrams of Modern Stationer were the 
editors with G. H. Herrmann of The Heyer Corp. supervising production. 


ing business con- 


Dealers Enthused at 
Exhibition of Complete 
Heyer Line 


Predict Booming Market for 
Duplicators and Supplies 
Stationery dealers came from all 
over the country to see what’s 
new—and Heyer had much to 
show them. New duplicators, new 
supplies, a larger and more com- 
plete line of merchandise com- 
pletely repack- 
aged in colorful 
style attracted 
the eyes of every 
dealer attending 
the exhibit. 
Dealers were en- 
thused at the 
completeness of 
the Heyer Line 
and many pre- 
dicted that with 


steadily improv- T. A. HEYER, Pres. 
HEYER CORP. 





ditions they would show greater 
sales than ever on Heyer Dupli- 
cators and Supplies during 1937. 
T. A. Heyer, Pres. of The Heyer 
Corporation was on hand to greet 
his many friends, some of whom 
have been enthusiastic Heyer 
Dealers more than thirty years. 


New “Junior Efficiency”’ 
Acclaimed by Dealers 


Featured among the many new items 
on display at the Heyer exhibit was 
the new Junior Efficiency, a recent 
addition to the Heyer Line. Every 
dealer who viewed this new machine 
acclaimed it as a marvelous value 





certain of attaining widespread sale. 
School Supply Dealers were especially 
enthusiastic for, as they pointed out, 
the school teachers alone were cer- 
tain to buy thousands of Junior Effi- 
ciencys each year. 
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V7 yon THE 26" Vega, SI) 


George Hossfield 
WORLD’S 
CHAMPION TYPIST 





| ypewriter Division 


His 9th Championship is Underwood's 26th. » 1 a 
Tr UNDERWOOD ELLIOTT FISHER 
In 27 years of competition, 26 World's Cham- COMPANY 


Typewriters... Accounting Machines 
idding Machines Carbon 


pionships have been won on an Underwood 

, Paper. Ribbons and other Supplies 
Standard JT ypewriter. ONE PARK AVE., NEW YORK, N. Y. 
7 . 


SEE PAGE 127 Sales and Service Everywhere 


THE 
” UnpERWOOD 2228222 


Underwood Elliott Fisher Speeds the World’s Business 











